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The relationships between food festivals and food storytelling have been scarcely explored by previ-
ous research. Nevertheless, these relationships are a source of memorable experiences, based on the
authenticity of food places and stories. Drawing on the analysis of the storytelling strategies of the
Festival oriGenes (Spanish word for origins), this research demonstrates the importance of product
and producer stories in creating a distinct narrative of place through gastronomy. Results identify
the relevance of the value chain from land to table (or bar to bean), where stakeholders engage with
the origin of the product, respect the producer, and acknowledge the traditional knowledge in food
production. Values such as creativity, education, and family are presented in relation to food con-
sumption. This article contributes to the understanding of how and why food festivals generate food

storytelling behind the scenes.
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Introduction

Being a source of tourist motivation and satis-
faction, festivals have significant economic, envi-
ronmental, and sociocultural influences on local
communities (Getz & Page, 2016; Pérez & Bernal,
2017; Picard & Robinson, 2006; Weidenfeld &
Leask, 2013). Festivals are built on identity markers
of the destinations where they take place (Bennett
& Woodward, 2016; Gautam, 2022; Hashimoto &

Telfer, 2008; Lin & Lee, 2020), and they contribute
to the protection and promotion of local tangible
and intangible heritage (Ascione & Fink, 2021;
Fontefrancesco & Zocchi, 2020). As generators of
knowledge and a relevant part of destination man-
agement and marketing, festivals stimulate special
forms of tourism such as food tourism (Yang et al.,
2020).

Drawing on the understanding of food tourism,
this article focuses on the storytelling attached to
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food festivals. For humans, storytelling is indis-
pensable because it provides meaning and purpose,
and without it, we have no sense of who we are or
who we are in relation to anyone else (Lewis, 2011).
Storytelling is part of a normative, discursive, and
political collective action (Van Dijk, 2011). Food
storytelling shows the connections between peo-
ple, places, and practices and enables audiences
to explore place identity (Mossberg & Eide, 2017;
Park & Cho, 2010). Previous studies have analyzed
the links between food and narratives (Bissell et al.,
2018; Poppi, 2022; Temple, 2020). However, there
is a lack of studies focused on analyzing storytell-
ing strategies implemented in food festivals, and
limited previous research has analyzed the narrative
embedded in traditional food fairs from a supply
perspective, identifying the relationships between
events and well-being through food (Fusté-Forné &
Pont-Llagostera, 2021).

Considering the identified gap, this research aims
to analyze the storytelling strategies connected to a
food festival called “oriGenes” (translated as ori-
gins and playing on the word genes) through quali-
tative data. The data analyzed includes an interview
with the founder and organizer of the festival, the
official promotional materials of the festival (a pod-
cast, a book, and a short film centered on the stories
of the products and producers), and the interviews
with the participants used in the social media pro-
motion of the festival. This festival is celebrated in
Barcelona (Catalonia, Spain) and, from the current
year 2023, also in Madrid (Spain). It was created in
2020 with the aim of generating positive impacts
in society, promoting innovation and sustainability
(https://festivalorigenes.com/). During the 2021
edition, it counted attendances from more than
700 participants with the attention focused on 18
gastronomic products and 11 wines (https://festi
valorigenes.com/). This festival uses “food” as a
cultural language to design and build its storyscape
(Moscardo, 2020), creating an atmosphere of care
for the environment, pride in handcrafted work, and
a desire to connect with customers on an emotional
level; are all projected by an authentic product
(https://festivalorigenes.com/). Considering these
aspects, the following research questions arise:

RQ1. How are storytelling strategies implemented
in food festivals?

RQ2. What are the perceptions of storytelling strat-
egies among the participants in food festivals?
RQ3. How storytelling strategies generate a high-

value food festival?

Literature Review

In understanding storytelling in food festival
settings, the following discussion considers four
themes. It starts with food storytelling and the pro-
motion of sustainability through storytelling. It
then analyses food festivals and how the linkages
between stories, foods, and festivals result in the
creation of experiencescapes.

Food Storytelling

As mentioned earlier, there are synergies among
stories, food, and festivals. Stories and the setting
in which they are told hold a special place in our
culture (Lewis, 2011). This can be said for food,
which acts as a “living textbook” of the history
and culture of a place (Teixeira & Ribeiro, 2013,
p. 194) and of festivals that can become inextri-
cably linked to place and culture (Getz & Page,
2016). Similarly to festivals, and often to food,
a story’s primary goal should be to entertain. It
needs to follow a logical progression that begins
with a challenge or unexpected incident, then
moves on to the characters’ reactions, then the con-
sequences, and finally the resolution, in order to
elicit the desired emotional response (Moscardo,
2020; Popova, 2015).

Considering these previously highlighted ele-
ments of storytelling, food storytelling naturally
relates to tales about culinary expertise and experi-
ences. It means that food plays social and cultural
roles by providing energy and nourishment for the
body, as well as establishing and maintaining rela-
tionships between individuals (Bass et al., 1979).
In many societies food storytelling is passed down
from generation to generation; hence, the accept-
ability of some meals is cultural, as many of these
biologically edible items are deemed acceptable or
unsuitable based on the cultural context (Contreras
Hernandez & Garcia Arnaiz, 2005; Quan & Wang,
2004).

Previous studies were focused on the influence
of storytelling in food consumption from different
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perspectives (e.g., Bissell et al., 2018; Poppi, 2022;
Temple, 2020). Furthermore, Fenger et al. (2015)
analyzed the influence of narratives on customer
preferences for processed beef products while Nie
et al. (2017) studied the effect of storytelling on
organic food purchasing. However, there is a lack
of research based on the “behind the scenes” and
the construction of the storytelling.

When consumers are told about a product
through a story, they can take in the information
with little or no conscious processing on their part
(Nie et al., 2017). Consumers who are doing one-
time or initial exchanges prefer stories that focus
on the product itself (Gilliam & Zablah, 2013). In
fact, consumers can enjoy a unique dinner if they
identify with the tale, its characters, and its cuisine
(Mossberg & Eider, 2017). This suggests that con-
sumers are more likely to get invested in a tale if
they can relate to the protagonists and the conflict
intrigues them (Van Laer et al., 2014).

Promoting Food Sustainability
Through Storytelling

Previous studies highlight that sustainability
may be promoted using stories highlighting the sig-
nificance of sustainable practices (Moscardo, 2017,
2020). This is linked with the emotional connec-
tion of stories that can be strategically deployed in
restaurants to encourage healthy eating (Mossberg
& Eider, 2017) and well-being for local commu-
nities (Fusté-Forné & Pont-Llagostera, 2021). The
continued influx of such staged food concepts can
lead to more sustainable, socially equitable, and
healthier futures (Mossberg & Eide, 2017). Future
food systems will need to therefore become adapt-
able to the increasing stresses that climate change
will place on our food security and nutrition priori-
ties (Béné et al., 2019).

In relation to this, Fusté-Forné (2023) analyzed
the influence of the narratives attached to a wine
event on the protection and promotion of wine-
scapes. “A wine event engages producers with the
development of a wine storytelling, which expands
the wine-based knowledge of visitors. At the same
time, this sustains the preservation of ‘wine” and
the promotion of the narratives attached to the
product” (Fusté-Forné, 2023, p. 319). In this sense,
a wine event is a gatekeeper of the historical and

contemporary uses of wine, and food festivals are
able to develop stories that contribute to the sus-
tainable relationship between rural and urban envi-
ronments. These stories are based on the cultural
heritage and the natural landscape that surrounds
wine production and become valorized through
wine consumption.

Awareness-raising rituals have a role in shaping
sustainable food consumption patterns (Mossberg
& Eide, 2017; Spaargaren, 2011). The provision of
details about the ingredients used in clients’ cuisine
has the potential to raise their level of food liter-
acy and to enhance their desire for more nutritious
options (Story et al., 2008). Nie et al. (2017) iden-
tified that food sellers could introduce narratives
focused on the health benefits of their produce, or
its positive impact on the environment.

Food Festivals

Due to their social and economic benefits, the
prevalence of food festivals has grown in recent
years. This has led to the development of a popular
and competitive food events sector on a global basis
(Choo et al., 2022). In their design, food festivals
tend to be themed public events that are associated
with local places (Organ et al., 2015), and that pair
food and place (Fusté-Forné, 2023). Through pro-
viding programs of entertainment and education,
alongside celebrations of local food and produce,
these festivals can become unique spaces where the
distinctiveness of destinations is celebrated through
the senses, and the lived experiences of sampling
and purchasing local food are enjoyed and cher-
ished (Choo et al., 2022).

Further, the experiences attached to food festi-
vals can enable attendees to make rich connections
among the culture of a place, the tastes associated
with its food, and in turn, the inherent meanings
associated with food and place (Wan & Chan,
2013). It is considered that within their local host
communities, food festivals provide platforms to
celebrate and take pride in shared identities (Vesci
& Botti, 2019). Indeed, they construct local gastro-
nomic identities and revive traditional knowledge
around their host communities and food produc-
tion (Fontefrancesco & Zocchi, 2020). This is, for
example, illustrated by the Bean Fair, which has
taken place in Catalonia since the late 20th century.
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This festival shows how an event creates a mean-
ingful connection between bean production and
consumption based on the pride of locals not only
in relation to the product, but also to the local land-
scape and the culinary traditions (Fusté-Forné &
Pont-Llagostera, 2021).

By its nature, food is rooted within local places
and culture. As is the case with stories, food festi-
vals follow a progression of narratives and events
to elicit responses (Popova, 2015). Such narratives
are formed through festival programs and associ-
ated publications, alongside social media, as strat-
egies to enhance educational and entertainment
(Organ et al., 2015). Despite the rich potential of
food festivals as spaces for storytelling, there is
limited research around the strategies and the tools
used for storytelling in food festival settings.

Experience and Storytelling in Food Festivals

Food festivals bring together customers and pro-
ducers in a multistimulus environment by provid-
ing samples, insights into production techniques,
and guarantees of authenticity (Kim et al., 2010).
Incorporating elements of flavor, location, and cus-
tom, the act of eating and drinking in food festivals
creates a multifaceted cultural encounter that helps
visitors feel more at home in the host environment
(Organ et al., 2015). All of these elements are fur-
ther linked to the concept of experience, because
local cuisine may create particularly memorable
adventures (Robinson & Clifford, 2012). These
elements form part of the story involving food
consumption. In fact, emotional and social consid-
erations have been demonstrated to have a signifi-
cant role in influencing consumers’ food choices
(Tarkiainen & Sundqvist, 2009).

Despite the clear synergies between stories and
food festivals, there is a lack of literature focused
on storytelling in food festivals. Blichfeldt and
Halkier (2014) highlighted that food festivals allow
us to share values and stories that are part of the
identity of the event. It means that food festivals
can be seen as signature events that allow to cre-
ate a shared story between community, stakehold-
ers, and visitors (Blichfeldt and Halkier, 2014). In
fact, these events broaden the scope of the festi-
val’s narrative, telling the story of the communi-
ty’s origins to a wider audience through traditional

food consumption experience (Fontefrancesco &
Zocchi, 2020).

In contemplating the relationships among food,
food festivals, and storytelling, experience is a core
theme. The experience economy concept (Pine &
Gilmore, 1999) positions experiences as a fourth
economic offering on the basis that consumers are
seeking sensory stimulation, enjoyment, fantasy,
and fun (Holbrook & Hirschman, 1982; Mossberg
& Eide, 2017). In creating consumer experience-
scapes (O’Dell & Billing, 2005), the experience
economy construct draws from the dramaturgical
metaphor (Goffman, 2002) and performance theory
(Schechner, 2003). Consequently, within an experi-
encescape, elements such as actors, staging, script-
ing, narratives, and stories are key to designing and
staging experiences in physical spaces (Mei et al.,
2020). The narratives surrounding food consump-
tion therefore contribute to any experiencescape,
thus creating a sensory and stimulating consumer
experience (Mossberg, 2008). Experiencescapes
are subject to the physical setting where the par-
ticular experience takes place, alongside other
elements including atmospherics, ambience, and
theming (Frochot & Batat, 2013). Indeed, in the
experience economy, experiencescapes may be
defined as: “landscapes of experience . . . spaces
of pleasure, enjoyment and entertainment, as well
as meeting grounds” for diverse groups (O’Dell &
Billing, 2005, p. 16).

The idea that experiences occur in a physical and
sensory setting, or a “scape,” is linked closely to the
festivalscape, which is defined as the physical and
sensory festival environment (Chen et al., 2019).
Significantly, as discussed earlier, food experi-
ences in festival settings occur in a specific space,
including physical and sensory environments
(Chen et al., 2020). These are formed by tangible
elements such as location, program, and decor, as
well as intangible elements of culture, ambience,
history, and atmosphere. In turn, these character-
istics exist among thematic elements. The con-
struct of a purposefully designed “scape” for food
consumption may be described as a gastronomic
landscape, or indeed a foodscape; and food festi-
vals are a fundamental ingredient of any foodscape
(Fontefrancesco & Zocchi, 2020). Importantly,
storytelling is also linked to the intangible aspects
of products, including food, and experiencescapes
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such as food festivals, to present context, behav-
iors, perspectives, and choices (Nie et al., 2017).
These various tangible and intangible elements of
stories are also part of food festivals and help form
the communication approaches, program, and con-
tent as well as the atmosphere, and ultimately the
experiential food festival scape.

Methodology

This research is based on qualitative methods,
comprising two phases: an interview with the event
organizer and a qualitative analysis of official pro-
motional materials of the festival. The methodol-
ogy employed to analyze the results was narrative
analysis.

Data Collection

The first phase comprised an in-depth interview
with the festival organizer, which was the start-
ing point of this study to obtain detailed informa-
tion before proceeding further. The purpose of this
interview was to analyze how the organizers of
this food festival perceived the storytelling strat-
egies implemented before, during, and after the
event. This was accomplished by basing the inter-
view structure on the concepts established in the
literature review (food storytelling, gastronomic

Table 1
Interview Design

identity, sustainability, and experiencescapes). The
researchers contacted the event organizer to sched-
ule the interview. The interview was conducted
using the principal language of the participants
(Catalan) on January 10, 2023, from 9 to 10 am.
Table 1 includes the interview design.

The second phase included the qualitative analy-
sis of official promotional materials of the festival.
The following materials were analyzed: the festival
podcast, the festival book, the festival documen-
taries, and the festival website, including press
releases. In relation to the festival documentaries,
available on the YouTube Channel of the festival,
these included interviews with the 12 producers
selected by the festival (2021 edition), whose pro-
files are displayed in Table 2.

Data Analysis

The analysis was conducted in Catalan and
Spanish because of the importance of analyzing
the results by employing the original language of
the content. The methodology employed in this
research was narrative analysis. All the mate-
rial (official promotional materials of the festival
and interviews) was analyzed through narrative
analysis. Since narratives may establish a com-
mon history and sense of community among their
listeners, narrative analysis paves the way for a

Questions

References

How is this festival constructing local gastronomic identities

and reviving traditional knowledge?

Fontefrancesco and Zocchi (2020);
Popova (2015); Vesci and Botti
(2019)

What makes the products on offer at the festival unique?

How do the authentic food products show that the festival cares
about the environment, takes pride in hand-made work, and
wants to connect with customers on an emotional level?

What kind of stories are used to explain the value of the food
products on offer at the festival?

What is told about these products to generate a memorable
experience for the visitors?

How does the venue, atmosphere, ambience and other physical
elements influence the story you want to convey about this
event and the products?

What other elements can be part of the experience linked to the
consumption of food products at the festival?

Mossberg and Eider (2017); Nie et al.

(2017)
Moscardo (2020)

Mossberg and Eider (2017); Nie et al.

(2017)

Robinson and Clifford (2012);
Tarkiainen and Sundqvist (2009)
Frochot and Batat (2013); Mei et al.

(2020)

Fontefrancesco and Zocchi (2020)
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Table 2

Profiles of the Producers That Participate in the
Festival oriGenes (2021 Edition)

Producer Product
Carlos Piernas Salmon

Juan Angel Rodrigalvarez Chocolate
Albert Roca Ice cream

Eva Vila Cheese and wine
Daniel Jorda Bread

Edu Torres Rice

Nacho Gémara Vegetables
Barbara Sanfilippo Anchovies

Viri Fernandez Fabada (bean stew)
Txomin Grill

Gorka Rodriguez Octopus
Anselmo Pérez Iberian ham

comprehensive study of speech that considers their
unique circumstances (Smith, 2000). Previous stud-
ies employed this method to analyze content from
websites (Pasquinelli & Trunfio, 2020), as well as
from interviews (Brannen, 2013).

The first step consisted of transcribing all the
interviews and conducting the narrative analysis of
the transcripts. The verbatim quotes included in the
results section were directly translated to English
considering the importance of preserving the origi-
nal meaning. The second step involved implement-
ing a narrative analysis of the official promotional
materials of the festival. The results are presented
in the following two sections. First, the authors
contextualize the festival and its values; then the
analysis of the interviews with the participants is
developed in relation to previous literature.

The Festival oriGenes

The food festival is presented through different
mediums and formats where oriGenes communi-
cates and states its identity. Through the book, the
organizers explain that the aim is to know the work
of all artisans, from the roots to the product, under
the umbrella of sustainability, fair trade, and social
responsibility (oriGenes, 2021). As explained by
the founder and organizer, this festival is not only
focused on gastronomic products, but also on
offering keynotes from leaders of the sector, live
music, innovative workshops, as well as a discus-
sion forum. The first step to organizing this festival

is also linked to oriGenes’ storytelling techniques;
they select 12 artisans on the basis that they are
people with identity, sensitivity, and a special tal-
ent who live for and by their products and who
want to share knowledge and generate a positive
impact on society (oriGenes, 2021). This process
is capped with a visit to each gastronomic artist to
get to know their environment and working style.
Through these visits, during the pandemics, ori-
Genes was able to identify that these artisans had
a respect for tradition and a very authentic way of
innovating that fused the past, present, and future in
a natural and expert way (oriGenes, 2021).

Some passages in the book show how, through
this publication, a story is generated about each
artisan, indicating their way of working, their envi-
ronment, and their philosophy (which are further
explored in the next section of this article). These
stories cover aspects of their vocation, their devel-
opment, and their personal connection with the
gastronomic products they offer and with all the ele-
ments that surround them. In the words of the orga-
nization, the aim of this search for protagonists who
create their gastronomic products with care is:

To enable those attending to learn about these
ancient techniques, to love these top-quality prod-
ucts, and to value them as they deserve through
this unique experience. (oriGenes, 2021, p. 15)

All these stories about the artisans and the gas-
tronomic products are also present in the informa-
tion on the website, but in a summarized form.
These artisans are also considered for the festival
because they offer a new perspective on traditional
gastronomic products by introducing innovative
elements. However, during the process of the visit
to the gastronomic workshops, the organizers also
made 22 documentaries and subsequently pub-
lished them, as well as 13 podcasts where, through
12 of them, they spoke personally with each of the
protagonists. This means that all the elements they
convey are based on sharing the story that each
product has, and the analysis of these stories is the
source of the storytelling of the festival, explored
below. Also, this love for the gastronomic product
and its identity has led to the creation of a gastro-
nomic club associated with the festival, which they
define through their website as:
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A boutique gastronomic club aimed at food lovers
and food companies with an interest in and com-
mitment to having a positive impact on society,
the economy, and the planet. (oriGenes, 2022).

Connecting to all the stories told about the prod-
ucts and the festival on the website, it is possible
to see that sustainability is a key aspect. In fact,
the website shows that this event is focused on the
fulfillment of four Sustainable Development Goals
(SDGs): (3) good health and well-being; (7) afford-
able and clean energy; (12) responsible consump-
tion and production; and (17) partnerships for the
goals. This factor is also linked to the aim of ensur-
ing the proximity of gastronomic products included
as part of the festival.

With regard to the places where the festival
takes place, the festival is organized in two differ-
ent places: Barcelona (2021 and 2022) and Madrid
(first edition in 2023). In the province of Barcelona,
it takes place in a XVII century palace in the coun-
tryside. This location is described as “a place that
fulfils dreams, a place that changes you, an ideal
environment to fulfil one of the most beautiful
desires: to return to the origins with a mentality of
now” (oriGenes, 2022). This definition shows that
the organizers are also using the history and cul-
tural elements of this place to create a reinterpreta-
tion and propose a new story to tell associated with
the festival.

The website also includes some essential ele-
ments to attract visitors with some keywords. For
instance, the newsletter banner contains the follow-
ing sentence: “Subscribe and enjoy the trip” (ori-
Genes, 2022). This trip that visitors can experience
is represented by a passport that they receive when
arriving at the festival as an original way of giv-
ing them the festival program. The passport also
includes a narrative element, with the following
sentence describing the trip: “The most important
thing about any trip is to feel, discover, and cre-
ate connections, and that when you return, you are
not the same person who left” (oriGenes, 2022).
The use of a material artifact, such as a passport
linked to the experience, allows for a connection
to be established between the visitors, the stories
told, the event scenario, the artisans, and the gastro-
nomic products that form the experiencescapes of
the festival. Stories must be rich, deep, and complex

to spread across media and artifacts, meaning that
transmedia storytelling can add richness to a prop-
erty and tell a tale in a more lifelike, engaging way
than a single medium can (Miller, 2014). Each ele-
ment must fit together logically with the others, and
there must be an overarching conceptual direction
to place hints and information that are mutually
beneficial in various artifacts (Sousa et al., 2016)
as it is observed in oriGenes.

Results and Discussion

This section is divided into three parts that
analyze the relationships between products and
producers through their stories, drawing from the
value of knowledge and the uniqueness attached
to both products and producers. Later, this also
leads to understanding how and why the festival
producers connect with the visitors through their
appreciation of the environment as a source for the
creation of memorable experiences. Results show
that producers are ambassadors of local identities
and traditional knowledge through food. Producers
demonstrate, through their narrative, the essence of
products related to fabada, salmon, or ice creams.
The festival emerges as a holistic tourist product
that allows visitors to have a cultural and gastro-
nomic vision of Spain, in a single day.

At the level of storytelling, as seen in the pre-
vious section, responsibility with people, places,
and practices is also an important part of reaching
the festival audiences. The festival is developed
around the idea of a gastronomic journey, through
“the history of twelve artisans with gastronomic
merits, their products, their culture, and their histo-
ries,” which is the statement all the documentaries
highlight at the beginning. This emerges as the first
element around the creation of a narrative that not
only explains the product, but also the culture and
the stories of the product, and the soul of the prod-
uct through the people who make it possible.

Although the focus is based on haute gastronomy
experiences, the examples that develop the festival
storytelling are examples of entrepreneurs who
trace their knowledge back to several generations
and therefore with savoir faire as an added value of
their production. As is mentioned in the following
three subsections, some of them stopped competing
in traditional supply chains, like supermarkets, and
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focused on Michelin restaurant chefs—for exam-
ple, the cases of bread and rice production, but also
cheese. They all agree that quality is prioritized
before business, and they emphasize that training
is key to guaranteeing the value chain, not only in
production but also in consumption—for example,
when cutting Iberian ham.

Unique Products Make a Unique Festival

Although the features that make the prod-
ucts unique are diverse, as it is observed below,
they have a series of factors that contribute to the
awareness and preservation of the environment
(Fusté-Forné, 2023; Nie et al., 2017). Among the
examples, Carlos Piernas makes natural smoked
salmon with pines from the Maresme, a coastal des-
tination in Catalonia. The project represents an arti-
sanal production that recovers the smoked salmon
that the industry, especially the commercial restau-
rant industry, had devalued. The producer points
out that smoked salmon is disappearing from res-
taurant menus, and he wants it to return to promi-
nence. This contributes to the recovery of a product
through a form of artisanal production as a value
proposition where the producers also encapsulate
the community’s origins through a traditional food
consumption experience (Fontefrancesco et al.,
2020). In this sense, the information about pro-
duction techniques is a factor that contributes to
enhance the authenticity (Kim et al., 2010).

In addition to the recovery of artisanal produc-
tion, other projects seek the recovery of flavor. This
is the case of Juan Angel Rodrigélvarez, pioneer of
the bean to bar movement, which values the origins
and real flavors of cacao and generates a sustain-
able, fair, and reliable chain that controls all pro-
cesses from production to consumption. From the
search for the perfect product in countries such as
India, Madagascar, Peru, Philippines, or Uganda,
he makes the products, does tastings, and educates
the bean to bar movement. This is an example of
interaction with the stakeholders and the society
(see Blichfeldt & Halkier, 2014), and accentuates
the connection with the environment, which can
also be seen through sweets—for example, the ice
creams made by Albert Roca.

This work with flavor is also observed in the
fabada of Viri Fernandez, member of Slow Food

Spain and awarded as the best fabada in the world.
She is committed to a sustainable food that reacti-
vates the memory and the palate in one place, her
restaurant, where she emphasizes that things taste
like what they are. In addition, this flavor value is
complemented by a narrative associated with the
product, where the restaurant tells you where the
product comes from. The land is what gives a res-
taurant prestige and in the fabada the beans are the
source of this prestige. This connection is in turn
a driver for the development of sustainable food
consumption patterns (Mossberg & Eide, 2017,
Spaargaren, 2011).

In the search for the origin of the product, which
is developed more extensively in the following
section, Eva Vila of Vila Viniteca points out that
they have 400 references of cheeses from different
countries, made of different milks, and with vari-
ous cheese making techniques. They are from arti-
san dairies and small cheese workshops in Spain,
Europe, and some in the US. It is important to note
that she states that it is impossible to get tired of
cheese, because you can have a different cheese for
each day, which is due to the versatility of the culi-
nary uses of cheese (see Fusté-Forné, 2016). The
important thing, and it is a guiding thread for all
producers, is to look for gastronomic products that
give us a history story and tell something unique
through the sustainability of the value chain that
also stimulate the customer experience (Mossberg,
2008).

In this sense, the relationships between tradition
and innovation are also important, specially based
on the cultural context (Contreras Hernandez &
Garcia Arnaiz, 2005; Quan & Wang, 2004). Gorka
Rodriguez’s pulperia is an example. From updating
the concept of the use of octopus in the kitchen, his
objective is to respect the tradition. We are what we
are because of the environment, but also because of
the people and because of the sea, he explains. The
key factor is the quality of the product, knowing
the product and knowing who produces it, then the
manipulation and innovation at the table. The tradi-
tion starts from the defense of the local product (see
the notion of food as a “living textbook” of a place
stated by Teixeira & Ribeiro, 2013, p. 194). This
is, for example, manifested in the Txomin’s com-
bination of lamb and cider, a traditional apple wine
from northern Spain, and Nacho Gomara at his
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vegetables-based restaurant. The restaurants have
a responsibility towards the small producer, who
defends an ancient seed but also a flavor, a passion,
a way of life, and transmits these values in relation
to its seasonality. The restaurants (see Mossberg &
Eider, 2017) are a platform for the valorization of
the chain from land to table, from bean to bar.

The Festival Producers Connect With the
Environment to Reconnect With the Visitors

The authenticity of the product is manifested
in diverse ways. The most exciting part is the one
that connects the artisan with the raw material, the
raw product, because visitors prefer stories that
rely on the product (Gilliam & Zablah, 2013). In
the preparation of smoked salmon, for example, the
producer emphasizes that origins of the product is
to give relevance to the salmon. That does not mean
that there is no innovation, which is manifested, for
example, with flavored salmon with dill and truffle,
with coffee, seaweed, vodka, beetroot, and other
combinations. Production that heavily relies on
raw materials has implications for the taste, as men-
tioned in the previous section. For example, in the
preparation of ice cream. Products made only with
raw material, without preservatives, means that you
have previously found the producers, for example,
a mint producer, and you see the love behind one’s
mint. This gives us the responsibility to respect the
products and the producers, and the proximity of
the origin that makes the setting more meaning-
ful (Lewis, 2011). Albert Roca says that there are
strawberries in Spain that are well nown but in the
proximity area there are also quality products. He
interacts with his environment, with the producers
of raw materials, and he realizes that their passion
has an impact on the quality of the final product.

From the use of the products in restaurants, we can
help people to have a better knowledge of the world
of chocolate, states Juan Angel Rodrigélvarez. The
bean to bar brings the authentic flavor of choco-
late, more than commercial brands. The bean to bar
seeks to generate a value chain, from the plantation
and the producer, because the weather and soils
affect the same as in wine. This value chain seeks to
connect the values of the different actors and com-
municate them to the customer. The values of the
participants rely on the values of people who make

the bean or make the cheese. In this sense, through
festivals, food also contributes to the relationships
between individuals (Bass et al., 1979). You can
easily know how people take care of the environ-
ment. As Eva Vila states, in cheese it is easy to see
how the farmers work when you go to the cheese
factories, and see how they take care of the herd,
feed them, and produce mature cheese.

The “origin is the product” was a recurring
phrase in interviews. In the case of the use of veg-
etables in the kitchen, Nacho Gémara explains that
to find the best tomato you have to try 15 tomato
producers. He wants the customer to feel that she/
he is in the tomato plant. The restaurant follows
the rule “cut at 7, cook at 11, and serve at 1” that
develops the idea from land to table. This is also
connected with the slow kitchen concept, further
explored below. The love for the product and its use
in the kitchen is also observed in the elaboration of
Edu Torres’ rice. The relationship with the environ-
ment is a source of storytelling (see also Nie et al.,
2017). The Albufera de Valencia is a spring that
is nourished from the subsoil and generates min-
eral water that accumulates, and when it rises, the
fields are irrigated. As a result, they produce rice
with fresh spring water, which gives it a unique
flavor. They do not intend to continue growing,
which is also common in the initiatives analyzed,
and their objective is to develop quality based on
artisan work. A super mill makes 157,000 kg of
rice per minute, while they make about 100 kg per
hour. He states that they cannot break the essence
of what they do, maintaining the level of quality
and existing relationships with cooks, farmers, and
producers, and a customer that appreciates it. This
is also observed in previous research that acknowl-
edges that memorable experiences arise from the
“people” that participate in food stories (Mossberg
& Eider, 2017; Van Laer et al., 2014).

These relations also contribute to maintaining
the tradition of the production and consumption of
products. Viri Fernandez explains that she trusts
the product because she has known about it since
childhood. In this sense, the memory of the pal-
ate is information and knowledge that is transmit-
ted from generation to generation and contributes
to the protection and promotion of food tradition
(Fontefrancesco et al., 2020). Viri Fernandez high-
lights that one day at the house of a friend who does
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biodynamic agriculture, she tasted the strawberries
that she ate when she was a child. The products
stand out in the essentials (like raw food) and safety
at the producer is a responsibility to the customer.
Restaurants are tools to encourage healthy eating
(Mossberg & Eider, 2017) and well-being for local
communities (Fusté-Forné & Pont-Llagostera,
2021).

This is also the result of slow production, just as
happens with Iberian ham or wine, that improves
quality when it is in the cellar. For Iberian ham,
as Anselmo Pérez states, it can take 7 years to be
ready for consumption. Here, nature is key, as
explained before, in relation to seasonality and to
availability. For example, Santona is known world-
wide for its anchovies, because historically it has
been the port where the most catches of anchovies
were landed and that is why the factories settled
there. Barbara Sanfilippo says that they only collect
anchovies in spring, called bocarte, because salt-
ing it retains little fat and other nuances that make
it unique. The anchovy is different in spring than
in winter because the currents vary from spring to
winter. She points out that while they only work
with spring anchovies, nature is unpredictable in
relation to the quality and quantity of the product.
Natural resources have a limit and food production
is also vulnerable to climate change (Béné, 2022).

Food and Stories to Create
Memorable Experiences

This section highlights examples of the stories
that connect the concepts explained in the previous
sections. For example, making chocolate by trans-
porting the beans from their origin: the bean to bar
trend is the opportunity to explain in a comprehen-
sive way how to make and taste good chocolate.
The concept consists of producing high-quality
chocolate products from cocoa beans from small
producers and following fair trade. In this sense,
the producer states that communication is particu-
larly important to explain what is behind the prod-
uct to transmit an image (Organ et al., 2015). For
example, their label includes the country of origin
of the cocoa, the region and plantation, and the
image of a producer.

With coffee, olive oil, and wine, there has
been an effort to open the doors and people have

become better acquainted with the ins and outs of
the processes to achieve a quality result. This is
also shown in relation to previous research around
these topics. People can differentiate and choose
those products, and some of the producers who par-
ticipate in the festival promote a similar strategy
for other products to offer information to people,
knowledge to know what we have. In the case of
chocolate, there is an interpretation of chocolate as
if it was a product like wine or cheese, something
that is largely studied, as Juan Angel Rodrigalvarez
states, enjoyed and celebrated in its differences to
appreciate and discover new flavors of the product.
The festival emerges as a platform where to par-
ticipate in these diverse culinary shared identities
(Vesci & Botti, 2019).

Creativity and innovation are key in the con-
struction of discourse—for example, in sweet
products. In particular, Albert Roca was recog-
nized as the author of the best croissant in Spain,
finalist in the ice cream world cup, and creator
of the first vegan chocolate dragees. Knowledge
is a normalizer of innovation—for example, in
relation to products such as ice creams made of
basil, beetroot, cinnamon, or pear. He affirms that
education and training is part of the learning of
our children and the maturation of society. Also,
Vila Viniteca trains the actors who sell cheese and
educates the customers. They look for products
opposed to the market, and help cheese factories
find a niche, because there are many cheeses but
there are not so many that surprise people and they
differ from what is usual. This again reinforces
this connection between innovation and educa-
tion, where visitors can identify the distinctive-
ness of destinations through foods and beverages
(Choo et al., 2022).

The nobility of a professional is manifested in
the taste of the product, highlights Carlos Piernas.
In the preparation of smoked salmon, the aroma of
smoke that respects the personality of the product
is key. Also, the origin of the product is especially
important, so they have the production area and
the inspiration area, where they pick the pines.
They smoke with pines because pines are also a
symbol of the countryside in Catalonia, and it is a
way to have the aroma of Catalonia reflected in the
smoked salmon. It is important to provide details
about the ingredients (Story et al., 2008) to create
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a memorable experience based on the meanings
attached to food and place (Robinson & Clifford,
2012; Wan & Chan, 2013) These relationships
make visitors feel more engaged with the host
environment (Organ et al., 2015), the origin of the
product, and also influence visitors’ food choices
(Tarkiainen & Sundqvist, 2009). The producers
create from what is available in culture and nature,
which has been a key finding in the two previous
sections. The same happens with making bread,
specifically, what Daniel Jorda defines as concep-
tual breads, which means to invent new breads to
recover old breads so that they do not disappear,
and their recipes are not lost.

Innovating is also illustrated through the rela-
tionship between people and practices—for exam-
ple, with lamb and cider. Also, through the work
between the producers and the chefs, as in the haute
cuisine incorporation of the rice. Edu Torres aims
that restaurants treat rice as he treats it, drawing
from the appreciation of the origin of rice and the
connection between the producer and the cook. The
product appears again as the source of inspiration.
This is similarly observed with vegetables. Their
flavor changes during the year, but the unique-
ness of vegetables remains as with the first juice
that comes out of a squeezed tomato without any
type of additive, as Nacho Gomara explains. The
inspiration at the table also comes from eating with
his grandmother and his mother, he states, because
they cook pure vegetables. A food festival shows
that food production becomes valorized through
food consumption (see Fusté-Forné, 2023).

This reinforces the importance of working as a
family, also observed above with the creation of
long-term relationships between the stakeholders
(Blichfeldt & Halkier, 2014). We are a team, a fam-
ily, emphasizes Barbara Sanfilippo. They have also
created a foundation school on how to prepare the
anchovy so that it is not lost. They prioritize the
production of less quantity and higher quality, and
the only machines they use are a truck to carry the
product and the sawmill to seal the cans, the rest
is all manual. The process comes from the Phoeni-
cians, and they are proud to have not changed any-
thing in the production method, which is one of the
reasons why it is difficult to maintain the artisan
production; however, it informs the relevance of
sustainable practices (Moscardo, 2017, 2020).

Conclusion

This article has discussed the role of artisans
beyond food and has demonstrated that the origins
of food, and the places and practices that surround
food production and consumption, are crucial to
create and develop a meaningful storytelling in
the setting of food festivals. The use of artifacts in
storytelling strategies is a powerful tool that can
help create unforgettable experiences and leave
a lasting impression on visitors. In this sense, the
meanings embedded in the festival organization
and its marketing strategy are strongly connected
to the uniqueness of products and producers. The
storytelling strategies implemented in the festival
rely on the tangible and intangible aspects of food.
For example, this is observed with the bean to bar
movement, that shows the relevance of the bean (as
tangible) but also the value of the chain that brings
the bean to the bar (as intangible). This is similar in
other food products analyzed in the article, such as
smoked salmon or anchovies.

Results also show that producers protect and
promote food sustainability through storytell-
ing. The participants develop their products in
strong connection with the environment but also
based on the knowledge they gather from previ-
ous generations and other stakeholders. These
relations allow the products to further develop
through a value chain that relies on tradition (fam-
ily) and innovation (creativity), where education
and knowledge transfer are communicated in the
festival. In particular, the storytelling strategies
generate a high-value food festival, where the
embeddedness of the product in the environment,
and as part of local landscapes and lifestyles, cre-
ates a distinct “flavor” that visitors learn, not only
when they taste the products, but also when they
hear the participants’ stories as a source of memo-
rable experiences.

Theoretical and Practical Implications

This research article has significant theoreti-
cal implications, as it delves into the complex
relationships between experience and storytelling
within the context of food festivals. By exploring
the interplay between tradition and innovation and
interrogating the authenticity of food products, the
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article provides a nuanced understanding of how
these festivals construct meaning and shape cul-
tural identity. Furthermore, the article highlights
the crucial role that creativity and innovation play
in the construction of discourse, offering insights
into how food festivals can continue to evolve and
thrive in the years to come.

The results and discussions presented highlight
the practical implications of the festival in pro-
moting local identities, traditional knowledge, and
sustainable practices through the stories and prod-
ucts of its producers. The festival serves as a holis-
tic tourist product that offers visitors a cultural
and gastronomic vision of Spain in a single day.
Through storytelling, the festival also emphasizes
the importance of responsibility towards people,
places, and practices in reaching its audiences.
The uniqueness of the products showcased at the
festival contributes to the awareness and preserva-
tion of the environment, as well as the recovery of
artisanal production and flavor. The festival pro-
ducers demonstrate the essence of their products,
related to traditional food consumption experi-
ences, and the soul of their products through their
narratives. Thus, the festival emerges as an effec-
tive platform for promoting and preserving local
identities and traditional knowledge through food,
while also promoting sustainable and responsible
practices.

Limitations and Further Research

This research is not exempt from limitations.
Small sample sizes are used in qualitative studies,
which can make it hard to generalize the results.
Also, because qualitative research is based on peo-
ple’s opinions, this can sometimes lead to biased
interpretations or make it hard to repeat the study.
This study also looks at the stories and stories told
at the festival, but not how they affect the people
who go there in terms of their experiences and
memories. Future studies should look at how the
storytelling strategies and stories at food festivals,
and other festivals, impact the people who go. This
will enable researchers to comprehend how festival
visitors interact with a specific story or narrative,
the emotions and attitudes they experience, and the
extent to which the story or narrative influences
their behavior and memories.

Statement of Contribution to
Events-Related Research

This article shows how a festival can differenti-
ate itself through innovation and education while
also prioritizing sustainable practices and creating
long-term relationships with stakeholders. Effec-
tive communication, such as providing details about
ingredients and origins, also contributes to creating
memorable experiences for customers. Addition-
ally, food festivals provide a platform for sharing
diverse culinary identities and promoting local
products. Overall, these insights can be valuable
for food producers, chefs, and other stakeholders
in the events industry who are seeking to differen-
tiate their products, connect with customers, and
promote sustainable practices. These results inform
strategies for supporting local food systems, as well
as enhancing customer experiences.
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