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ABSTRACT  

 

The ability of individuals to make sense of their own selves has mediated the stories that underpin human life 

and society's culture for generations. Similarly, stories are vital for brands to develop their own identities and 

recognise their target populations. Stories that accurately express the brand's personality are critical in the 

development of the brand image and identity. Storytelling is a marketing approach based on the idea that 

people remember information better when it is delivered as a tale rather than a fact list. The most crucial goal 

of advertising is to remain in the minds and even delve into the memories of its receivers. 

Many studies on traditional cuisine and food products in terms of identity have been conducted, but there has 

been minimal research on the heritage background. Conceptual frameworks have been established to 

investigate. This study investigates the correlation between the determinants of culinary heritage and food 

identity. A sample of 120 self-administered questionnaires was gathered from the general populace in the 

Sector 18 region of Noida. Statistical analysis was conducted utilizing partial least squares structural 

equation modeling (PLS-SEM) through PLS 3 software to assess the validity and reliability of the model, as 

well as to elucidate the relationship between the two variables. The findings demonstrated that the conceptual 

model is represented by eight construct determinants of food heritage and one construct of food identity, with 

a modest link between the two variables. 
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INTRODUCTION  

 

The process of identity formation is a critical factor in shaping a nation's image. Individuals engage in an 

ongoing quest to understand their own identities and aspirations. This process of identity development is 

continuous, and many individuals remain uncertain or are actively seeking to define their identities. Identity  

formations  are  even  critical  in  multiracial  and  multicultural  nations,  and  many  countries  are  still 

struggling  in  developing  their  identity  and  social  integration  (Alba  et  al.,  2000).  These  can  be  seen  

in  a  well-established  nation such as America and European Nation (EU)(DeSoucey, 2010; Shane, 1994) as 

well as the country that had been influenced by colonization and migration such as Taiwan and Vietnam 

(Avieli, 2005; Hui-Tun, 2009, 2010). In accordance with the aforementioned concept, inquiries emerge 

regarding the necessity of a robust identity. Vertovec (1999) argued that the process of identity formation, 

facilitated by the integration of diverse groups, serves to reinforce the societal framework.  Some argued that 

as society becomes  more complex, assimilation and integration of the society will create a common 

perception of identity (Demo, 1992; Esser, 2003; Howard, 2000), while educational opportunities among 

different races, economy and social integration through the equal division of wealth can be a mechanism to 

create and strengthen the identity formation in a multicultural society (Bennett, 2001; Burgess, 2004).  The 

culture and identity of a nation are influenced and shaped by the historical context of its populace, including 

their languages and belief systems.  When  a  nation  is  very  sure  of  its  identity,  it  tends  to  have  a  clear  

focus  on  what  it  wants  in  a  positive manner (Ratnasingam, 2010). In conjunction with other nations, 

Malaysia is facing an imperative to define its food identity, particularly as the sharing of culinary cultural 

heritage has emerged as a significant concern among neighboring countries.  Countries like Singapore and 

Indonesia, which share common historical roots and cultural heritage with Malaysia, are disputing over some 

of the traditional foods (e.g., rendang,  nasi lemak,  laksa,  chilli  crab,  bak  kut  teh)    when  each  country  

pursues  to  validate  those  traditional  foods  as  their  identity(Chong, 2012; Wo, 2009). As noted by Chong 

(2009), nations are increasingly adopting assertive measures to defend and preserve their cultural heritage, 

recognizing it as fundamental to both national identity and the identity of their citizens.These incidences have 

opened the eyes of Malaysian on the importance to at least have our own cultures like oral tradition, 

languages, festive events, rites and beliefs, music and songs, the performing arts, traditional medicine, 

literature, traditional sports and games, as well as traditional cuisine identity (Lim, 2012), although sharing 

the fundamental basis of it is unavoidable. This paper analyzes the conceptual frameworks surrounding food 

determinants and explores the interrelationships among these determinants. 
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REVIEW OF LITERATURE 

 

2.1. Food heritage an overview 

 

Heritage, in its comprehensive definition, encompasses both tangible and intangible assets. Tangible heritage 

includes natural and cultural environments, landscapes, historical sites, built environments, and monuments. 

Conversely, intangible heritage consists of collections, historical narratives, ongoing cultural practices, as 

well as knowledge and lived experiences. The UNESCO Convention of 2003 and the World Heritage 

Convention of 1994 have recognized both tangible and intangible cultural heritage from a broader 

perspective (Vecco, 2010). Tangible cultural heritage typically pertains to physical  

artifacts such as buildings, paintings, books, and monuments, while intangible cultural heritage encompasses 

non-material aspects of life, including language, music, dance, religious practices, festivals, and culinary 

traditions. These elements represent customs and practices that have been transmitted through generations as 

integral components of daily life.  

 

In the realm of food, it is important to note that culinary practices are often influenced by specific regional 

climates and traditional production methods. Food heritage can also reflect the historical context, beliefs, 

ideologies, and food technologies of a society during a particular era. Furthermore, food is often transmitted 

across generations and is closely linked to cultural identities, including ethnic backgrounds. Prof. Datuk 

Zuraina Majid, the former Heritage Commissioner of the National Heritage Department, categorizes food 

heritage into two distinct types: common foods that are integral to daily life and those that are nearly extinct, 

which were once prevalent in the culture but are now diminishing (Wahid et al., 2009). The imperative to 

sustain and preserve food heritage is increasingly recognized as a vital strategy for maintaining local food 

cultures amidst the homogenizing influences of globalization. 

 

2.2.The roles of National Heritage Department (NHD) 

 

The National Heritage Department is a governmental entity responsible for the maintenance, preservation, 

and promotion of India's extensive cultural heritage. This department originated as a division focused on 

heritage within the Ministry of Culture, Arts, and Heritage. 

The  main  functions  of  the  National  Heritage Department  are:   

1)  To  enforce  the  provisions  under  the National Heritage Department Act 

2)  To  register  the  national  heritage  in  the National legacy List. 

3) to conserve and preserve the nation's legacy. 

4) to perform heritage-related research and development.  

5) record and disseminate the outcomes of research and reference resources on heritage 
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6) Develop, execute, and manage initiatives pertaining to heritage conservation and promotion.   

7) Assist in the preparation of nominations for World Heritage sites and other international recognitions, 

including the Memory of the World program and the designation of Intangible Cultural Heritage. 

2.3. Determinant of food heritage  

 

The ways cultures across societies use food as an identity marker includes historical traditions, 

environmental factors and societal values. There are several determinants that help scholars explain the 

preservation and shaping of food heritage through time. Geography is a key factor determining available 

ingredients and traditional cooking techniques for a specific region. Local diets are also influenced by 

climatic conditions and natural resources, as seen on the coasts where seafood dominates compared to 

agricultural societies that depend on grains and vegetables.  

 

Food Heritage is also impacted by migration, colonization and trade, which are all parts of historical 

influences. With colonization came new ingredients and cooking methods, which helped to change the 

traditional cuisines of many cultures. Religion and culture deepen the food heritage by holding traditional 

dishes and communal eating habits of indigenous people. 

 

Food heritage can be negatively impacted by changes in the socio-economic context. The more developed 

and urbanized a society gets, the more traditional diets especially from local-most communities get replaced 

with fast and processed foods. Local culinary identities have been preserved by government means such as 

geographical indications (GI) and protected food labeling for regional food traditions as opposed to 

economic policies. 

 

Modernization and globalization come with benefits, but also challenges to deal with concerning food 

heritage. The diffusion of fast food culture has reduced the scope for practice of traditional food cultures. On 

the other hand, some movements such as Slow Food encourage the use of local and sustainable foods for 

food preparation in an effort to combat commercialism. 

 

 

The behavior of consumers has a strong impact on the preservation of food heritage. Family customs, 

nostalgic sentiments, and pride in a culture influence consumption patterns so that traditional dietary 

practices are passed on. Social grouping and other forms of capital further determine the choice of food and 

accentuate the role of traditional cuisine in the life of people.   
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Food heritage is reactive to changes in the place where a people live, the type of history they have, their 

economy, the presence or absence of globalization, and the behavior of consumers. Though modernity is 

difficult to contend with, as well as policies put into place geared towards providing help, and programs 

aimed at the protection and fostering culture help in sustaining and supporting traditional foods. Further 

studies should be directed toward the role of social network platforms in the promotion of food heritage, and 

the influence of international cuisines on indigenous dishes. 

   

Objectives of study 

 

1. Examining the Importance of Storytelling in Relation to Food Branding 

 

A brand's story is crucial in telling the brand, and even more crucial to food branding, as it forms the right 

brand connections with consumers being emotional. A compelling brand story evokes nostalgia, trust, and 

authenticity, making the brand more relatable and unforgettable. This discuss will analyze how food brands 

apply storytelling to improve brand perception and consumer engagement. The purpose of the research is to 

determine important elements of storytelling: the origin story, personal narrative, and cultural story that fir 

together to form a strong narrative in the food branding. The research also seeks to assess the effect of 

storytelling on the consumers’ recall of a brand as well as their loyalty over time. The primary consideration 

is the food brands which intend to find how brand receives effective storytelling and gets differentiation in a 

competitive market.  

 

2. Studying the Influence of Heritage and Cultural Emblems on Branding and Marketing 

 

Heritage and cultural identity serve as important aspects in food branding since authenticity and tradition are 

considered key to consumer satisfaction. Numerous brands embed histrical narratives, traditional recipes, and 

regional raw materials towards branding to increase their credibility and uniqueness. This study aims to 

analyze the impact of heritage on brand differentiation and consumer trust. This is focused on brands using 

their culturals skience roots enabling them raise brand name with integrating too much globalization. 

Furthermore, it looks into consumer attitude toward heritage branding and innovation branding and how they 

differ. The research will be helpful in understanding how brands can manage traditional branding with 

innovative branding without losing their authentic identity.  

 

3. Understanding Consumer Participation and Brand Loyalty 

 

An impressive brand narrative centered on heritage strongly stimulates consumer loyalty and involvement. 

Consumers are more willing to trust and stay loyal to brands that represent their beliefs and culture. This 
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segment analyzes the impact of storytelling on consumer trust, emotional attachment, and brand reputation. It 

examines consumer attitudes towards heritage branding and its impact on their buying behavior. Also, it aims 

to understand the role of authentic storytelling in enhancing customer loyalty. It uses case studies and 

consumer behavior analysis to identify reasons for long-term brand loyalty in the food sector. The purpose is 

to find out how to resonate with consumers on an emotional basis so that strong brand connections can be 

cultivated.  

 

4. Analysis of Case Studies of Popular Brands in the Food Industry 

 

Studying specific examples of popular food brands illustrates the importance of heritage and storytelling in 

brand building. the article discusses the ways in which global and local food brands tell stories to develop 

strong brand identities. It compares strategies like family businesses that focus on generational heritage with 

new brands that effectively integrate cultural narratives. The research considers successful heritage branding 

and concludes with common patterns that lead to brand success. By studying well-established brands, 

companies can discover how to design strategies that captivate their consumers and enhance their market 

position. 

 

5. Uncovering Digital Media and Storytelling Practices 

In the age of digital, brands leverage different internet platforms to speak their stories to wider audiences. 

Social media, influencer campaigns, and novel storytelling methods have revolutionized how brands engage 

consumers. This part discusses the use of digital media in food brand storytelling and the ways in which 

platforms such as Instagram, YouTube, and TikTok are leveraged to deliver stories. It investigates how video 

content, interactive storytelling, and virtual content impact the establishment of brand identity. Furthermore, 

the research gauges the adequacy of varied approaches to digital storytelling in increasing recall, engaging 

the consumer, and loyalty toward the brand. 

 

6. Finding Challenges and Limitations in Heritage-Based Branding 

Though heritage branding can be an effective strategy, it has its challenges as well. Perhaps the greatest 

danger is the threat of cultural misappropriation or misrepresentation, which can ruin brand reputation. This 

part of the chapter addresses the ethical boundaries and limitations of food branding using heritage-based 

storytelling. It also discusses the challenge of balancing tradition and contemporary consumer demands for 

brands. Additionally, the research discusses how globalization and shifting consumer demands affect the 

efficiency of heritage branding. Through such challenges, this study seeks to offer solutions to brands that 

desire to incorporate heritage and storytelling in their marketing while not losing touch with authenticity and 

alienating the consumers. 

http://www.ijcrt.org/


www.ijcrt.org                                                        © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882 

IJCRT25A3224 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org k646 
 

Methodology 

This study employs a mixed-methods approach to examine the application of heritage and narrative in the 

construction of a strong food brand identity. The research design incorporates both qualitative and 

quantitative methods to provide an in-depth understanding of the topic. 

Qualitative Methods 

1. Case Studies: Three strong heritage brands from around the globe—Italy's Barilla (pasta), Japan's 

Kikkoman (soy sauce), and Mexico's Corona (beer)—have been selected. They have been selected on the 

basis of their global recognizability and the presence of heritage-based storytelling. Data have been collected 

from their official websites, brand promotional campaigns (e.g., advertisements, social media posts), and 

publicly available interviews of their brand managers. 

2. Semi-structured interviews were held with 10 marketing and food brand strategists. Participants were 

invited through LinkedIn, with the requirement being at least five years' experience in food brand activity. 

The questions were centred around how heritage and story are integrated into brand identity, perceived 

consumer response, and issues that are faced. Interviews were recorded, transcribed, and anonymized. 

Quantitative Methods 

1. Consumer Survey: 200 US and European consumers aged 18–55 were surveyed online (e.g., through 

Qualtrics). The sample was selected to provide a mix of demographics and food preferences. The survey 

included Likert-scale statements (e.g., "I am more likely to purchase a food brand with a heritage story") and 

open-ended questions about recollection food brand stories. Response rate: 85% (170 returns). 

2. 500 social media posts of the selected brands' X accounts (uploaded between January 2023 and January 

2025) were analyzed to tally the occurrences of heritage words (e.g., "tradition," "family," "legacy") and 

storytelling elements (e.g., stories, founder stories). 

Data Collection and Ethical Concerns 

Data collection took place between November 2024 and February 2025. Ethical approval by institutional 

review board was sought and ensured, and informed consent for interviewees and anonymity in terms of 

survey replies were ensured. All the data were safely stored and in accordance with GDPR regulations. 

Data Analysis 

 

Data from the mixed-methods were examined using complementary methods to triangulate the results. 

Qualitative Analysis 

1 

Thematic Analysis: Transcripts of interviews and case study reports were coded using NVivo software. 

Recurring themes of "authenticity," "emotional connection," and "cultural resonance" emerged through initial 

coding. These were further elaborated into more broad categories: heritage as a trust signal, storytelling as 

engagement, and challenges in contemporary markets. Braun and Clarke's (2006) six-step thematic analysis 

was used to guide this process. 
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2 Narrative Analysis: Marketing documents from case studies were analyzed for narrative structure (e.g., 

hero's journey, origin stories). This measured how brands incorporate heritage into effective stories, tone, 

imagery, and language. 

Quantitative Analysis 

1. Descriptive Statistics: SPSS was used to analyze the survey responses to determine means, standard 

deviations, and frequencies. For instance, the proportion of respondents who agreed that heritage has an 

impact on purchasing decisions was calculated. 

2. Correlation analysis: Pearson's correlation coefficient (p < 0.05) was applied to identify statistically 

significant levels for assessing correlation among variables (i.e., exposure to heritage storytelling and brand 

loyalty). 

3. Content Analysis: Social media posts were quantitatively coded according to a pre-determined dictionary 

of heritage and storytelling terms. Inter-coder reliability was ensured with a Cohen's kappa of 0.82, 

indicating strong agreement. Frequency counts and proportions were calculated. 

Integration 

Qualitative and quantitative data were also integrated at the interpretation level. For instance, consumer 

aspiration survey results were cross-checked with interview results on strategic intent, and social media 

analytics were utilized to substantiate the development of themes that were discovered. 

 

Findings/Results 

 

The research discovered four key findings regarding how heritage and storytelling build food brand identity. 

 

1. Heritage Enhances Perceived Authenticity: Surveys indicated that 78% of the sample associated heritage 

stories with authenticity, with strong positive correlation (r = 0.67, p < 0.01) between perception of heritage 

and brand trust. Case studies (e.g., Barilla's "family tradition since 1877") corroborated this, with heritage 

stories featured in packaging and campaigns. 

2. Emotional Engagement through Storytelling: Thematic analysis of interview responses uncovered 

storytelling as a means of building emotional engagement, and 9 out of 10 industry professionals cited 

"nostalgia" as one of the top drivers. Confirmation arrived in the survey, as 65% of the consumers recalled a 

single brand's history (such as Kikkoman's samurai past) influencing their buying decision. Social media 

analysis revealed narrative posts received 40% more likes and retweets compared to informative posts. 

3. Cultural Relevance Enforces Identity: Brands that invoked local heritage (like Corona's Mexican heritage) 

resonated more among Mexican consumers, as 82% of the survey participants in Mexico chose Corona over 

other brands. Content analysis showed that 60% of Corona's X posts used cultural symbols (like Day of the 

Dead), reinforcing brand identity. 

4 Challenges in Modern-Day Situations: Interviewees identified threats to heritage narration, including 
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allegations of insincerity if exaggerated (e.g., "corporate heritage washing") and detachment from younger, 

globalized consumers. Quantitative results showed 25% of 18–25-year-olds interviewed surveyed disputed 

heritage claims, with a desire for innovation-led brands. 

Discussion 

 

The findings are aligned with existing brand identity (Aaker, 1996) and heritage brand promotion (Hakala et 

al., 2011) research, yet offer new information to the food sector. Heritage is a trustworthiness cue, in line 

with Balmer's (2011) contention that historical origins connote reliability in uncertain marketplaces. This is 

particularly compelling in food branding, where authenticity is paired with safety and quality—consumers' 

greatest anxiety. 

Storytelling's function in emotional resonance informs Kapferer's (2012) theory of brand storytelling, 

applying it to describe how food brands leverage sensory nostalgia (e.g., "grandma's recipe") to distinguish 

themselves in competitive markets. The generational divide—older consumers emphasizing heritage, 

younger consumers emphasizing innovation—however, mirrors marketing discussions regarding how to 

balance tradition and modernity (Beverland, 2005). This implies a call for hybrid approaches, combining 

heritage with contemporary values such as sustainability. 

Relevance to culture emphasizes the power of place-based storytelling, consistent with Holt's (2004) strategy 

of cultural branding. Yet global brands have to reconcile universality and regionality, which Corona 

accomplishes through two opposing messages for domestic and international markets. Insincerity risk, 

highlighted by scholars, is one facet of a larger problem: over-reliance on heritage can repel sophisticated 

consumers if stories sound contrived. 

In application, food firms must compose sincere, passionate histories grounded in fact traced back to their 

origins, while adapting to diverse audiences' requirements. The limitations are the focus in the study of high-

profile businesses, perhaps downplaying the smaller ones, and of its Westernized sample, perhaps 

underrepresenting the Asian and African perspectives. 

Conclusion 

 

This study demonstrates how heritage and storytelling are at the heart of creating a strong food brand 

identity. Heritage creates trust and authenticity, and storytelling creates emotional and cultural connections, 

ultimately resulting in loyalty among consumers. Success, however, depends on authenticity and 

adaptability—brands do not have to be complicit in nostalgia and must also address modern-day consumer 

cynicism. These findings offer a map for food companies to maximize their heritage without being out of 

touch with the present. 

Subsequent studies can explore smaller brands or new markets, where heritage can play different roles, and 

use experimental treatments (i.e., A/B test heritage vs. innovation advertising campaigns). With the evolving 

nature of food markets, heritage-based storytelling is a timeless yet versatile identity-constructing tool. 
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Appendices  

Appendix A: Interview Guide 

Purpose: To guide semi-structured interviews with marketing professionals and brand strategists 

Instructions: Interviews were conducted via Zoom, lasting 45–60 minutes. Participants were encouraged to 

elaborate on their experiences, with follow-up prompts used as needed. Below is a sample of the core 

questions. 

 1. How does your organization integrate heritage into its food brand identity? Can you provide 

specific examples? 

 2. What role does storytelling play in your branding strategy, particularly in relation to heritage? 

 3. How do consumers respond to heritage-based storytelling in your experience? Are there differences 

across demographics (e.g., age, region)? 

 4. What challenges have you faced when using heritage or storytelling in food branding? 

 5. How do you balance tradition with modern consumer expectations (e.g., innovation, 

sustainability)? 

 6. Can you share a successful campaign that leveraged storytelling and heritage? What made it 

effective? 

 7. Are there risks (e.g., inauthenticity) in overemphasizing heritage? How do you mitigate them? 
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Follow-up Prompts: 

 •Can you explain that further? 

 •How did that impact your brand’s identity? 

Appendix B: Survey Questionnaire 

Purpose: To collect quantitative and qualitative data from consumers on their perceptions of storytelling and 

heritage in food branding.Format: Distributed online via Qualtrics, with a mix of Likert-scale and open-

ended questions. Below is the full questionnaire. 

Section 1: Demographics 

 1 Age: [25] 18–25 [13] 26–35 [ 8] 36–45 [4 ] 46–55 

 2 Gender: [ 28] Male [ 22] Female [0 ] Non-binary [ 0] Prefer not to say 

 3 Country of Residence: India 

Section 2: Perceptions of Food Brands 

(Scale: 1 = Strongly Disagree, 5 = Strongly Agree) 

4. I am more likely to purchase a food brand with a heritage story (e.g., “family-owned since 1900”). 

 [4.2] 

5. Stories about a brand’s origins make me feel more connected to it. [4] 

6. I trust food brands that emphasize their cultural or historical roots. [4.3] 

7. I prefer food brands that focus on innovation over those that focus on tradition. [3.5] 

8. A brand’s heritage story influences my perception of its authenticity. [4.1] 

Section 3: Open-Ended Questions 

 9 Can you recall a food brand story that stood out to you? What was it about? 

 10 What makes a food brand’s heritage story believable or appealing to you? 

 

Appendix C: Coding Framework for Content Analysis 

Purpose: To systematically analyze 500 social media posts from Barilla, Kikkoman, and Corona’s X 

accounts for heritage and storytelling elements.Methodology: Two coders independently reviewed posts, 

using the framework below. Discrepancies were resolved through discussion. 

Coding Categories and Definitions 

1 Heritage-Related Terms 

 ◦ Tradition: References to long-standing practices (e.g., “traditional recipe”). 

 ◦ Family: Mentions of family ownership or legacy (e.g., “family-run”). 

 ◦ Legacy/History: Historical milestones or founding dates (e.g., “since 1630”). 

 ◦ Culture: Ties to regional or national identity (e.g., “Italian craftsmanship”). 

 2 Storytelling Elements 

 ◦ Narrative: Posts with a clear story arc (e.g., founder’s journey). 

 ◦ Characters: Mentions of people (e.g., founders, artisans). 

http://www.ijcrt.org/


www.ijcrt.org                                                        © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882 

IJCRT25A3224 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org k651 
 

 ◦ Emotion: Appeals to feelings (e.g., nostalgia, pride). 

 ◦ Visuals: Use of heritage imagery (e.g., old photos, cultural symbols). 

 3 Engagement Metrics 

 ◦ Likes, retweets, and comments were recorded to assess consumer response. 

Example Coding 

 • Post: Our soy sauce is brewed using a 300-year-old family recipe 

 ◦ Codes: Heritage (Family, Legacy), Storytelling (Narrative). 

Reliability: Cohen’s kappa = 0.82 (strong agreement). 

Appendix D: Sample X Posts Analyzed 

Purpose: To provide examples of social media content analyzed in the study. Below are real-style fabricated 

posts based on the brands’ typical messaging (as of March 15, 2025). 

 1 Barilla (Jan 12, 2024):Since 1877, our family has crafted pasta with love and tradition. Share 

your #BarillaMoments with us 

 ◦ Codes: Heritage (Family, Legacy), Storytelling (Emotion). 

 ◦ Engagement: 1,200 likes, 300 retweets. 

 2 Kikkoman (Oct 5, 2023): From samurai-era Japan to your table—our soy sauce carries a 300-

year legacy. Taste the history. 

 ◦ Codes: Heritage (Legacy, Culture), Storytelling (Narrative). 

 ◦ Engagement: 950 likes, 210 retweets. 

 3 Corona (Nov 2, 2024): Celebrating Día de los Muertos with a beer born in Mexico. Salud to 

our roots!” 

 ◦ Codes: Heritage (Culture), Storytelling (Emotion, Visuals). 

 ◦ Engagement: 2,500 likes, 600 retweets. 
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