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Agrifood fairs contribute to the conservation and upgrade of rural heritage, support the marketing of traditional agricultural products 

by small agrifood producers and to the diversification of rural activities such as the promotion of rural tourism activities. This paper fo-
cuses on the analysis of relationship between the motivation to attend an agrifood fair as a contribution to rural development, and the bu-
yers’ wishes. The two-way dependence between the items to be explained, motivation to attend, and the explanatory items was calculated 
by means of a chi-squared (χ

2) test of significance between the items. Clusters of similar conduct have been defined in order to optimise 
the managerial and public policies, to get the maximum advantage of the agrifood fairs. Three clusters were obtained i) local inhabitants 
motivated by tradition that return to the fair and sometimes they needed to be reminded by Tourist or Council Information and gave an 
excellent valorisation of foodstuffs ii) tourists motivated by accident or recommendation which agree with the price although their valori-
sation is regular or good and iii) people interested in traditional foodstuffs that used to return to agrifood fairs and knew of the fair by 
press or recommendation, gave a very good valorisation to the foodstuffs and agree with the price. 
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Introduction 1 
 

The Council Decision of 20 February 2006 on Com-
munity strategic guidelines for rural development 2007-
2013 (EC, 2006) established that the future rural deve-
lopment policy focuses on three key areas: the agrifood 
economy, the environment and the broader rural econo-
my, and population. The new generation of rural deve-
lopment strategies and programmes will be built around 
four axes, namely: axis 1, on improving the competitive-
ness of the agricultural and forestry sector; axis 2, on im-
proving the environment and the countryside; axis 3, on 
the quality of life in rural areas and diversification of the 
rural economy; and axis 4, on Leader. 
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Axes 1 and 3 support directly or indirectly rural de-
velopment the agrifood fairs being a tool to improve the 
marketing of local food products contributing to rural de-
velopment. Under axis 1, a range of measures will target 
human and physical capital in the agriculture, food and 
forestry sectors (promoting knowledge transfer and inno-
vation), and quality production. 

Under quality production measures, we are witnes-
sing, in recent years, the continuous globalisation of the 
trade in foodstuffs and simultaneously the reassertion of 
foods with local and regional identities. European legisla-
tion has provided legal protection to designated regional 
foods through the Protected Designation of Origin (PDO) 
and Protected Geographical Indication (PGI) (Parrot et 
al., 2002). The PDO and the PGI are recognition of the 
genuineness and characteristics of the typical agricultural 
products which is possible if a local market exists that re-
quests these products or because of sticking to family tra-
ditional use in cooking (Urbano et al., 2008). The PDO 
and PGI recognition could increase the income of the 
producers thus contributing to rural development. There 
are several studies that have demonstrated the effective-
ness of the PDO or PGI label as a marketing strategy for 
agribusiness (Krystallis and Chryssohoidis, 2005; Fotto-
poulos and Krystallis, 2001; Sanchez-García and Olme-
da-Fernández, 1996), although some others indicate that 
these systems increase costs and have adverse effects on 
competition (Calle Robles, 2002), and that some produ-
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cers have not been convinced that certification is a quality 
indicator (Dimara et al., 2004). 

Council Regulation (EC) No 1698/2005 of 20 Sep-
tember 2005 on support for rural development by the Eu-
ropean Agricultural Fund for Rural Development 
(EAFRD) (EC, 2005) seeks to improve the competitive-
ness of the agricultural and forest sectors. It includes mea-
sures aimed at restructuring and developing physical po-
tential and promoting innovation through adding value to 
agricultural and forestry products. Also includes measures 
aimed at improving the quality of agricultural productions 
and products by supporting producer groups with informa-
tion and promotion activities for products under food quali-
ty schemes (Axis 1, Title IV). Article 28, adding value to 
agricultural and forestry products, supports investments 
which concern the processing and/or marketing of pro-
ducts. In this sense the support provided shall be granted in 
order to facilitate the setting up and administrative opera-
tion for the purpose of adapting the production and output 
of producers to market requirements, jointly placing goods 
on the market, including preparation for sale, centralisation 
of sales and supply to bulk buyers and establishing com-
mon rules on production information with particular regard 
to harvest and availability. 

The market requirements show that consumers’ pre-
ferences go towards higher quality products often combi-
ned with convenient solutions. The fewer children at 
charge because of the reduction of the number of children 
per household (OECD, 2001), the increase in double-
income households due to the increasing number of wo-
men in the workforce (Michaelis and Lorek, 2004) and 
the lack of time for cooking (Payer et al., 2000) confirm 
this trend. Lifestyle also affects the consumers’ preferen-
ces such as the reduced time budget, the more individua-
lised behaviour, the increasing flexi-eating and snacking, 
and the strong social influences such as the popularity of 
eating out or trying new foods (EC, 2007). 

According to Buller and Hoggart (2001), health and 
food safety are “food characteristics that have gained 
enormous relevance in last decade”. Food scares have 
caused an increase in consumer awareness in terms of fo-
od safety and health, consumption of some foodstuffs has 
consequently changed. In this sense, beef has seen its po-
pularity decrease (FAO, 2005), organic production has 
increased in importance in Europe (EEA, 2005; Urbano, 
2004) and new labels have been created as consumers are 
expecting quality, information and traceability. 

Nonetheless, the ageing population is contributing 
strongly to the conservation of the traditional food habits. 
For older adults have higher value health and well-being 
and are looking for healthier and traditional flavours. 
With more time available, they prefer buying fresh ingre-
dients that they then cook (EC, 2007). 

Axis 3 helps to develop local infrastructure and hu-
man capital in rural areas to improve the conditions for 

growth and job creation in all sectors and the diversifica-
tion of economic activities. Council Regulation (EC) No 
1698/2005 includes measures to diversify the rural eco-
nomy comprising the encouragement of rural tourism ac-
tivities and measures to improve the quality of life in ru-
ral areas comprising conservation and upgrading of the 
rural heritage (EC, 2005). The organisation of such fairs 
falls within the mentioned actions so they are supported 
by means of the EAFRD. 

Agrifood fairs contribute to conservation and upgra-
de of the rural heritage, support of the small agrifood 
producers in the marketing of traditional agricultural pro-
ducts and diversification of the rural activities such as the 
encouragement of rural tourism. In short they contribute 
to the development of a rural region. Nevertheless, these 
contributions depend on the conduct of the people present 
at the fairs and their evaluation and valorisation of it. The 
aim of the research was to analyse how the people present 
at the agrifood fairs in a rural region contribute to the im-
plementation of the rural development of the area. Accor-
ding to the objectives, the agrifood fairs in the study case 
region were classified, the opinions of the people present 
in the fairs were asked and the relationship between the 
motivations to attend to the events and their opinions we-
re analysed. 

 

Methodology 
 

Two different methods, according to the objectives, 
were employed. Firstly, secondary sources to classify the 
agrifood fairs in Castilla and Leon region were looked up, 
and descriptive methods for the analysis were used. The 
Official Trade Fairs of Castilla and Leon Annual Calendar 
were consulted, the population of each area and characte-
ristics noted down, traditional foodstuffs compiled, etc. 

Secondly, primary sources of information such as per-
sonal surveys to obtain the motivations and opinions of the 
people in the fairs were used. This is an advisable method 
for opinion studies in which a questionnaire with the diffe-
rent items is asked. The questionnaires were completed by 
pollsters in the agrifood fairs held during one year in period 
Castilla and Leon region. It contained three blocks of ques-
tions, the first block concerned personal motivations issues 
such as how they got to the fair, the second block concerned 
opinions about the food, the price and other marketing issues 
of the fair and finally the third block were personal particu-
lars. Nineteen agrifood fairs around the region were sam-
pled, of which ten were territorial and nine were sectoral. 
Nineteen of the fairs analysed were held in spring or summer 
and even were included four fairs held in autumn and winter. 
Eleven fairs were held more than 200 km away, from Mad-
rid were visited and eight nearer too. 

In total, 350 visitors of the agrifood fairs visitors we-
re interviewed and 343 valid surveys were obtained. The 
sample were proportional and stratified chosen and taking 
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into account the type of fair, foodstuffs promoted on 
each, localisation and season (table 1). The visitors inter-
viewed were chosen by gender and age.  

Five motivations to attend agrifood fairs were identi-
fied, i) neighbours, ii) tourists, iii) pastime, iv) casuality, v) 
foodstuffs interested. The peoples’ preferences and motiva-
tions were assimilated to their contribution to rural deve-
lopment of the region. For example, the inhabitants present 
in a fair contribute to conservation and upgrade of the rural 
heritage, the visitors contribute to the promotion of the rural 
tourism and finally the traditional foodstuffs interested con-
tribute, through marketing, to support the traditional agri-
cultural productions and producers. Taking into account 
these premises the precedence and motivations of the peop-
le present in the fairs were linked to their opinions about the 
fair. Two types of opinion items were considered in the ana-
lyses, i) objective items and ii) subjective items. The objec-
tive opinion items comprised the times to attend to the fair 
(frequency) and the promotion and the subjective opinion 
items were about the valuation of the fair, the foodstuffs 
and the price. In this case the relationship between five mo-
tivations items and five opinion items were studied. 

SPSS 13.0 software package was used for statistical 
analyses. Absolute and relative frequencies and accumu-
lated percentage were obtained. The two-way dependence 
between the items to be explained, motivation to attend, 
and the explanatory variables was calculated by means of 
a chi-squared (χ2) test of significance between the items. 
To accept or reject the null hypothesis H0, which implies 
no relation between the variables, the value of the χ2 sta-
tistics and the respective p-values were considered and 
the dependence was determined in the light of the frequ-
encies expected and obtained and the corresponding resi-
dues. Significant dependences allowed variables to be se-
lected for inclusion in the later rural development cluster. 
For variables with a p-value between 5% and 10% the 
null hypothesis was tentatively rejected. Such variables 
were included in later consideration of the rural develop-
ment cluster, but with reservations. 

 

Results and Conclusions 
 
Seventy five official agrifood fairs were identified in 

Castilla and Leon for 2006. Most of them were held in 
small villages and sold local traditional foodstuffs. In ot-
hers, the minority, located in bigger cities the agrifood 
fairs promote some regional agricultural products. The 
majority of the fairs (39) in the region were held in rural 
settlements with less than 2.000 inhabitants, followed by 
medium size settlements (between 2.000 and 10.000 in-
habitants) in which 21 of the fairs were held. Only 15 of 
the official fairs of the region were held in cities with mo-
re than 10.000 inhabitants. 

Terrritorial and sectorial fairs were found. The terri-
torial fairs promote a wide range of agricultural products 
of the region, while the sectorial fairs focussed on one 
kind of the product, like the “The Cheese Fair” or “The 
Guijuelo Cured-Ham (Origin Denomination) Fair”. Thir-
ty seven of the official agrifood fairs in the region were 
territorial fairs; the rest were sectorial agrifood fairs. In 
this sense, the most popular were the vegetable and fruit 
agrifood fairs (16), followed by the wine and meat fairs 
(ten of each). And finally, two of the official sectorial 
fairs were about milk and dairy products. 

Some fairs are linked to the agronomic calendar, like 
the grape harvest or the slaughter and others to the feast 
of the patron saint of the village or region. Most of them 
are held in spring or summer due to the increase in popu-
lation in the rural areas. In autumn the mushroom and wi-
ne fairs are popular and in winter the slaughter ones. 

Different people attend the agrifood fairs. Some of them 
come from the region whereas others come from the outside 
of the region. The nearer the event is to Madrid, the capital 
of Spain, the more visitors from outside the region were met 
and the smaller is the village the more neighbourhood-
inhabitants were met (Table 1).  

Table 1. Relationship between distance from Madrid and size of the village where fair is celebrated and visitors´ origin 
 

 Village distance of Madrid Village fair inhabitants 
Visitors´ Origin <200 km >200 km <2.000 2.000-10.000 >10.000  

% Outside region visitors 30.2 7.0 3.2 13.2 20.8 
% Region inhabitants visitors 39.7 23.1 26.8 20.2 15.8 

 
For the inhabitants were not the first time to attend to 

the fair, the same as the people met interested in the traditio-
nal foodstuffs. Thirty seven percent of the people met came 
from the outside of the region (tourists) and it was probable 
that they attended the fair for the first time. Only 2 % of the 
tourists met were repeated attendees of the fair (Table 2). 
Taking into account that one of the intended purposes of 
the fairs is the encouragement of the rural tourism, the visi-
tors fulfil it. Unfortunately only a few repeated outside vi-
sitors were found. A strong relationship between the ones 
that repeated the fair and the clusters interested in the tradi-

tional foodstuffs were found (Table 2). It could be interes-
ting to promote the fairs as a way to find traditional food-
stuffs in origin. According to the actual leisure culture the 
consumers are more and more interested in acquiring the 
traditional products in origin and to know how, where, who 
or when they have been produced (Urbano, 2002a). This 
activity is linked to rural tourism, when the tourists go to 
rural areas and buy traditional foodstuffs just in the produc-
tion areas, helping the marketing of these local products 
(Caldentey and Gómez, 1997). 
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Table 2. Contingency between motivation and frequency-promotion items in agrifood fairs. Frequencies expected and obtained,  
typified and corrected residues 

 Frequency Promotion 
Why you visit the fair? Yes No Press Office Accident Tradition Recommendation 

%Why you visit the fair? 10.5 89.5 0.0 10.5 0.0 84.2 5.3 
%It´s your first visit to the fair? 10.5 70.8 0.0     
How do you known the fair?    100.0 0.0 80.0 14.3 

Neighbour 
(44.1%) 

typified and corrected residues -4.0 4.0 -1.9 1.6 -3.2 4.4 -1.7 
%Why you visit the fair? 90.9 9.1 0.0 0.0 36.4 9.1 54.5 
%It´s your first visit to the fair? 52.6 04.2      
How do you known the fair?   0.0 0.0 40.0 5.0 85.7 

Tourist 
(25.5%) 

typified and corrected residues 3.6 -3.6 -1.2 -0.8 1.2 -2.9 4.0 
%Why you visit the fair? 66.7 33.3 33.3 0.0 33.3 33.3 0.0 
%It´s your first visit to the fair? 10.5 4.2      
How do you known the fair?   25.0 0.0 10.0 5.0 0.0 

Pastime 
(6.9%) 

typified and corrected residues 0.8 -0.8 1.5 -0.4 0.4 -0.5 -0.8 
%Why you visit the fair? 100.0 0.0 0.0 0.0 100.0 0.0 0.0 
%It´s your first visit to the fair? 26.3 0.0      
How do you known the fair?   0.0 0.0 50.0 0.0 0.0 

Casuality 
(11.9%) 

typified and corrected residues 2.7 -2.7 -0.8 -0.5 4.3 -2.2 -1.0 
%Why you visit the fair? 0.0 100.0 60.0 0.0 0.0 40.0 0.0 
%It´s your first visit to the fair? 0.0 20.8      
How do you known the fair?   75.0 ,000 0.0 10.0 0.0 

Foodstuffs 
Interested 
(11.6%) 

typified and corrected residues -2.1 2.1 4.2 -0.5 -1.3 -0.3 -1.0 

 

The relationship between the motivation clusters and 
the times to attend the fair show a strong significant de-
pendence (p-value=0) (Table 4). It is possible to conclude 
that there is a strong probability that for the tourists it is 
the first time they visit the agrifood fair and that the local 
inhabitants or the ones interested in traditional foodstuffs 
are those who have visited it many times. 

The people found out about the events through diffe-
rent media. The inhabitants knew the events by tradition 
and more than 10% had been reminded by the Tourist In-
formation Office or the City Council Information. More 
than 56% of the visitors found out about the agrifood 
fairs by accident, or by a friend’s recommendation. The 
ones interested in traditional foodstuffs knew the event 
through the mass media (60%), or by the tradition (40%) 
(Table 2). A relationship between the motivation and the 
media of “promotion” were found. A strongly significant 
dependence (p-value=0%) between the promotion media 
and each cluster was found. It is strongly probable that 
the tourists knew of the fair by accident or recommenda-
tion, the local inhabitants by tradition or reminded by the 
Tourist Information Office or Council Information and 
those interested in agrifood products through the press. 
All the media are important for the promotion of an agri-
food fair because each media reaches a different cluster. 
Previous works showed that the potential consumers of 
traditional foodstuffs prefer to be advised by sellers or 
friends, the recommendation appeared to be the most im-
portant promotion of these products (Urbano, 2002b). In 
the case of agrifood fairs the recommendation appears too 

as an important medium of communication for the tou-
rists and those interested in traditional foodstuffs. 

Most of the people in the fair said that they would re-
turn showing their satisfaction. Only 2% disagreed and 
would not be back. This result contrasted with the few vi-
sitors repeating a fair found.The Chi-squared significant 
test (p-value=0,1) rejected the dependence between the 
clusters and the recurrence to a fair, which means that it 
is not possible to ensure in all conditions these answers, 
return or not return. In this case the item “fair satisfac-
tion”  would not be included in the rural development 
analyses (Table 4). 

The valorisation of the price and foodstuffs varied 
from one to another cluster. The origin is an important 
added value for the foodstuffs whenever the consumers 
perceive its high quality and they are willing to pay more 
(Caldentey and Gómez, 1997; Krystallis and Chryssohoi-
dis, 2005). It is not easy for the consumers to understand 
how traditional products, that they knew for a long time, 
now are more expensive than the other products cheaper 
to process, distribute, preserve, package, etc. Most of the 
people agreed with the price of the fair or foodstuffs. Of 
the ones that disagreed with the price, 16.3%, belonged 
mainly to the cluster of neighbours (Table 3). A signifi-
cant dependence, with reservations (p-value=0,059, bet-
ween 5% and 10%), between the motivation and “price 
valorisation” was found by the Chi-squared significance 
test (Table 4). The corrected and typified residues analy-
ses revealed that is probable that the ones disagreeing 
with the price belonged to the cluster of local neighbours 
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and the tourists and people interested in traditional food-
stuffs clusters agreed with the price. 

The local neighbour cluster gave more value to the 
fair foodstuffs than the tourists. For the fair´s foodstuffs 
valorisation a five point scale (bad, regular, good, very 
good or excellent) was used. The tourists gave a media of 
“good” value to the fair foodstuffs whenever the local 
neighbour cluster gave a media value of “very good”. The 
Chi-squared test revealed a significant dependence bet-
ween the motivation clusters and the fair “foodstuffs valo-
risation” (p-value=0,034) (Tables 3, 4). The residues re-

vealed a significant dependence in being a tourist and gi-
ving a regular valorisation for the fair foodstuffs. The lo-
cal neighbour cluster give an excellent valorisation to the 
fair foodstuffs. And the cluster of people interested in 
traditional foodstuffs valorisate the fair foodstuffs as “ve-
ry good”. It would be important for rural development of 
the area to increase the valorisation of the fair foodstuffs 
among the tourists. Sometimes, the consumers taste the 
traditional foodstuffs due to prestige, but if they do not 
create a comsumption conduct it is not easy to generate a 
dynamic rural development (Ballestero, 2000).  

 

Table 3. Contingency table between motivation and price-foodstuffs valorisation in agrifood fairs. Chi-square test-typified and corrected residues. 

 
Table 4. Significance of Chi-squared test between motivation and opinion items 

 

Chi-squared Pearson Value Degrees of freedom p-value Acceptance 
Frequency 29.36(a) 4 0.000 yes 
Promotion 35.72(a) 4 0.000 yes 

Fair satisfaction  7.78(a) 4 0.100 no 
Price valorisation 9.07(a) 4 0.059 reserve 

Foodstuffs valorisation 16.67(a) 8 0.034 yes 
 

According to the motivations and motivations clusters, 
the Chi-squared significance test and the residues gave 
three clusters of similar conducts that contribute to the ru-
ral development of the area in the agrifood fairs analysed. 

Cluster 1. Local inhabitants moved by tradition 
For the local neighbours the main reason to attend the 

agrifood fair is the tradition. They attended the fair many ti-
mes and help in organizing. Sometimes they needed to be 
reminded of the fair by Tourist Information Office or Coun-
cil Information. They did not totally agree with the fair food-
stuffs prices and gave an excellent valorisation for them. 

Cluster 2. Tourists moved by accident or recomendation 
Most of the tourists present in an agrifood fair usual-

ly arrive by accident, or recommendation. They are mo-
ved by curiosity. For them that is the first visit to the fair 

and they do not expect to return. They agree with the pri-
ce of the fair foodstuffs although the valorisation of the 
foodstuffs is regular or good. 

 Cluster 3. Traditional foodstuffs interested 
The people interested in the fair traditional foodstuffs 

are the ones that return to agrifood fairs. They know and 
look for the traditional foodstuffs of the region. They 
knew of the fair by press or recommendation. They give a 
very good valorisation to the foodstuffs and agree with 
the price. 

Clusters of the similar conduct have been concluded 
in order to optimise the managerial and public policies, to 
get the maximum advantage of the agrifood fairs. It could 
be interesting to develop campaigns to make the visitors 
return to the fairs, to inform them of the products and ag-

 Price Valorisation Foodstuffs Valorisation 
Why you visit the fair? Yes No Regular Good Very good Excellent 

%Do you agree the price? 
%Valorisation the food tasted          

34.9 9.3 2.3 20.9 9.3 11.6 
Neighbour 

typified and corrected residues -0.8 0.8 -0.4 0.7 -1.4 1.2 
%Do you agree the price? 
%Valorisation the food tasted          25.6 0.0 0.0 11.6 14.0 0.0 

Tourist 

typified and corrected residues 1.7 -1.7 -1.1 0.3 1.8 -1.8 
%Do you agree the price? 
%Valorisation the food tasted          

2.3 4.7 0.0 2.3 2.3 2.3 
Pastime 
 

typified and corrected residues -2.5 2.5 -0.5 -0.3 0.0 0.7 
%Do you agree the price? 
%Valorisation the food tasted          

9.3 2.3 4.7 4.7 0.0 2.3 
Casuality 

typified and corrected residues -0.2 0.2 3.1 -0.1 -1.7 0.1 
%Do you agree the price? 
%Valorisation the food tasted          11.6 0.0 0.0 2.3 7.0 2.3 

Foodstuffs 
interested 

typified and corrected residues 1.0 -1.0 -0.7 -1.1 1.4 0.1 
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rifood fairs in the place where they live and to strengthen 
the traditional agricultural products value. For the neigh-
bours cluster it could be necessary to remind them of the 
fair by Tourist Information Office or Council Information 
and to tell them how important is that they pass the tradi-
tions on each other and present the superior agricultural 
products of the region. For the people interested in tradi-
tional foodstuffs an announcement is important in the 
press to inform them of the celebration of the agrifood 
fair. 
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