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ABSTRACT 
 
Family Storytelling and Local Development 
 
 
As is known, for many years now, the economic and social development of urban areas, whether large or small, has 
been increasingly linked to the presence and level of diffusion of the tourist phenomenon. 
In such contexts, it is therefore extremely important for public governance to spend as fully as possible in creating 
situations that make one’s urban area capable of attracting an adequate shares of tourist flows (Semi, 2015). There is, 
however, an awareness that competition is now played out on a global and transmedia level (Jenkins, 2007), also through 
the design and provision of services and solutions that add value to the quality of local life (Nuvolati, 2007) and to the 
promised tourist experience (Augé, 1999). There is, moreover, an increasingly widespread belief that through place 
branding processes people's sense of belonging and territorial identity can be strengthened (Rizzi et al, 2018). 
The need to intervene is even more pressing in cases where urban areas have lost weight and relevance (Scattone, 
2000), due to an economic and social structure that has not been able to adapt promptly to the changes undergone by 
society (Harvey, 2010). In fact, in these cases, we are faced with the problem of a reorganisation of public governance 
(Honh, Neuer, 2006) that also aims to recover the centrality and/or visibility of the place, as well as to mitigate the 
negative impacts that the 'crisis' has generated on the fabric of the city (unemployment, urban decay and abandonment, 
gentrification issues, etc.). 
In fact, in these cases, competition is even fiercer at the international level. For example, already more than thirty years 
ago, the Italian Fordist cities in crisis, in order to recover, had identified the tourism phenomenon as the sector in which 
to invest and, therefore, started urban regeneration processes that included the reconversion, reorganisation and reuse 
not only of abandoned urban areas, but also of some former industrial sites (for example, a well-known case is that of 
Genoa; Gazzola, 2006). 
Today, however, all this is no longer enough, and destinations wishing to compete in the national and international 
tourism market must also focus on building what is usually called place branding. That is, they must activate a 
mechanism of public governance capable of bringing out the emotional and experiential qualities of places, which can 
be summed up in a system of values with a clearly identifiable meaning. 
In this paper, we will deal with an element that we consider to be very special and not well known in the construction 
of place branding, which is what we call here "family storytelling". 
In particular, we intend to highlight the importance that "family storytelling" plays in the formation of place branding and 
the consequence in the local development of the destination. In this regard, we will make use of the case study of a 
particular and interesting tourist demand, which is that of those who travel to their family's places of origin, and the 
results of a qualitative survey involving a foreign community of Italian Americans. 
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Tullio Romita, Antonella Perri1

Family storytelling and local development2

Introduction

It has been evident for many years now that the economic and social development of urban 
areas, whether small or large, has been closely linked to the presence of the tourist phenome-
non diffusive. Indeed, there is an intense international competition.
For example, more than thirty years ago, the Fordiste Italian cities in crisis, in order to recover, 
had identi昀椀ed in the tourist phenomenon the sector in which to invest and, therefore, started 
processes of urban regeneration that also included the conversion, reorganization and reuse 
of abandoned urban areas, along former industrial sites (a known case is the one of Genoa; 
Gazzola, 2005).
In this context, therefore, the awareness that competition is now played at a transmedia and 
global level (Jenkins, 2007), also throughout the design of projects that, will offer services and 
solutions that add value to the quality of local life (Nuvolati, 1998) and the promise of the “tour-
ist experience” (Augé, 1999).
The need to intervene with a public governance is even more stringent now specially in cases 
where urban areas have lost relevance, due to an economic and social structure that has not 
been able to adapt promptly to the changes experienced by society (Harvey, 2010).
 In these cases, it has been experienced the issue of the public governance reorganization that 
aims to recover centrality and/or visibility to the place, in the increasingly widespread belief 
that it is useful to implement place branding processes, also useful for strengthening the sense 
of belonging and territorial identity of people (Rizzi et al., 2018).
In this context, place destinations that intend to compete on the tourist market, national and 
international, understood that at the traditional actions must necessarily add those aimed to 
the construction of what is usually called place branding. Indeed, they must activate a public 
governance mechanism capable of bringing out the emotional and experiential qualities of 
places, which can be summarized in a system of values with a well-identi昀椀able meaning (ie 
brand identity).
In this paper, we will work with a “tool” that we consider unique for building the brand image of 
the place, which is called a “family storytelling”.
Initially, we intend to highlight the relevance that “family storytelling” plays, or could play, in 
the formation of place branding and then consequently how worked in the local development 
of the destinations through the so-called “roots tourism”. 
We will take in consideration a speci昀椀c study case of this particular type of tourist demand that 
regards an Italian-Americans family who travel to the places of its family origins. 

 

1. Narration and Storytelling

Storytelling is an activity that has always been used in the history of the human being in order 
to attribute meanings, beyond the shared norms, everything happened around him and to the 
living experiences; it represents a way that the human being possesses to present himself to the 
world, telling the happening of its own story. 

1 Tullio Romita, University of Calabria, tullio.romita@unical.it, ORCID: 0000-0003-1749-234X; Antonella Perri, Univer-
sity of Calabria, antonellaperri@unical.it; ORCID: 0000-0002-0605-4048. 

2 Received: 10/6/2022. Revised: 11/11/2022. Accepted: 30/11/2022. The work is the result of the common re昀氀ection of 
all the authors. However, paragraphs 2 and 4 were mainly edited by Tullio Romita, paragraphs 3 and 5 by Antonella 
Perri, paragraphs 1 and 6 by Tullio Romita and Antonella Perri
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In the modern era Narrative had found its moment of crisis, however, for some year now it has 
been taken more spaces and relevance among social science scholars: collecting stories, study-
ing and interpreting them has become a frequent way to study some aspects of society, to attri-
bute and communicate concepts and contents, to produce memory, to re昀氀ect on the processes 
of social change. 
According to some scholars, we are the result of the stories we have heard and experienced 
(Taylor, 1996), we express thoughts orientations that are connected with the narrative of events 
meaning and what actually surround us (Kaneklin, Scaratti, 1998). Throughout the storytelling 
we dispose, and govern what we know about the world (Bruner, 1991).
In fact, the act of narrating is generally considered as the most used way by people to describe 
life experiences, which concern the past and present of their family, friends, known places and 
facts. As well as to renew the memory of signi昀椀cant moments in our lives and the world around 
us, thus also helping us to become aware of how we see ourselves and others. The narrative 
maintains and sends real knowledge that affects the behave of human beings and, therefore, 
draws a relevant means of transferring knowledge and acquiring it in those who receive it.
For these qualities, “narration” is again a conceptual and methodological reference tool for un-
derstanding social action. Wilhelm Schapp (1953) considered people as radiating centers of dif-
ferent stories in which they were daily engaged, and which continually changed their way to be 
and behave. 
Alfred Schütz (1974) also argued that studying and knowing people’s actual experiences with a 
view to understanding social action (phenomenological approach), considering the narration, 
made by persons with life experiences, a skilled and trusted source of reliability.
In any case, as we have already written above, the value of storytelling in the study of social trans-
formations is growing that the scholar starts to talk about a narrative breakthrough in the social 
sciences (Kohler Riessman, 2001; 2008). Especially as a tool for scienti昀椀c investigation (mainly in 
qualitative research) that enhances the point of view of those who, enunciating clippings of their 
history and everyday life, simultaneously transfer information to subjects involved in a given 
space-time context (Poggio, 2004).
We follow then the de昀椀nition that a “narrative” is such when the reporter connects events in a 
consequent succession for subsequent stories to in昀氀uence the meaning as the speaker wants to 
communicate to those who will listen to it (Atkinson, 1998). There are several examples of the-
matic areas of application and analysis in which the narration is used by the scholar and among 
them we concentrate on the emigration studies, of the memory and identity stories.
The research context to which we refer here is the one where the scholar acquires the narration 
directly from the narrator. In this way, therefore, it will assume primary qualitative information 
collected by itself, which it will elaborate and analyze for its own research purposes.
When, on the other hand, the narratives used by the scholar are those reported or made avail-
able by other people, the narration assumes the character of “secondary information” and in this 
context, it is relevant to know the narrative source and the purpose for which the narrative was 
produced/used.
This is a methodologically and re昀氀ection-relevant aspect on narrative content, as the narrative 
process involves not only a narrator, but also the presence of different ways of narration. Precise-
ly this last aspect recalls the technique of storytelling, which is a way of constructing or commu-
nicating stories that in recent years has found relevant space, and that, in common language, 
and in certain circumstances, we mistakenly tend to use as a ‘narration’ synonym. 
In fact, the term storytelling must be understood as a “persuasive way” of telling a narrative, that 
is, a communication technique that targets the emotional sphere of the listener, stimulating the 
imagination of the recipient sometimes also using non-real and fantasy stories. Therefore, while 
storytelling is an art that uses storytelling to persuade, push, motivate, someone to perform an 
action, narration on the other hand, is a way through people tell how they see themselves in 
relation to the world they live is being the writer of the narrative.
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However, in this work we evidence that the narration may have the same role of storytelling. 
As a matter of fact, the person who is directly narrating its story is nevertheless an interpretation 
of itself and even it is narrated by seeking objectivity and balance, the result obtained, perhaps 
unconsciously, will be to direct the recipients of the story towards their own way of seeing and 
interpreting the world we live.
Eventually, telling the own story life personally to others can represent the art of storytelling, 
that is, when those who tell a story (consciously or unconsciously) still aims to recognize their 
behaviors, their actions, the relationship with their loved ones, their beliefs and their experience, 
even their way of seeing reality. This is, for example, the case of the emigrant that when tells 
his own life story to his family and friends tends to highlight the virtues of the place of origin 
(food and wine and cultural practices, folk traditions and religious rites, environment and natu-
ral qualities, etc.). In this way it keeps the memory alive and stimulates the need for knowledge, 
even among those who, in the family, have never personally lived or visited the narrated place 
of origin: this is the case of what we call family storytelling and on which our paper work wants 
to propose an attentive re昀氀ection.

2. Family storytelling

Considering what it has been analyzed above, we would like to con昀椀rm that with the expres-
sion family storytelling we mean the fact that narration and art of storytelling together represent 
not only a methodological tool that can be used to understand the society in which we live, but 
also a valid technique to support the economic and social growth of the territories, which can 
be declined in different ways, and in particular in the development of place branding and also 
on the local tourism.
Indeed, it has been known for a long time now that the general point of view from which we start 
is that the economic and social development of places and territories, small or large, is closely 
linked to the presence and level diffusion of the tourist phenomenon diffusive. Therefore, for 
public governance (Romita, Perri, De Ruggiero, 2020) becomes extremely important to create 
and build situations that enables the territory capable of encouraging adequate tourist 昀氀ows 
(Semi, 2015).
In this regard, we can evidence that while in the past the tourist competition was played out, 
almost exclusively, on landscape qualities and above all on the services and products available 
in the touristic destinations or aspired to be touristy, today this is no longer enough. In fact, in 
contemporary society the greater or lesser tourist performance will depend, also and above all, 
on the real qualities of the places, that is, on the ability to express emotional values, to commu-
nicate them and to satisfy them with honesty and responsibility. This means that for a local place 
development must be added the necessary processes of cooperation and change that lead to 
generating a plan for the resources revaluation present in the territory.
In this context, an important role is played by the governance not only by telling a story specially 
how to communicate the places. It is quite evident that narratives and storytelling can have a 
signi昀椀cant role in the processes of local communities growth, including tourism!
In this work, we intend to assert that family storytelling, with exclusive reference to the one gen-
erated by Italian communities emigrants residing abroad or in other places of the Italian country, 
plays a decidedly interesting role. In fact, it is known that the members of these communities 
have been very active in the continuous storytelling of their memories such as the constant ex-
altation of the places of origin (Romita, 2015).
In this way they produce storytelling that generously contributes to stimulating in others, family 
and non-family members, the interest in the knowledge (even direct) of their roots places. The 
potential for local development attributable to this situation has also been intuited by the Italian 
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government which, for some years now, has been promoting actions aimed at facilitating the so-
called “roots tourism” (Perri, 2017; Romita, 2017;) (among other things, a speci昀椀c action has been 
dedicated to this theme within the so-called National Recovery and Resilience Plan - PNRR). The 
social and cultural mechanism by which family storytelling produces positive effects for local 
development and for the strengthening of personal identity con昀椀rms what we have previously 
brie昀氀y highlighted in the written above. 
Transferring stories about one’s life to others, through narratives, has a dual function: “trans-
mitting individual and collective experiences and memories” and “connecting past, present and 
future” (Poggio, 2004, p. 19).
Their role is, therefore, not only to transmit the experience, but also to make people re昀氀ecting 
on themselves, as unique subjects, considering that it is also through narratives that the indi-
vidual builds his own identity and “learns to recognize the world and to name it, elaborating 
representations of others and of himself” (Poggio, 2004, p. 11). The mental representations of the 
emigrant on the country of origin are manifold, and the nostalgic image (Paerregaard, 1997) of 
a “...place immune from the negative in昀氀uences of modern society” (Arace, Occelli, 2007, p.188) 
represents of some relevant importance.
These stories often do not stop only at the events that happened directly to those who tell them, 
but they are feed on elements that reduce space for time, indeed narrating what is remembered 
of the stories heard by parents and grandparents, thus creating a bond between generations, a 
glue that unites the family network.
Telling about the own life to children, grandchildren and/or great-grandchildren creates a deep 
bond with them, as in addition to presenting themselves and own life experiences, sharing with 
others everything that has signi昀椀cantly marked one’s life, and is done by presenting it through 
procedures typical of the culture to which they belong (Poggio, 2004). It should be remembered 
that in this way a bond is also created with places, with people, with material (Romita, 1999) and 
intangible goods protagonists of the stories.
This type of narrative mainly concerns autobiographical memory (Rubin, 1986; Goodman, Me-
linder, 2007), which has, in fact, the function of creating and maintaining a social and emotional 
bond with people and places of the past. This leads us to think that there is some relationship 
between “reminiscing” (Fivush, Vasudeva, 2002; Reese, 2002) and attachment to the place of 
origin, with the people who live there, with the immaterial and material resources, constituting 
the latter “a concrete and palpable testimony of the personal and family past” (Leonini, 1991, 
p. 53).
These stories regard an interpretative process, a construction that relates events by attributing 
meaning to it; the same emigrant tells himself stories by choosing the elements and aspects 
he wants to highlight and leaving others out, based on what he wants to communicate. If the 
attachment to the place of origin is “very strong”, the stories will have elements and aspects 
that will highlight the place, the people who live there, the events, the traditions, leaving out, or 
overshadowing the negative experiences and unpleasant memories doesn’t want to face it. The 
emigrants will choose what and how to narrate, transferring not only the emotions but also the 
representations has of themselves and of the others.

3. Working hypothesis and methodological framework

In other words, this work considers family storytelling a decisive tool for maintaining the spe-
ci昀椀c cultural characteristics of the places of origin and, consequently, a relevant factor in the local 
development processes of these places. The object of the research is, however, the path of social 
construction of personal identity.
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The main theoretical area of reference is partially the one indicated so far above. Actually, it has 
been the one has stimulated further research activities that questioned the effects had, and/or 
that they had, the narratives of the emigrant (family storytelling) on their families, as well as on 
the identity and cultural level, also in the process of pushing towards direct contact with their 
country of origin. However, the process that led to the formulation of working hypotheses and 
the consequent 昀椀eld activity, is the result of a path that has provided for further conceptual 
insights.
In other words, it was taken into account that, in literature (Perri, 2020), it is highlighted that, 
on the basis of family stories, descendants conceive an “idyllic” image of the family’s place of 
origin, and also that stories, tell of places under a special narrative, mythologize them, inserting 
them into the topography of the imaginary (Albertazzi, 2006, p. 17). This mental representation 
is therefore indicated as a possible factor that pushes the emigrant to visit the places related to 
narratives and the family past, thus reviving the weakened relationship over the years with the 
social and cultural world of origin, with a strong motivation for travelling, and with a predomi-
nantly tourist approach that (Cohen, 1974; Dall’Ara, 1995), however, does not go towards the only 
sightseeing.
In addition, of what analyzed until now, we emphasize another important aspect of the family 
narrative, which consists of the transmission of daily gestures and traditions of the places of ori-
gin. In fact, emigrants in their current daily lives tend to maintain behaviors typical of their own 
tradition (for example, culinary and linguistic models), to mitigate “nostalgia” and thus maintain 
links with the land of origin (Perri, 2020). These types of “narratives” are also handed down from 
generation to generation, undergoing, of course, few changes, as they are contaminated with 
the culture of the country that hosts them, and, in any case, tend to disperse over time (Perri, 
2019). The preparation of typical dishes in a given period, just as it happens in the country of 
origin, is a concrete example of how you can tell the territories with their traditions, customs and 
traditions, to your children, grandchildren and/or great-grandchildren.
Finally, it was observed (Perri, 2020) that the family storytelling that is generated within the cul-
tural associations of emigrants, represents a social and cultural space of growth and comparison 
for families, and at the same time the strengthening of their original individual and collective 
identity, through the comparison of the different elements that make up the story about the 
places of origin (lifestyles, experiences , relationships with relatives and family friends, traditions, 
traditional cuisine, etc.).
Finally, it has been considered that the current condition of society, what we mainly call post-
modern, even if it is not possible to assign a unique meaning to the latter term (De Masi, 1985), 
profoundly affects the organization of a personal identity model. Bauman (2003) emphasizes 
this concept reasoning on the “identity” concept, believing that the uncertainty and indetermi-
nacy that characterize today’s society are re昀氀ected in the construction of people’s identity and 
their relationship with the collective.
Consequently, the general hypothesis arose from this study and that underlies this work, the 
“family storytelling”, represents a powerful basic tool for conveying and strengthening the per-
sonal identity of the emigrant, and post-modern society enhances its effects.
We also add that, in literature (Lawton, Windley, Byerts, 1982), is highlighted the presence of a 
relationship between strong affective bonds and people’s life cycle, that is, the fact that those are 
determined with the places “lived” in childhood and/or adolescence, while on the other hand, 
are much less “stronger” of the bonds that are determined from places “lived” in adulthood.
Moreover, and as a corollary of the current presentation, the narratives shared with the family, 
since they are transformed into family stories, bring closer to the knowledge of one’s family tree 
to the most signi昀椀cant experienced moments, traumas, joys, places, etc. (Demetrio, 1996). Each 
member of the family participates in the social construction of their origins by telling each other 
(Bruner, 1991), linking the past with the present, a journey from generation to generation of the 
family memory, which often reaches the (re) discovery and enhancement of its roots.
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These further assertions support the second working hypothesis we thought of, which consists 
in believing that, depending on whether you emigrated from the 昀椀rst or second and third gen-
eration, “family storytelling” produces different effects both in “emotional” and “motivational” 
terms towards effective knowledge of the place of origin (Romita, Perri, 2009).
The hypotheses advanced have been subject to control through 昀椀eld research activities that 
have adopted a qualitative / interpretative methodological approach, or through “biographical 
interviews”, that is, with a low degree of structuring, based essentially on the narration of the life 
story of the subjects interviewed (D’Ignazi, 2013), aimed at bringing out the different dimensions 
of life (cognitive, affective, value).
More precisely, the 昀椀eld activities started in 2012, in this phase application form, minimally struc-
tured, have been handed to Italian-Americans residing in New York, who could boast a common 
characteristic identi昀椀ed prior to the interview, in the returning, albeit occasional, to the family’s 
places of origin more like “tourists” side (by behavior and expectations). 
More speci昀椀cally, the interviews were carried out in three months directly in the 昀椀eld with the 
support of the “The Italian Cultural Foundation at Casa Belvedere” Foundation in New York 
(which also provided the address book, identi昀椀ed according to the criteria indicated by the re-
search group). As result, 28 interviews were conducted, 27 in Italian and one in English. Of the 
28 interviews carried out, 16 concern 昀椀rst-generation Italian-Americans (mainly women over 70 
years old) and 12 concern second-generation Italian-Americans (equally divided by gender and 
with a higher age between 40 and 50 years old).
The narration by the interviewees, residing abroad, was organized with the aim of studying the 
way of life and perceiving the relationship with the community of the Italian-American citizens 
place of origin (昀椀rst and second generation). The story should still have concerned the following: 
the reasons for emigration, their life in the USA, relations with the Italian community of origin, 
changes and life prospects, as well as some basic information about the interviewee and his 
family.
Particular attention was paid to the choice of the interview place. In fact, choosing the home of 
the interviewee, it was possible to put him at ease, and in this way the interviewer was able to 
control it and guide its completion through deepen questions for further study.
In addition to the above, part of the research has been carried out in the form of “participating 
observation”, that consisting in sharing relevant parts of everyday life with some families of Ital-
ian-New York emigrants of 昀椀rst and second generation. The experience has been done from De-
cember 2012 to March 2013, consisted in living with them inside their homes and participating in 
each of their events. Every moment has been registered in notes, in a diary along a photographic 
reportage. 

4.  Results

The research activities have widely con昀椀rmed the conceptual framework about the useful-
ness of storytelling in the construction of personal identity and places such as the methodolog-
ical value of the use of narration. This 昀椀nding also applies to the researcher mentioned at the 
start of this article,
which explore different aspects of social action, accumulate memory, and analyze processes of 
social change
We also strongly think that the proposed theme of family storytelling, an expression used to 
indicate the narration of the life of the emigrant life, has been proven suitable as an effective 
communication tool for telling places and life stories throughout the construction of personal 
identity. 
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The results of the research have shown as the effectiveness of family storytelling depends pre-
cisely on the fact that when the emigrant telling the story himself initiates a “convincing” com-
munication process, that re昀氀ects on the transfer and maintenance of his identity and therefore 
of the entire family, meantime stimulating the need of second and third generation family mem-
bers to know more about the places of their origins.
The results of the research have shown as the effectiveness of the storytelling family depends 
precisely on the fact that when the emigrant himself tells the history, he initiates a process of 
“convincing” communication, who re昀氀ects on the transfer and preservation of his identity and 
thus of the whole family, stimulate the need for second- and third-generation people to learn 
more about their origins.
In fact, in the majority of the cases studied, interviewees who tell their stories tend to proudly 
manifest their Italian origins.
The associations they join, settled in the places of their actual residence, include people of Italian 
origin. Sometimes they are organized based on the same city of birth, and representing the nu-
cleus around which they tell their life, their biography, thus taking shape and/or strengthening 
their identity. In fact, their strong identity is presented at The Christmas dinner where all the 
traditional dishes which originate from their Italian places are cooked and served, the pastries 
are the strongest representation.
The dinner itself is also a very long-awaited moment by the sons (and the children of the chil-
dren), the same ones who then continue the traditions inherited by their parents, albeit with 
some concession to marginal curvatures determined by the cultural in昀氀uence of the place where 
they were born and live. Even the language spoken daily in the family sometimes sees the Ital-
ian language as the protagonist, but more often you can hear the dialect of the place of origin, 
which over time tends to take on the connotations of a new slang.
Hence, a world in the world, made of nostalgia and pride, in continuous defense of their origins, 
even when this has created dif昀椀cult living conditions forced the Italians to emigrate. In fact, the 
told pieces of life story such us the observed facts during the researches, showing the existence 
of a cultural bubble of origins, handed down from generation to generation, and which has con-
tinuously nurtured over the years through family narration.
Accordingly, of what analyzed, there is a substantial con昀椀rmation of the general hypothesis ad-
vanced, that “family storytelling” represents an important basic tool for the purpose of convey-
ing and strengthening the original personal identity of the emigrant.
In this regard, it should be pointed out that “oikophobia” often manifests as a silent, creeping 
and omnipresent contempt for everything that represents its identity and history. The result of 
negative stereotypes generated by the counter narrative on migrants abroad and on lifestyles 
Italians also in the foreign 昀椀lmography: Italians are all ma昀椀a, pasta and pizza, mum employees, 
seducers, etc... 
This feeling is particularly strong among 昀椀rst-generation immigrants and in the 昀椀rst stage of 
integration into the cultural and social contexts of immigration.
However, the research has also led to relevant results regarding the formation of personal iden-
tity. In particular, the family narratives produced by Italian emigrants take an important role for 
the construction of the places identity and towards local development, whose effects are differ-
ent depending by which type of emigrants has been told, 昀椀rst or second and third generation. 
The different effects can be summarized both in “emotional” and “motivational” terms towards 
effective knowledge of the place of origin.
Starting from the 昀椀rst-generation emigrants, family storytelling helps to build one’s identity and 
communicate it to others, to remember places, people, situations, events that arouse that nos-
talgic feeling that will partly be 昀椀lled by visiting the country of origin: emotions, 昀氀avors and 
scents that imprinted in the memory are a trace of a past that they try to 昀椀nd and retrace it. In the 
case of this type of narration, the value that is re昀氀ected in the places identity and the local devel-
opment (i.e. the community of origin) is emotional, and the identity of the place is strengthened 
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as it is more directly associated with the construction of the narrator’s personal identity. The 
narrator will continue to personally take care of social relations with the community of origin.
Those results are clearly evident from the information acquired in our 昀椀eld research, through 
interviews carried out on Italian-Americans, on 昀椀rst-generation emigrants for whom, residing in 
places very distant from those of origin, the “regular” attendance of native places is problem-
atic. However, thanks to new technologies, that allow visual communication in real time and at 
almost no costs (Skype, Whatsapp, etc.), emigrants can relate with friends and relatives who live 
in the city of origin continuously, in some cases daily.
Other ways to stay close to their community are invitations to weddings and sacred religious 
rites, participating in events dedicated to the Holy Patron City.
There has been also the economic remittances sent to the places of origin made in various ca-
pacities, some of them intended for the maintenance of the homes in which they born and lived, 
very often inherited, or built from scratch with the idea of the de昀椀nitive return which, however, 
only happens in very rare cases. It has also been inferred that the return in a tourist key, mainly 
done during holidays or summer periods, generates economic 昀氀ows that take on interesting 
aspects especially when the destination communities are small and / or located in inland areas.
Instead, in regards of the second and third generation emigrants, the family storytelling aims to 
making the family history known, but also represents the tool to push towards the knowledge 
and attendance of places of origins. In fact, in this case has been observed that the family sto-
rytelling has contributed to build in these types of emigrants an “idyllic” image of the place of 
origin, thus arousing further curiosity about these territories. This image pushes them to visit 
and get to know personally the places left years earlier by their family members to live directly 
those experiences, emotions and sensations, which they have heard of and transmitted through 
these stories. 
As it has been pointed out, every time they return to those places, even if the appearance of the 
communities previously visited has undergone objective transformations, the perception will 
always be that of a social, physical and cultural space of which parents and/or grandparents have 
dreamed and talked.

Conclusion

Accordingly, the outcomes of the presented research, shows that “family storytelling” pro-
duced by people of Italian origin, emigrant, relatives of emigrants in their family environment, 
has taken on a relevant meaning. 
The subjective representations of one’s own history and places of origin told through “family 
storytelling”, nourish the positive memory of people and, more generally, of a whole series of 
emotional contents pertaining to the place of origin of the narrator. Therefore, they appear a 
valid tool, in order to deepen the study of personal identity and also for use in local development 
and site marking processes.
In fact, the usefulness of this type of narration of stories, facts and places lies in the fact that the 
narration is carried out by bearers of strong family values, reliable witnesses, without external 
mediators and essentially oriented towards its re昀氀ection in the family sphere. When the stories 
concern the phase of the 昀椀rst socialization of the migrant at the place of origin, they are “soaked” 
with the identity of the place and the attachment of the place (Perri, 2021).
Moreover, these accounts, in addition to maintaining and reinforcing the sense of belonging to 
the migrant and his family to the social context of his roots, help also to stimulate the need for 
knowledge of other family members who are born and have lived in other territories.
Children, grandchildren and great-grandchildren, from generation to generation, continue to 
proudly keep traditions and cultural events alive over time, passing them on to the next generation. 
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The return to the places of origin of the family for some emigrants is a mere aspiration because 
the presence of objective dif昀椀culties. 
However, for the 昀椀rst, second and third generation the journey of the roots represents a reality 
especially because motivated by nostalgia or knowledge of places have been told through sto-
rytelling or already visited.
Obviously, that the return of the emigrants or their descendants represents a signi昀椀cant oppor-
tunity for the local development. This opportunity regards the growing of the identity collective 
of the place, but more over in terms of economic growth and social capital.
Finally, this type of travel done as tourists, is not con昀氀ictual and actually aims at a need for knowl-
edge and would involve an important potential catchment area. 
According to estimates from the Ministry of Foreign Affairs and International Cooperation, these 
tourists represent over 60 million Italian descendants.
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