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When Michelin Meets Instagram:
Human Branding Strategies of Starred Chefs

Abstract: Food experiences become essential for tourism and travel decisions and social
media is playing an increasingly important role in how tourists identify and select restaurants.
In this context, starred chefs are ever more present on social media to showcase their
positioning, nurture their human brand and develop engagement. Existing literature identifies
two branding strategies for chefs: one emphasizing their persona and human dimension, and
another focusing on their professional or commercial identity. Our study reveals a more
nuanced and multifaceted approach to human brand positioning. By analyzing 4,362
Instagram posts from 16 Michelin-starred chefs over two years using the LIWC text analysis
tool and a configurational methodology (fsSQCA), we identify diverse content strategies that
express their human brand and culinary identity and succeeded to engage audiences and
strengthen their presence on social networks. We finally discuss how these strategies may

influence gastronomy tourism and destination attractiveness.
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