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Abstract: This paper is concerned with the modern celebrity chef phenomenon and its 
implications within the tourism context and more widely. A qualitative approach is adopted, 
making use of the case study methodology. The meanings and significance of celebrity chefs in 
general and their tourism role in a globalising world are discussed. Overseas activity in terms 
of restaurant opening by selected celebrity chefs based in Western countries is considered with 
particular reference to Singapore. The Southeast Asian city state is the choice for an increasing 
number of celebrity chef restaurants which are highlighted in destination marketing. There is 
evidence of interest in setting up restaurants in major Asian cities and opportunities to do so, 
but also of operational challenges with some uncertainties about future prospects. Celebrity chef 
restaurants are seen to be a distinctive foodservice outlet and tourism resource. However, further 
research is necessary to properly evaluate awareness of chefs and the influence of their fame on 
demand and satisfaction of customers who comprise both visitors and residents.
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Introduction

Celebrity chefs have risen to prominence in recent decades assisted by exposure 
on television and other media. They engage in various commercial activities, but 
restaurants are a core business which are often associated with fine dining and can 
be a  tourism resource. The phenomenon is observable worldwide, not least in Asia 
where several well-known Western chefs have opened restaurants. Asian chefs too 
are becoming famous, but the highest profile celebrity chefs still tend to be based 
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in Europe and North America and their cooking is rooted in these food cultures. 
The causes and consequences of such happenings have not been extensively studied 
by scholars, yet merit attention and are the subject of this paper. The purpose is to 
enhance understanding of the roles, operations and prospects of these internationally 
prominent celebrity chefs and their restaurants generally and within Asia, including 
their contributions to tourism in a globalising world. Particular reference is made 
to Singapore which is recognised as an international centre of business, finance 
and tourism and renowned for its food offerings. It is the location of an increasing 
number of restaurants linked to non-Asian celebrity chefs and is a fitting illustration 
of trends and their implications. 

A qualitative approach is advocated for an exercise of this nature, employing the 
case study methodology (Rowley, 2002; Yin, 2009). Instances were selected, in the 
advised manner (Flyvberg, 2006), on the grounds of their representativeness of a 
particular sort of celebrity chef while Singapore is an Asian global city. Although the 
chefs and locale have distinctive characteristics, the analysis does allow the deriving 
of some general observations and inferences (Stake, 2005). Overall findings are based 
on secondary data, assembled from assorted sources as recommended (Beeton, 2005; 
Woodside, 2010), which included restaurant/chef websites, media reporting and 
academic publications. 

After a review of the literature, the paper is organised into sections aligned with 
the research questions pertaining to the international activity of a sample of celebrity 
chefs and the global distribution of their restaurants. The sample is derived from 
those present in Singapore which is used as a case study to allow examination of the 
issues in greater depth encompassing restaurant type, location, menus and tourism 
contribution. A final section suggests operational difficulties and possible future 
developments in Singapore and more widely. Opportunities and challenges are 
identified in light of the evolving role of the celebrity chef in an era of globalisation 
where foodservice industries are being affected by the interactions amongst Asian 
and Western influences. 

Celebrity Chefs, their Restaurants and Tourism

Chefs from the past acquired great fame during their lifetimes which persists today 
in a few cases, but the commonly understood concept of the modern celebrity chef 
is distinct. It embraces writers and television performers without the formal training 
or restaurant kitchen experience which qualifies them as chefs (Henderson, 2011). 
The origins of the phenomenon are often traced to 1960s USA where television 
was instrumental in creating awareness and reputations, exemplified by Julia Child. 
The trend was mirrored in countries such as the UK and it has been claimed that 
famous broadcasters have shaped aspects of the British diet over the years (Rohrer, 
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2009). Food programmes helmed by experienced chefs and other cooks continue to 
be popular around the world and have dedicated television channels, despite their 
detractors (Wood, 2000). Additionally, social media is providing new and persuasive 
means of communication (Clarke, Murphy, & Adler, 2016) and individuals can 
exercise considerable influence over food choices and cooking habits (Abbots, 2015; 
Lane & Fisher, 2015).

Once informers and educators, television chefs and cooks are now primarily 
entertainers (Caraher, Lange, & Dixon, 2000; Rousseau, 2012; Villani, Egan, Keogh, 
& Clifton, 2015) and the possession of culinary skills seems less pertinent than 
personality (Scholes, 2011). Some are selling a lifestyle depicted in programmes and 
books which might be watched and read by those with no intention of trying recipes 
or seeking out eponymous restaurants. It is suggested that chefs construct personas 
designed to bolster their commercial appeal (Johnston, Rodney, & Chong, 2014) 
which may be at odds with reality, but can endow iconic status (Lewis & Huber, 
2015). Some have been compared to rock stars (Abend, 2010) and the celebrity chef 
movement has improved awareness of the profession. Younger people are thereby 
encouraged to contemplate it as a career choice (Pizam, 2016), although unrealistically 
glamorous expectations may also have been inspired. The award of Michelin stars 
can reinforce personal prestige and augment financial returns (Henderson, 2017a; 
Stringfellow, McLaren, Maclean, & O’Gorman, 2013), even though stars are 
bestowed on the restaurant and not the chef. However, chefs of restaurants receiving 
the coveted three stars do not necessarily conform to conventional notions of a 
celebrity chef and may be relatively unknown by the general public domestically and 
overseas.

Certain chefs have developed lucrative businesses which incorporate restaurants 
of different types and prices, shops, cookery book and magazine publications, 
television shows, and cookery schools. They have diversified into kitchenware and 
foodstuffs under their own names and endorsed the goods of other suppliers. A 
few head large organisational structures which generate substantial revenues such as 
Wolfgang Puck whose three companies are estimated to be worth around US$400 
million (Marikar, 2017). It is also interesting to note how some prominent chefs have 
now assumed an advocacy stance, backing causes related to ethical food and healthy 
eating (O’Neal & Joassart-Marcelli, 2018). An illustration is Jamie Oliver’s campaign 
aimed at ensuring access to “good, fresh and nutritious food” by the world’s children 
(Jamie Oliver Food Foundation, 2018). These initiatives have drawn criticisms about 
hypocrisy when espoused altruistic social and environmental objectives are seen to 
be undermined by other actions, often directed at profit maximisation (Lewis & 
Huber, 2015; Phillipov, 2017). Views of celebrity chefs and responses to their various 
messages are, however, complex and a topic of enquiry for sociologists exploring the 
chef ’s mediating function (Barnes, 2017).
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Several figures such as Puck and Oliver have gained recognition beyond 
their home country and are involved in restaurants overseas. Modes of restaurant 
operation and expansion include ownership and running, licenses, franchises, 
management, partnerships and strategic alliances (Henderson, 2011). Each has its 
own advantages and disadvantages, but ownership is costly and the less expensive 
and more flexible alternatives which facilitate faster growth appear to be increasingly 
preferred (“Gordon Ramsay’s....”, 2017) Partnering with luxury hotels is a regular 
practice for celebrity chef ’s fine dining restaurants which can benefit both parties 
given their similar positioning and potential for synergies.

Celebrity chefs can be considered a manifestation of the commercial and 
sociocultural processes at work in a globalising world. Their restaurants are places 
where the local and global communities interact in relationships which can be 
harmonious or contentious. Modern globalisation implies closer integration of 
economic and political systems, prompting complaints of the erosion of sovereignty 
and identity, but resistance is marked by attempts to protect national and sub-
national interests and individuality (Ritzer, 2007). Debate about the nature and 
outcomes of globalisation resonates in arenas of both tourism (Hjalanger, 2007) and 
food (Inglis & Gimlin, 2009) in which demand and supply are internationalised. 
There are concerns about the power of external agents and imposition of attitudes 
and behaviour which threaten traditional practices and domestic enterprises. The 
resulting standardisation and homogenisation is epitomised by the spread of Western 
fast-food chains in the sphere of dining (Watson, 1997). An alternative view is that 
the local and global can co-exist with the former perhaps bolstered by exposure to 
the latter and also tourist curiosity and custom (Mak, Lumber, & Eves, 2012). Food 
cultures in particular are dynamic and able to assimilate external influences in ways 
which are evident in Asia (Cwiertka & Walraven, 2015). Fusion is also apparent in 
some restaurant menus, albeit with mixed success (Scarpato & Daniele, 2003).

Restaurants of celebrity chefs are a tourism resource and relations between food 
and tourism is a theme of a growing body of research. The concept of eating out 
meets many tourist needs besides those of physical sustenance and has a sociocultural 
significance (Getz, Robinson, Andersson, & Vujicic, 2014; UNWTO, 2017). It is 
a form of entertainment and features prominently in promotion (Horng & Tsai, 
2010), but can also cause anxiety about being denied accustomed foods (Cohen & 
Avieli, 2004). Fine dining is frequently acknowledged by researchers as a dimension 
of a destination’s food offerings and, although it is rarely the focus of studies, there 
are signs of positive consequences of celebrity chef associations (Busby, Huang, & 
Jarman, 2013). The tourism role of celebrity chef restaurants is striking in some cities, 
notably Las Vegas which is home to a large number (Chen, Raab, & Chen, 2017), and 
reflected in promotions by Destination Marketing Organisations (Chaney & Ryan, 
2012; Henderson, 2011). For example, the Hong Kong Tourism Board promises a 
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city where “celebrity chefs from across the globe compete to showcase their talent” 
(HKTB, 2018). The Board supports a yearly Wine and Dine Festival and Great 
November Feast in which eminent chefs participate and celebrity chefs are some of 
the well-known figures invited to Hong Kong for publicity purposes, sharing their 
experiences on video and taking part in media events (HKTB, 2015, 2017). Such 
activities occur in other Asian cities too where the emphasis has traditionally been on 
indigenous cuisines and street foods (Winarno, 2017).

A review of the literature reveals alternative disciplinary perspectives on the 
subject of celebrity chefs alongside a restricted volume of work which usually centres 
on Western instances. Analyses which have been conducted cover facets of business, 
operational matters, media relations and social and cultural meanings with limited 
attention to the tourism contribution of celebrity chef restaurants. The celebrity chef 
label emerges as something of a misnomer which is applied to persons of often vastly 
different backgrounds with gradations of fame from local through to international 
and possibly global. A distinction can perhaps be made between those who have 
gained celebrity by performing mainly on television or through other media and 
those who have exhibited outstanding culinary talent in restaurant kitchens and 
might be described as celebrated chefs. Celebrated chefs actively working in kitchens 
may have television and publishing careers and the two are not mutually exclusive, 
but hard to balance satisfactorily. Demands on chefs also intensify as their businesses 
expand, especially international restaurant operations (Henderson, 2011).

Selected Celebrity Chefs and their Restaurants Worldwide

While acknowledging the diversity of individuals who are commonly designated 
celebrity chefs and definitional uncertainties, it is possible to identify a group from the 
West who have ventured into opening overseas restaurants. A presence in Singapore 
can be interpreted as evidence of an interest in Asia and seven celebrity chefs were 
identified for discussion in this section according to this criterion. Selected chefs 
are listed in Table 1 which contains details of the number and geographic locations 
of their restaurants around the world in early 2018. Airport restaurants, 21 run 
by Puck and one by Ramsay, as well as Robuchon’s four cafes in Hong Kong and 
café and bar in Tokyo are omitted. Ducasse will not be launching his restaurant in 
Singapore until 2019, but has been included to broaden the comparison. The data 
conceals differences in restaurant types and several celebrity chefs have added more 
informal and affordable options to their expensive fine dining outlets. Puck is a 
leading exponent whose overseas brands are CUT, Spago, Wolfgang Puck Bar and 
Grill and Wolfgang Puck Kitchen and Bar with others which are restricted to the 
USA. Oliver is an exception because of his concentration on casual eateries which 
are dominated by Jamie’s Italian.
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Table 1 Celebrity chef restaurants by location and number

Celebrity chef Country in which 
based and number 
of restaurants

Overseas restaurant location 
and number

Total 
located 
overseas

Mario Batali USA (24) Singapore (2) 2

Daniel Boulud USA (14) Canada: Montreal and Toronto 
(2), UK: London (1), Singapore 
(1)

4

Alain Ducasse France (12) Hong Kong (1), Japan: Tokyo (2), 
Monaco (2), Qatar: Doha (1), 
UK: London (2), USA (2), 

10

Jamie Oliver UK (27) Australia: Adelaide, Brisbane, 
Canberra, Parramatta, Perth, 
Sydney (6), Austria: Vienna (1), 
Brazil: Campinas and Sao Paulo 
(2), Canada: Mississauga and 
Toronto (2), Cyprus: Nicosia 
(1), Hong Kong (2), Hungary: 
Budapest (2), Iceland: Reykjavik 
(1), India: Haryana, Mumbai and 
New Delhi (4), Indonesia: Kuta 
Beach, Bali (1), Ireland: Dublin 
(1), Netherlands: Rotterdam and 
The Hague (3), Portugal: Lisbon 
(1), Qatar: Doha (1), Russia: 
Moscow and St Petersburg (2), 
Singapore (2), South Africa: 
Johannesburg (1), Taiwan: 
Taipei (1), Thailand: Bangkok 
(1), Norway: Oslo (1), Sweden: 
Stockholm (1)

37

Wolfgang Puck USA (25) Bahrain (1), China: Shanghai 
(2), Japan: Osaka and Tokyo (2), 
Qatar: Doha (1), Singapore (2), 
Turkey: Istanbul (1), UK: London 
(1)

10
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Celebrity chef Country in which 
based and number 
of restaurants

Overseas restaurant location 
and number

Total 
located 
overseas

Gordon Ramsay UK (17) France: Bordeaux and Versailles 
(3), Hong Kong (2), Italy: Sardinia 
and Siena (2), Qatar: Doha (2), 
Singapore (1), UAE: Dubai (1), 
USA: Atlantic City, Baltimore, Las 
Vegas (6)

17

Joel Robuchon France (1) Canada: Montreal (1), China: 
Shanghai (1), Hong Kong (2), 
Japan: Tokyo (3), Macau (1), 
Monaco (1), Singapore (2), 
Taiwan: Taipei (2), Thailand: 
Bangkok (1), USA: Las Vegas and 
New York (2)

14

Sources: Batali, 2018; Boulud, 2018; Ducasse, 2018; Oliver, 2018; Puck, 2018; Ramsay, 2018; 
Robuchon, 2018

Chefs tend to have the most restaurants in the country where they are based, 
but some have a greater share outside as shown in Table 1. Alongside European and 
North American locations, Tokyo and Shanghai are popular Asian choices together 
with Hong Kong and Singapore. Robuchon especially appears to favour Asia and has 
restaurants in the capitals of Taiwan and Thailand. His is the only restaurant of the 
sampled chefs in the gambling hub of Macau which has relatively few celebrity chef 
restaurants compared to Las Vegas, although two by Ducasse are scheduled to open 
there in 2019 (Michelin Guide Singapore, 2018). Ducasse has been present in the 
region for some time, partnering with InterContinental Hotel in Hong Kong since 
2003 (City Life, 2015). Another cluster of restaurants is in the Gulf States where 
they are found in Dubai in the United Arab Emirates, the Qatar capital of Doha and 
Bahrain. 

Despite variations, a pattern can be discerned when individual celebrity chefs 
venture overseas and choose major metropolises which regularly lead global city 
indices (Cities Research Centre & JLL, 2016). The leaning is unsurprising given the 
defining characteristics of such cities as places that draw capital, people and ideas 
from around the world and are very well connected by transport and communications 
networks. Populations are large and cosmopolitan and there are high volumes of 
tourist traffic, especially for business (Henderson, 2017b). Any moves into Asia are 
reflective of economic advances there and attendant burgeoning middle classes which 

Table 1 (con’t)
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have benefitted consumer foodservice industries as a whole. Full-service restaurants 
earn the most revenue and are evolving in parallel with the expectations of modern 
customers and dining trends (Euromonitor International, 2017a; Shandwick, 2015). 
Hong Kong, Singapore and Tokyo are already established global cities and prosperous 
business, finance and tourism centres. It would seem that these attributes appeal to 
restaurant investors and celebrity chefs and similar circumstances in Singapore are 
examined next.

Selected Celebrity Chefs and their Restaurants in Singapore

Food and eating is a central theme in destination marketing by the Singapore 
Tourism Board (STB), the government agency responsible for tourism promotion 
and development. The city state is depicted as a “true foodies’ paradise” and assorted 
dining recommendations feature on the official website (STB, 2018a). Singapore’s 
inbound tourists reached a record 17.4 million in 2017 when total revenue was 
S$26.8 (US$20.3) billion (STB, 2018b). Food accounted for 12% of their 
expenditure in 2016 which was an annual increase of almost 25%, explained by 
greater spending on restaurants and street food (STB, 2017). Variety is emphasised 
by the STB with celebrity chef restaurants at one end of the spectrum and hawker 
stalls at the other. International chefs are said to bring “glamour to the local dining 
scene”, but enterprises with kitchens headed by Singaporeans are also categorised as 
celebrity chef restaurants (STB, 2018c). The publication of the inaugural Michelin 
Guide Singapore in 2016 and occasions such as the annual Food Festival backed by 
the STB are hailed as further proof of Singapore’s status as a “world-class culinary 
destination” (STB, 2018d), echoing the claims of Hong Kong.

Of the sample set, Puck (CUT and Spago), Ramsay (Bread Street Kitchen) and 
Robuchon (Joel Robuchon Restaurant and L’Atelier Joel Robuchon) are amongst the 
celebrity chefs and their restaurants highlighted by the STB (2018b). While airport 
restaurants are excluded from the analysis, it is worthy of note that Puck opened 
a branch of The Kitchen at Singapore’s Changi Airport in 2017 which is his third 
such outlet outside USA after Dubai and Sydney. Batali has two restaurants (Osteria 
Mozza and Pizzeria Mozza), Boulud one (DB Bistro Moderne) and there are two 
branches of Jamie’s Italian by Oliver. Dining experiences thus span from fine dining 
at Joel Robuchon, through what the Gordon Ramsay Group calls “high-end casual 
dining” (“Gordon Ramsay’s....”, 2017) and Batali’s “elegant yet relaxed surroundings” 
(Batali, 2018), to the “buzzy and stylish yet cosy” ambience at Jamie’s Italian (Oliver, 
2018). Prices vary accordingly; the most expensive advertised set menu being around 
S$500 (US$381) for the Robuchon degustation menu in comparison to just under 
S$50 (US$38) for lunch at Bread Street Kitchen.

Menus are decidedly not Singaporean or Asian as conveyed by many restaurant 
names which are emblematic of the internationalisation of Singapore’s foodservice 
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industry, if not globalisation. Batali (2018) promises an “Italian dining experience” 
and Oliver (2018) “beautiful rustic dishes” from Italy. French cooking is the speciality 
of Robuchon (2018) whose eponymous restaurant boasts the “very best of French 
haute cuisine” and L’Atelier provides “avant-garde French dining”. Boulud (2018) 
mixes “traditional French bistro cooking with contemporary American flavours” 
and Puck’s Spago offers “California cuisine with global accents” while CUT is a 
“classic steakhouse” with a “contemporary twist” (Puck, 2018). “Traditional British 
fare” is served by Ramsay (2018) whose approach is also, somewhat confusingly, 
described as “European British”. Ingredients appear to be sourced internationally 
and regional foods are rarely mentioned, apart from Japanese beef and seafood. 
There are no discernible attempts to introduce Singaporean elements into the menus 
of Batali, Oliver, Ramsay and Robuchon restaurants. Chinese, Japanese, Korean 
and Vietnamese styles are referenced in certain Puck offerings, albeit of American 
interpretation. However, Spago has dishes of kaya toast foie gras and pan roasted 
snapper laksa which incorporate local staples of coconut jam (kaya) and curried 
coconut broth (laksa). A kaya French toast dessert, sorbet combining durian and 
mangosteen (tropical fruits) and “Singapore’s finest selection of market oysters” are 
also available at DB Bistro (Boulud, 2018). 

The commercial significance attached to the celebrity status of the chefs is 
revealed by its prominence in promotion materials. These herald the three Michelin 
stars of one of the Robuchon restaurants, the only such recipient in Singapore, and 
the single stars of his other restaurant and Puck’s CUT. Allusion is made to the 
starred restaurants elsewhere in the world by Boulud and Ramsay. However, it is not 
the figureheads alone who are acknowledged and advertisements name Robuchon’s 
chef de cuisine, pastry chefs and director of operations; Puck’s executive chefs; and 
Boulud’s executive chef and pastry chef. Such citations are perhaps a reminder to 
diners that the celebrity chef is not going to be cooking for them and some might 
be disappointed to discover that the chef visits the restaurant three or four times a 
year at most. Batali restaurants are identified as “by Nancy Silverton”, one of the trio 
behind the concepts, and the appellation may be an attempt to minimise commercial 
damage after Batali admitted to acts of sexual harassment in the wake of the 2017 
Harvey Weinstein scandal. He was reported to have taken leave from his culinary 
businesses in late 2017 and the situation shows how celebrity chef restaurants can be 
tarnished by the personal life and conduct of the chef (Henderson, 2011).

Restaurant venues afford further insights into aspects of management decision 
making and marketing strategies. Oliver’s are in retail malls, one in the primary 
shopping belt of Orchard Road, and those of the other chefs are in Singapore’s two 
integrated casino resorts which opened in 2010. Both complexes contain assorted 
amenities alongside a casino and hotels and have become very popular visitor 
attractions, despite controversy about the government reversal of the ban on casinos 
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(Henderson, 2016a). Marina Bay Sands (MBS) was built in the new downtown area 
and is oriented to business and conference trade whereas Resorts World Sentosa 
(RWS) on the small offshore island of Sentosa which is zoned for recreation, is 
directed more at families and leisure. MBS houses the Batali, Ramsay and Puck 
restaurants while those of Boulud and Robuchon are at RWS. 

Location is a key consideration for any restaurant and access to suitable sites at 
the integrated resorts may have been crucial in persuading the chefs to start up in 
Singapore (Abidin, Panchal, & Thirumaran, 2017). In turn, they are sought after 
as tenants who stimulate awareness and transmit images of quality of the resorts at 
large. Such a value appears to be appreciated especially by MBS which boasts of an 
“epicurean paradise of ten restaurants by seven of the world’s finest celebrity chefs” 
(MBS, 2018). Ducasse’s restaurant will be in the historic Raffles Hotel, part of the 
Accor chain since 2016, when it re-opens after extensive refurbishment (Michelin 
Guide Singapore, 2018). As a luxury colonial heritage hotel which is designated a 
National Monument, Raffles is an unsurprising choice of setting for an upmarket 
restaurant.

Challenges and Future Prospects

While a degree of confidence is implicit in the above summary of selected celebrity 
chef restaurants in Singapore, questions arise about current operational challenges 
and future prospects. Not all the city state’s celebrity chef enterprises have been 
successful in the past and Guy Savoy, for example, closed his four-year-old fine 
dining MBS outlet in 2014. However, Singapore’s foodservice sector seems to be 
prospering overall (Euromonitor International, 2016) and perceptions of commercial 
opportunities are demonstrated by the steady stream of new entrants. However, there 
is fierce competition and many ventures are short-lived (Ee & Loi, 2018). Rental 
charges are mounting and there is a heavy reliance on imported ingredients because 
land is officially judged too scarce to devote to farming and other sorts of fresh food 
production on any significant scale. Staffing is another critical issue, particularly for 
fine dining restaurants which are defined by their superior service quality.  Locals 
are deterred by the hospitality industry’s modest wages and arduous work and a 
tightening of labour laws has made it harder to hire foreigners (Henderson, 2016b), 
leading to a serious shortage of staff. At the same time, restaurants linked to well-
known chefs may have a capacity to entice talented individuals keen to be associated 
with and learn from exemplars of the profession.

An apparent limited resident enthusiasm for eating in celebrity chef restaurants 
is an additional problem for proprietors and the Savoy closure was partly explained 
by a preference for casual dining at lower prices (“MBS celebrity chef.....”, 2014).
Singaporeans have a marked propensity to eat outside the home, but many favour 
hawker centres and food courts which are ubiquitous and inexpensive (Henderson, 
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2016b). A survey found that only 23% would be more inclined to visit a restaurant 
if it was endorsed by a celebrity chef; any such effect being strongest amongst the 
younger generation. Around a third of respondents said endorsement would actually 
discourage them from patronage and the remainder were indifferent (Shandwick, 
2014). It should be noted that not all citizens are wealthy and income is unequally 
distributed in Singapore which has a relatively high Gini index (Economist 
Intelligence Unit, 2017). 

In terms of tourists, who comprise a source of demand alongside residents in 
Singapore and other destinations, some may be drawn by the reputation of the chef 
and anticipation of quality (and possibly familiar) food. Special events in which 
celebrity chefs participate such as Singapore’s Gourmet Summit backed by the 
STB (Chaney & Ryan, 2012) also represent a tourist attraction. The presence of 
celebrity chef restaurants can thereby enhance trip satisfaction, yet it is unlikely to be 
a primary motivation for visiting. In addition, many tourists are seen to be searching 
for the authentic (Timothy, 2016) and non-local chefs serving non-local dishes may 
not appeal. Almost 75% of Singapore’s arrivals are from within Asia and principal 
markets are China, Indonesia and India (STB, 2018b). These visitors may be less 
aware of and receptive to Western chefs and their menus. Expensive restaurant food 
may be beyond the reach of tourists, irrespective of nationality, or a greater priority 
is allocated to other items of expenditure when travelling. Restaurants in Singapore 
and beyond, except at places with very large tourist populations throughout the year, 
cannot therefore depend solely on visitors. They must cultivate sufficient resident 
demand if they are to survive, but this is no easy task as observed earlier. 

While the Singapore case has unique attributes, reservations about the 
robustness and sustainability of the celebrity chef restaurant business pertain more 
widely and there have been instances elsewhere of commercial setbacks and failures 
(Passy, 2013). Media celebrities may decline in popularity, replaced by new faces 
and fresh approaches in closer correspondence with social and culinary trends. 
Customer expectations are elevated when patronising a celebrity chef restaurant 
(Chen et al., 2017) and standards and consistency in food and service delivery must 
be maintained. Adverse reactions to perceived shortcomings could be exacerbated by 
the celebrity connection and even incite media coverage. Strict control is essential, yet 
its exercise becomes more daunting with the number of restaurants to oversee. Chefs 
are in danger of being overstretched and must ensure that they have proper support 
and sound advisors. Some celebrity chef restaurant businesses have grown rapidly, 
paying insufficient attention to questions of finance and administration, and proved 
unsustainable (Henderson, 2011). Rivalry from established and new restaurants 
more attuned with the local scene must also be confronted and demand can be 
undermined by changing trends in dining out and unforeseen external occurrences 
such as economic recession (Jones, 2009).
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One commentator forecasts the eventual demise of the celebrity chef restaurant 
due to collaborations in which the emphasis is on the overall dining experience 
created by a team (Kitchen Theory, 2017). Such an outcome is debatable in light of 
the cult of celebrity which pervades the modern era and its allotted commercial value, 
although the impacts of celebrity chefs on customer behaviour and cross-cultural 
comparisons have not been extensively researched. Nevertheless, there are signs that 
more foodservice consumers globally prefer casual eating environments (Euromonitor 
International, 2017b, 2017c). The shift could have adverse repercussions for some 
celebrity chef formal restaurants and lead to greater endeavours to construct a more 
diverse portfolio of outlets.

Celebrity chefs and their restaurants can be conceptualised as both an 
embodiment of and conduit for globalisation. Individuals have a following and 
operate businesses which transcend national borders, relying on modern information 
communication technologies to reach out to international markets. Chefs from the 
West tend to be pre-eminent and practice cooking styles unconnected to Asian 
indigenous foods and methods, prompting criticisms akin to those about a globalising 
world in general that they are instruments of Western cultural imperialism. Such 
complaints echo those about the Michelin Guide with its apparent privileging of 
expensive classic haute cuisine dining which is condemned as elitist and exclusionary 
(Barrere, Bonnard, & Chossat, 2010). A counter argument is that some celebrity 
chefs may be championing a national cuisine or variant of it, albeit not local, and 
thereby opposing the homogenisation often seen as concomitant with globalisation. 
Singapore’s foodservice sector remains a diverse mix of East and West and the former 
does not appear at risk of being overwhelmed by the latter.  In addition, authenticity 
is generally valued by customers as previously stated and they expect restaurants 
advertising Italian or French cooking, for example, to specialise in dishes grounded in 
that culture. Michelin is also making efforts to be inclusive by listing more affordable 
types of establishment particular to a place, notably street food vendors in recent 
Asian city guides (Henderson, 2017a). 

Conclusion

The modern celebrity chef is a striking phenomenon in many parts of the world 
with analyses revealing multiple economic and sociocultural factors and forces 
underlying its development. Many of these can be linked to globalisation, although 
the exact nature of the relationship and whether it is positive or negative is debatable. 
These dynamics mean that the concept is constantly evolving, alongside celebrity 
chef restaurants in practice, and gives rise to definitional ambiguities. Nevertheless, 
a number of figures have a reputation, sometimes combined with commercial 
interests, which endows them with a high degree of fame within and beyond their 
home countries. The Western chefs considered in this paper exhibit such qualities 
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and have been shown to be active in selected Asian centres, demonstrated by 
circumstances in Singapore, where they serve as a tourism asset. Restaurants have 
been welcomed by the STB and marketing organisations elsewhere keen to promote 
destination images with which celebrity chef dining is aligned. However, attitudes 
towards celebrity chefs amongst residents and visitors and the ways in which their 
status affects restaurant choice and satisfaction in a globalising era are questions for 
further enquiry. Strategies pertaining to restaurant opening and operational models 
also merit examination as do longer-term survival rates. 

Finally, it should be noted that culinary influences are not unidirectional and 
some flows are from East to West. This is evidenced by the history of Chinese 
restaurants in the Americas and Europe and the growing popularity of noodle and 
sushi chains as well as Thai food there. Interest in emerging cuisines such as those 
of Vietnam is another recent trend in Western countries. Chefs of Asian origin have 
also attained celebrity within Asia and beyond. In Singapore, for example, MBS and 
RWS promotions showcase other chefs besides those who have been the focus of this 
account such as the Japanese-born Australian Tetsuya Wakuda. There may therefore 
be as many opportunities for Asian celebrity chefs in the West as for Western celebrity 
chefs in Asia in the years ahead. 

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, 
provided the original author(s) and the source are credited.
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