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[bookmark: _Toc228462188][bookmark: _Toc228462751]Element 1: Brand Extension Poster Explanation (Michelin Dining & Travel App)
Michelin, established in 1889 as a tyre manufacturing company, has successfully evolved into a globally recognised brand associated with quality, trust, and excellence through its Michelin Guide (Michelin, 2024). Over time, Michelin has strategically extended its brand beyond its core product category into the domains of fine dining and travel, positioning itself as an authority in premium lifestyle experiences. Building on this strong brand equity, this proposal introduces a new brand extension: the Michelin Dining & Travel App.
The Michelin Dining & Travel App is designed as a premium digital platform that integrates restaurant discovery, travel planning, and personalised recommendations into a single ecosystem. The application will allow users to explore Michelin-starred restaurants, book dining experiences, and access curated travel itineraries tailored to their preferences. This extension aligns with the concept of brand extension, where an established brand leverages its reputation to enter a new market category, reducing perceived risk for consumers (Kotler and Keller, 2024).
The proposed extension is highly relevant in the context of current market trends. There is a growing global demand for experiential consumption, particularly among millennials and Generation Z, who prioritise unique and personalised experiences over material goods (Statista, 2024). Additionally, the rise of food tourism and digital platforms has created opportunities for brands to combine convenience with premium offerings. Michelin’s established credibility in evaluating high-quality dining experiences provides a strong competitive advantage over existing platforms such as TripAdvisor or OpenTable.
The target market for this application includes high-income urban consumers aged 25–40 who have a strong interest in luxury dining and travel. These consumers are typically tech-savvy, experience-oriented, and willing to pay a premium for curated and trustworthy recommendations. By offering a seamless integration of food and travel services, the app enhances customer engagement and strengthens Michelin’s emotional connection with its audience.
Sustainability is also a key component of this brand extension. The app will promote eco-friendly restaurants, support local chefs and communities, and encourage sustainable sourcing practices. This aligns with the increasing consumer demand for environmentally responsible brands and contributes to Michelin’s long-term strategic positioning.
In conclusion, the Michelin Dining & Travel App represents a strategic and innovative brand extension that leverages Michelin’s heritage while responding to evolving consumer trends. It enables the company to diversify its revenue streams, strengthen its brand identity, and remain competitive in the digital and experiential economy.


[bookmark: _Toc228462189][bookmark: _Toc228462752]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP)
The success of any brand extension depends on a clear understanding of the market and the ability to effectively identify and serve the right customer segments. For the proposed Michelin Dining & Travel App, the STDP framework is used to analyse how the brand can strategically position itself within the competitive digital and experiential marketplace.
[bookmark: _Toc228462190][bookmark: _Toc228462753]Segmentation
Market segmentation involves dividing a broad market into smaller groups of consumers with similar needs, characteristics, or behaviours (Kotler and Keller, 2024). For the Michelin Dining & Travel App, segmentation is conducted using geographic, demographic, psychographic, and behavioural variables.
From a geographic perspective, the primary focus is on major urban cities across developed and emerging economies such as London, Paris, New York, Dubai, and Tokyo. These locations are known for their vibrant food culture, strong tourism infrastructure, and high concentration of Michelin-rated restaurants.
Demographically, the target consumers are individuals aged between 25 and 40, typically professionals with medium to high income levels. This group has the financial capability to spend on premium dining and travel experiences. Additionally, they are more likely to adopt digital platforms and mobile applications for convenience.
Psychographic ally, the target audience consists of lifestyle-oriented individuals who value experiences over material possessions. They are passionate about food, travel, and cultural exploration. These consumers seek exclusivity, authenticity, and personalised experiences, making them ideal users of a curated platform like Michelin’s app.
Behaviourally, the segmentation focuses on consumers who frequently dine out, travel regularly, and rely on digital platforms for recommendations and bookings. They demonstrate brand loyalty towards trusted sources and are willing to pay a premium for quality and reliability. This aligns well with Michelin’s strong reputation in delivering high-quality recommendations.
[bookmark: _Toc228462191][bookmark: _Toc228462754]Targeting
Targeting involves evaluating the attractiveness of each segment and selecting the most suitable group to serve (Kotler and Keller, 2024). For the Michelin Dining & Travel App, a differentiated targeting strategy is adopted, focusing primarily on high-income urban professionals and global travellers.
The primary target segment includes affluent millennials and Generation Z consumers who are digitally connected and experience-driven. These individuals actively seek unique dining experiences and curated travel opportunities. They are also influenced by brand reputation and are more likely to trust Michelin due to its long-standing credibility.
A secondary target segment includes international tourists and food enthusiasts who rely on trusted guides when exploring new destinations. Michelin’s established authority in fine dining makes it a preferred choice for this segment.
By focusing on these segments, Michelin can maximise its market potential while maintaining its premium positioning. The selected target audience is not only profitable but also aligns with the brand’s identity and expertise in high-quality dining experiences.
[bookmark: _Toc228462192][bookmark: _Toc228462755]Differentiation
Differentiation refers to the process of distinguishing a brand from its competitors by offering unique value (Porter, 2008). In the highly competitive digital platform market, differentiation is critical for success.
The Michelin Dining & Travel App differentiates itself through its strong brand heritage and credibility. Unlike competitors such as TripAdvisor or Google Reviews, which rely heavily on user-generated content, Michelin is known for its expert evaluation and rigorous standards. This provides a higher level of trust and reliability for users.
Additionally, the integration of dining and travel services into a single platform creates a unique value proposition. While many platforms focus either on restaurant reviews or travel bookings, Michelin combines both elements to deliver a seamless and premium experience. The app can also incorporate personalised recommendations using data analytics, enhancing user satisfaction.
Another key differentiator is the focus on sustainability. By promoting eco-friendly restaurants, supporting local businesses, and encouraging responsible tourism, Michelin can appeal to socially conscious consumers. This not only strengthens brand image but also aligns with global sustainability trends.
[bookmark: _Toc228462193][bookmark: _Toc228462756]Positioning
Positioning refers to how a brand is perceived in the minds of consumers relative to competitors (Kotler and Keller, 2024). The Michelin Dining & Travel App is positioned as a premium, trusted, and all-in-one platform for luxury dining and curated travel experiences.
The positioning strategy emphasises Michelin’s expertise, exclusivity, and reliability. By leveraging its strong brand equity, Michelin can position the app as a high-end alternative to mass-market platforms. The focus is on quality rather than quantity, ensuring that users receive carefully selected and verified recommendations.
A possible positioning statement for the app is:
“For high-income, experience-driven consumers, the Michelin Dining & Travel App offers a trusted and premium platform that combines world-class dining and personalised travel experiences, unlike generic review platforms that lack expert validation.”
This positioning highlights the app’s unique strengths and clearly communicates its value to the target audience.



[bookmark: _Toc228462194][bookmark: _Toc228462757]Element 3: Marketing Mix Strategy (7Ps)
The marketing mix is a key strategic tool used to implement and support a brand’s positioning in the market. For service-based and digital platforms such as the Michelin Dining & Travel App, the extended 7Ps framework is more appropriate, as it captures both tangible and intangible aspects of the offering (Booms and Bitner, 1981). This section critically analyses how each element of the marketing mix contributes to the success of the proposed brand extension.
[bookmark: _Toc228462195][bookmark: _Toc228462758]Product
The Michelin Dining & Travel App is a premium digital service that integrates restaurant discovery, booking, and personalised travel planning into a single platform. The core product is the ability to access trusted, high-quality dining recommendations supported by Michelin’s established expertise. The actual product includes features such as reservation systems, curated travel itineraries, AI-based recommendations, and user-friendly interfaces. The augmented product extends further by offering exclusive access to Michelin-starred restaurants, priority bookings, and tailored experiences.
From a strategic perspective, the product leverages Michelin’s strong brand equity to reduce perceived risk for consumers entering a new service category (Kotler and Keller, 2024). However, maintaining quality and consistency across global markets is a challenge, as service experiences may vary. Therefore, continuous monitoring and standardisation are essential to ensure that the product aligns with Michelin’s reputation for excellence.
[bookmark: _Toc228462196][bookmark: _Toc228462759]Price
The pricing strategy for the Michelin app should reflect its premium positioning. A value-based pricing approach is appropriate, where the price is determined based on the perceived value to the customer rather than cost alone. The app can adopt a freemium model, offering basic features for free while charging for premium services such as exclusive reservations, personalised itineraries, and concierge support.
Additionally, subscription tiers can be introduced, such as monthly or annual premium memberships. This allows Michelin to generate recurring revenue while providing flexibility to customers. High-income consumers are less price-sensitive and more focused on quality and exclusivity, making this strategy suitable for the target market.
However, a key challenge is balancing accessibility with exclusivity. If pricing is too high, it may limit market penetration, whereas lower pricing may dilute the brand’s premium image. Therefore, Michelin must carefully manage pricing to maintain its luxury positioning while remaining competitive within the digital platform market.
[bookmark: _Toc228462197][bookmark: _Toc228462760]Place
Place refers to how the product is delivered and made accessible to customers. As a digital platform, the Michelin Dining & Travel App will primarily be distributed through mobile applications (iOS and Android) and web platforms. This ensures global accessibility and convenience for users.
The app will focus on key metropolitan areas with strong culinary and tourism industries, such as London, Paris, New York, and Tokyo. These locations align with Michelin’s existing presence and provide a strong foundation for market entry. Digital distribution reduces the need for physical infrastructure, allowing Michelin to scale its services efficiently across multiple regions.
However, reliance on digital channels also increases competition, as users can easily switch between platforms. To address this, Michelin must ensure a seamless user experience, fast performance, and reliable service delivery. Partnerships with restaurants, hotels, and travel agencies can further enhance distribution and strengthen the platform’s ecosystem.
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Promotion plays a crucial role in communicating the value of the brand extension and attracting target customers. The promotional strategy for the Michelin app should focus on integrated marketing communications, combining digital marketing, social media, influencer collaborations, and public relations.
Michelin can leverage its existing brand reputation and the global recognition of the Michelin Guide to build trust and credibility. Social media platforms such as Instagram and TikTok can be used to showcase high-quality dining experiences, travel destinations, and user-generated content. Collaborations with food bloggers, travel influencers, and celebrity chefs can further enhance brand visibility.
Content marketing, including blogs, videos, and curated guides, can educate consumers and reinforce Michelin’s expertise. Additionally, targeted digital advertising can be used to reach specific customer segments based on demographics and online behaviour.
While promotional activities can increase brand awareness, they must remain consistent with Michelin’s premium positioning. Over-commercialisation or excessive advertising may harm the brand’s image. Therefore, the focus should be on quality, storytelling, and exclusivity rather than mass-market appeal.
[bookmark: _Toc228462762]People
People are a critical component of service delivery, particularly in a digital platform that relies on both human expertise and customer interaction. For the Michelin app, this includes chefs, restaurant partners, customer service teams, and technology developers.
Michelin’s inspectors and experts play a key role in maintaining the credibility of the platform. Their evaluations ensure that only high-quality restaurants are featured, reinforcing trust among users. Additionally, customer support teams must be well-trained to provide personalised assistance and resolve issues efficiently.
From a strategic perspective, investing in skilled personnel enhances service quality and customer satisfaction. However, managing a global network of partners and employees can be complex and resource-intensive. Michelin must ensure consistent standards across all touchpoints to maintain its brand integrity.
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Process refers to the systems and procedures used to deliver the service. For the Michelin Dining & Travel App, the process must be efficient, user-friendly, and reliable. This includes the steps involved in searching for restaurants, making reservations, receiving recommendations, and planning travel experiences.

The integration of advanced technologies such as artificial intelligence and data analytics can improve personalisation and streamline user interactions. For example, the app can analyse user preferences and provide tailored recommendations, enhancing the overall customer experience.
However, the complexity of integrating multiple services (dining and travel) may lead to operational challenges. Michelin must ensure that processes are well-designed and continuously improved to minimise errors and delays. A smooth and seamless process is essential for maintaining customer satisfaction and loyalty.
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Physical evidence refers to the tangible elements that support and reinforce the service experience. In the case of a digital platform, this includes the app interface, design, branding, and visual identity. The Michelin app must reflect the brand’s premium image through high-quality design, intuitive navigation, and visually appealing content.
The use of consistent branding elements, such as the Michelin star symbol, enhances recognition and trust. Additionally, customer reviews, ratings, and testimonials provide evidence of service quality and influence purchasing decisions.
Beyond the digital interface, physical evidence also includes the actual dining and travel experiences facilitated by the app. The quality of partner restaurants, service environments, and overall experience must align with Michelin’s standards. Any inconsistency between the digital promise and real-world experience may damage the brand’s reputation.
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Developing the Michelin Dining & Travel App as a brand extension has been a valuable learning experience that enhanced both my theoretical understanding and practical application of marketing concepts. Through this process, I gained deeper insight into how established brands can expand into new markets while maintaining their core identity. In particular, applying the concept of brand extension helped me understand the importance of leveraging brand equity and consumer trust when entering a new service category (Kotler and Keller, 2024).
One of the key skills I developed during this project was the ability to analyse markets using the STDP framework. Identifying the appropriate target audience required critical thinking and evaluation of different segmentation variables, including demographic, psychographic, and behavioural factors. This helped me realise that successful marketing strategies are not only based on creativity but also on data-driven decision-making.
The development of the marketing mix further improved my understanding of how strategic elements such as product, price, promotion, and process must align with the overall brand positioning. I learned that for a premium brand like Michelin, consistency across all elements is essential to maintain its reputation. Additionally, considering sustainability within the strategy highlighted the growing importance of ethical and environmentally responsible business practices in modern marketing.


Preparing and presenting the poster was another important aspect of this assignment. It helped me improve my ability to communicate ideas clearly and concisely within a limited time frame. I also developed my visual communication skills by organising information in a structured and engaging format. However, I found it challenging to balance simplicity with depth, as it required selecting the most important information without losing critical meaning.
In future projects, I would aim to enhance my critical analysis by incorporating more real-world data and competitor comparisons. I would also focus on improving my design skills to create more visually impactful presentations. Overall, this project has contributed to my personal and professional development by strengthening my analytical thinking, creativity, and communication skills, which are essential for a career in marketing.
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