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Abstract 
Special interest tourism, as a destination’s core activity to promote unique 
local products and a niche tourism market that provides customers with 
unique memory experiences, has grown rapidly in the past decade and will 
grow exponentially in the next decade. As one of the most popular special in-
terest tourism, coffee tourism has certain tourism audience and broad pros-
pects for development. Through a series of academic literature, industry re-
ports, case studies, this paper aims to study and analyze the past, present and 
future of coffee tourism and its impact to the destination. Theoretical analysis 
and case study will be used as research methods in this paper. Then, it will 
use the technology of the future wheel to illustrate the possible development 
trends of coffee tourism in the future and the impact of these trends on coffee 
tourism with simple figures, and put forward the possible future development 
direction of the coffee tourism micro-niche market. Finally, this paper will 
take Yunnan as an example, combined with Yunnan coffee cultivation, social 
and economic policies, to demonstrate the possibility of Yunnan coffee tour-
ism and the development of coffee cultivation tourism, coffee culture tourism 
and other micro-niche markets. 
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1. Introduction 

Special interest tourism has grown rapidly and become a valuable niche market 
and a core activity for multiple destinations to promote locally distinctive prod-
ucts over the past few decades (Ma et al., 2020). According to the Future Market 
Insights (2021), special interest tourism is set to explode exponentially between 
2020 and 2030 as customer demand for new experiences increased. As one of the 
most popular special interest markets, coffee tourism is undoubtedly a huge at-
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traction for tourists. Athanasopoulou (2021) points out that 2.5 billion cups of 
coffee is consumed worldwide every day, and 500 billion cups of coffee is con-
sumed every year. Thus, there is huge potential for coffee-based travel expe-
riences. Coffee tourism has a profound impact on local culture and communi-
ty economic development. By visiting coffee plantations, experiencing coffee 
growing and cultivation, coffee processing and coffee tasting, coffee tourism not 
only brings real experience to tourists and increases the experience value of cus-
tomers, creates social and economic value, but also helps to establish the brand 
image of destinations and create opportunities to promote the performance of 
tourist destinations (Hall, 2019; Casalegno et al., 2020). Therefore, it is very im-
portant to study history, present and future of coffee tourism. Although many 
scholars have studied the value of coffee tourism, there is still a lack of investiga-
tion on the development prospects of coffee tourism and its micro-niche mar-
kets. For this purpose, this paper aims to illustrate the potential development 
and opportunities of coffee tourism and its micro-niche markets through a se-
ries of academic literature, industry reports, case studies, etc., and conduct an 
in-depth analysis of the past, present and future of coffee tourism and its mi-
cro-niche markets. 

2. Historical Development of Coffee Tourism 

Food is a necessity for human survival (Mulcahy, 2019). As the economy, society 
and technology, especially the improvement of communication and transporta-
tion systems, food tourists become more familiar with exotic foods and try to 
seek more new opportunities to experience gastronomic activities (Katz, 2003). 
Thus, around the late 1990s, gastronomy tourism became a unique industry 
(Mulcahy, 2019). Coffee, tea, wine, whiskey and other beverages are an impor-
tant part of food tourism (World Food Travel Association, n.d.). The formation 
of coffee tourism is similar to that of food tourism. According to Weissman 
(2008), the birth of coffee connoisseur culture in the United States stems from 
the tendency of a new generation of traveling gourmands to discover new flavors 
through travel. Although there is no specific time for the origin and place of cof-
fee tourism, coffee culture deeply affects the development of modern society, as 
the global rise of Starbucks shows (Clark, 2007). In 1999, the third coffee wave 
was first mentioned, and people were no longer just concerned with the culture 
of coffee, but were interested in the production of high-quality coffee (Gold, 
2008). The wave transformed the brewing of coffee by focusing on high-quality 
and single-origin beans, providing a rich narrative that reflected the geological 
features and culture of coffee’s origins (Jolliffe, 2010). With the development of 
the third coffee wave, customers have improved their experience of coffee drinking 
by understanding how coffee is produced, and coffee tourism has grown accor-
dingly. As the second most popular beverage after water, coffee undoubtedly has 
a long history and culture, extensive sales market and potential market devel-
opment compared with tea, whiskey, wine and other beverages. In 2003, Boni-
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face, one of the first to distinguish coffee tourism from food tourism emphasizes 
that compared with Michelin restaurants or wine tourist attractions in southern 
Europe, coffee tourism has a wider audience and development prospects (Boni-
face, 2003). Customers’ pursuit and preference for coffee cuisine and culture 
undoubtedly promotes the formation of coffee tourism. Later, in the first two 
decades of the 21st century, coffee tourism evolved from a single enterprise into 
a fully profitable industry, appealing to local communities, outside investors and 
international tour operators (Rutynskyi & Kushniruk, 2020).  

3. Recent Research Findings on Coffee Tourism 
3.1. The Literature Table 

In the face of the booming coffee tourism, scholars from every corner of the 
world have analyzed the characteristics, opportunities, potential development, 
benefits and limitations of coffee tourism, as well as the characteristics and be-
haviors of coffee tourism audiences. The following is a summary of major lite-
rature on coffee tourism in the past 15 years (Table 1). 

3.2. The Impact of Coffee Tourism on Destination Development 

For special interest travel, the travel experience and the desire to form an emo-
tional connection with the destination or associated brand are crucial (Agarwal 
et al., 2018). According to Gedikli et al. (2014), tourism destinations are facing 
greater pressure than ever before. Due to social and economic development, 
technological innovation, and the promotion of globalization, a variety of com-
modities are currently competing in the crowded global market, and market dif-
ferentiation and segmentation have become more important. They need to 
create goods and services that enhance the experience of visitors while meeting 
their need for self-improvement and self-fulfillment. Coffee tourism can bring 
customers an immersive experience, thus strengthening the relationship between 
customers and the destination. According to Setiyorini (2019), the coffee tour-
ism market has a great potential since people often associate coffee with the 
place of origin of coffee, which will undoubtedly promote tourists’ visit to the 
tourist destination. Economically and socially, coffee tourism can not only pro-
duce and sell coffee beans, but also produce a variety of tourism products, so as 
to enhance the added value of local social well-being. Anbalagan & Lovelock 
(2014) also believed that the development of coffee tourism has a certain positive 
impact on local communities. For example, the development of coffee tourism 
provides employment opportunities for surplus labor. In addition, the coffee 
tour has had a positive impact on local co-operatives, introducing diversified 
management structures, extensive training opportunities and new professional 
positions (Lyon, 2013). Coffee tourism strengthens tourists’ travel experience by 
visiting cafes, observing coffee making, coffee tasting, and other interactive ac-
tivities, which is conducive to shaping the image and reputation of tourist desti-
nations (Candelo et al., 2019). 
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Table 1. Major literature on coffee tourism in the past 15 years. 

NO. AUTHOR AND YEAR TITLE TYPE KEY THEMES 

1. 
Degarege & Lovelock 
(2021) 

Institutional barriers to coffee tourism 
development: Insights from Ethiopia - 
the birthplace of coffee. 

Journal 
● Characteristics of coffee tourism 
● Challenges and prospects for coffee tourism 

2. Candelo et al. (2019) 
A ticket to coffee: Stakeholder view 
and theoretical framework of coffee 
tourism benefits. 

Journal 
● Potential benefits of coffee agritourism for both 

local communities and tourists 

3. Lyon (2013) 
Coffee tourism and community  
development in Guatemala. 

Journal 

● The situation of the coffee tourism in Guatemala 
● Benefits and limitations of coffee tourism for 

developing countries 
● Coffee’s challenge to community development 

4. 
Dwyer, Gill, & Seetaram 
(2012) 

Handbook of research methods in 
tourism 

Book 
● Methods used in research of coffee tourism. 
● Qualitative and quantitative research methods. 

5. 
Anbalagan & Lovelock 
(2014) 

The coffee tourism development  
potential in Rwanda - Neither black 
nor white. 

Journal 

● Supply and demand of coffee tourism 
● Coffee tourism and other special interest tourism 

such as gorilla tourism 
● The impact of coffee tourism on local farmers 

and communities 

6. Smith et al. (2019) 

The circumstances about the  
behaviours, demands, and  
gratification in tourist engagement  
in coffee tourism. 

Journal 
● Investigate characteristics, demands, and  

behaviours of tourists in coffee tourism culture. 

7. 
Rogerson & Visser 
(2011) 

Rethinking South African Urban 
Tourism research 

Journal 
● Increased urbanization of coffee tourism in  

developed parts of the northern region justified. 

8. Chen et al. (2021) 
Extending the memorable tourism 
experience model: A study of coffee 
tourism in Vietnam. 

Journal 

● The influence of memorable travel experience 
(MTE) on coffee tourism behavior 

● Factors influencing coffee tourists’ experience 
and satisfaction 

9. Casalegno et al. (2020) 
The perception of tourism in coffee - 
producing equatorial countries: An 
empirical analysis 

Journal 

● Potential development of tourism activities  
centered on coffee producers and their farm 

● The relationship between coffee consumption 
and travel and the perception of coffee growing 
visits and the promotion of awareness of the 
overall coffee tourism experience 

10. Setiyorini (2019) 
Coffee tourism development  
potential: Benefit and consequences 

Seminar 
report 

● Development potential and impact of coffee 
tourism 

● Benefits and consequences of coffee tourism for 
local communities 

 
However, the development of coffee tourism is not entirely positive for the 

development of local or tourist destinations. Coffee tourism may cause negative 
impacts such as conflicts in the use of public infrastructure between tourists and 
residents, commercialization of culture, and excessive development of the eco-
logical environment (Setiyorini, 2019). The study of Lyon (2013) also proves this 
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point. The uneven distribution of the costs and benefits of coffee tourism among 
the local resident population means that some residents who do not benefit from 
coffee tourism also need to bear the increasing tangible and intangible costs of 
coffee tourism, which undoubtedly increases their economic and social burden, 
thus widening the gap between the rich and the poor. As a result, some families 
refuse to support the influx of tourists in violent and non-violent activities, re-
sulting in a certain amount of trouble with the social security of tourist destina-
tions. In addition, coffee tourism may cause drugs, crime or other problems 
across borders and regions. 

Therefore, the impact of the development of coffee tourism on tourist destina-
tions is complex. But in general, coffee tourism does more good than harm to 
tourist destinations, especially in the introduction of diversified economy and 
culture, promoting the local commodity market economy, improving the em-
ployment rate of residents, creating a good image of the destination, promoting 
the development of the local economy, and improving the welfare of local com-
munities. 

3.3. Customer Motivation in Coffee Tourism  

Coffee tourism may be considered a growing niche tourist industry, given the 
rise in coffee production and consumption and the growing number of cof-
fee-related businesses throughout the globe. Many scholars believe that the for-
mation of coffee tourism is related to the spiritual pursuit of tourists. According 
to Smith et al. (2019), some Thai and foreign tourists first visit coffee tourism 
destinations for leisure and entertainment purposes. They hope not only to learn 
firsthand about coffee growing and production, buy local products and handi-
crafts of coffee-related products, but also to expand their knowledge of coffee 
tourism with the assistance of local guides. Chen et al. (2021) also prove that re-
laxation and novelty are significant travel motivations of tourists in coffee tour-
ism. They seek the quiet and peaceful atmosphere brought by visiting different 
cafes, so as to escape from the hustle and bustle of the city. However, these scho-
lars basically surveyed the existing coffee tourists and concluded that novelty 
and relaxation spirit is one of the motivations of coffee tourism. Thus, they can-
not reversely prove the proportion of the whole tourist group to participate in 
coffee tourism due to novelty and relaxation spirit, and there are still some gaps 
in this part. Novelli (2005) makes a similar case but thinks that coffee tourism as 
a stand-alone commodity would only appeal to a small group of people, most 
coffee drinkers. Casalegno et al. (2020) indirectly prove this point. He sees coffee 
tourism as an experiential change that transforms the demand for coffee into a 
consumer experience. Therefore, one of the main reasons for coffee tourism is 
the series of activities that coffee consumers are interested in what is behind the 
production of coffee. On the other hand, Saarinen et al. (2017) effectively divide 
tourism destinations into three different types of coffee destinations according to 
the different demands of coffee lovers and coffee consumers for coffee tourism, 
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namely, coffee production destinations, coffee culture destinations and coffee 
historical destinations. Therefore, it can be concluded from the above literature 
that customers’ interest in coffee, including cultivation, tasting and cultural un-
derstanding, is the main motivation of coffee tourism. 

4. Development of Micro-Niche Markets 

According to Novelli (2005), the word “niche tourism” is mainly obtained from 
“niche marketing,” which describes how particular goods, services, or products 
may be customized in a way that they meet the specific requirements of the tar-
geted market or audience. This idea is where the concept of niche tourism mar-
kets and niche tourist products arises. Novelli continues to assert that niche 
tourism may also be described as the breaking down of the whole concept of 
tourism into considerably larger market sectors (Novelli, 2005). Different di-
mensions exist through which specialized destinations with unique niche servic-
es or products may emerge and offer themselves, in addition to the emphasis on 
tourist activities and what visitors interact with at a destination. A micro niche is 
a highly specialized service or product. Micro niches refer to niche subsets that 
have been developed from larger markets, which provide a number of advantag-
es, including the ability to pre-qualify consumers and clients early in the mar-
keting funnel. While the term “niche” implies that the market is tiny, this is not 
necessarily the case. Niche markets may be large, such as the golf and Game of 
Thrones tourist industries in the northern regions of Ireland (Novelli, 2005). 
Other travel experiences may focus on creating an experience for the guests, in-
clude outdoor activities, traditional tours, nature walks and drives, and cinema. 
Travel destinations must be prepared to take advantage of new and developing 
possibilities as niche tourism continues to increase in popularity both at home 
and abroad.  

In the third part, through a series of scholars’ research and investigation, this 
paper expounds that the motivation of coffee tourism is due to the interest in 
coffee production, history, culture and taste. Therefore, coffee tourism has dif-
ferent market groups, which is the origin of the coffee tourism micro-niche 
market, and can be classified as coffee culture tourism, coffee tasting tourism, 
coffee production tourism (Saarinen et al., 2017). Coffee culture tourism facili-
tates the development of micro niche markets in coffee tourism. A micro niche 
market may develop as a result of the coffee culture in a particular place. The 
population may depend on coffee in their main cultural brew. Moreover, har-
vesting periods may also be part of coffee culture tourism (Gedikli et al., 2014). 
This may offer tourist attractions during such festivities and creates a niche 
market where the coffee is the main commodity. According to the literature by 
Novelli (2005), niche marketing techniques may involve coffee tasting develop-
ment. There are markets specifically designed for coffee tasting, and are also part 
of the niche markets in coffee tourism. Coffee tasting entails four distinct steps. 
Coffee smelling is the first phase of coffee tasting, which helps in describing its 
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aroma. Second is slurping, which involves spraying coffee across ones’ palate, it 
allows all the flavors of coffee to reach the tasting buds of the tongue. Third is 
defining the experience one feels when the coffee flavors are on the taste buds of 
the tongue. Lastly, the individual offers a description of the coffee through word 
of mouth. Richards and Marques (2012) also assert that festivals and events that 
purely involve coffee tasting are good niche markets for coffee tourism culture as 
they create more value for different types of coffee. 

According to Richards & Marques (2012), destination development often 
starts with new thoughts that develop into initiatives, and these ideas are focused 
on offering attractions and services as much as they are concerned with creating 
markets and promoting them. As a result, developing particular customized 
goods at the location level is viewed as a method to attract high-end, high-yield 
visitors via a highly personalized “niche” service, such as wellness vacations. Of-
fering coffee-related tourism activities serves as a draw, bringing more tourists to 
the area. Direct investment in a variety of tourism and associated companies 
boost economic gains. This aspect can be used to assert the factors that lead 
many coffee areas to create coffee tourism goods or products and organize coffee 
festivities and events. As a result, niche tourism is viewed as a reaction to a 
growing number of intelligent visitors who want specialized tourism goods. It’s a 
way for places to concentrate their services in order to distinguish their tourist 
goods and compete in a crowded and competitive tourism market. 

5. Recent New Product Innovations 

Coffee tourism mainly promotes the development of the coffee industry in coffee 
producing regions, which allows coffee lovers to discover the origins of coffee, 
wonderful scenery and the unique natural environment of coffee regions (Bird’s 
Nest Safaris, n.d.). In traditional coffee tours, organizers encourage visitors to 
buy coffee products after learning about the history and variety of coffee (Lyon, 
2013), which only promotes the development of the coffee industry in coffee 
producing areas, and does not derive from the coffee industry to the develop-
ment of other industries. However, the recent innovation of coffee tourism has 
derived coffee tourism as a type of additional industry, like the coffee spa. With 
the development of economy and society, people’s demand for wellness tourism 
and health requirements in the past few years has been getting higher and higher 
(Árpási, 2018). According to the American Chemical Society (2005), coffee con-
tains a higher percentage of antioxidant sources and is more popular than other 
antioxidant-rich beverages such as tea and wine in the United States. The caffe-
ine contained in coffee is the most natural body dehydrator, which can remove 
excess water from the body and eliminate edema (Wilson, 2018). As a new 
product of coffee tourism, the coffee spa undoubtedly breaks people’s traditional 
impression of coffee tourism. Through massage, bath and other ways, customers 
can enjoy the beauty effect brought by coffee spa, while enjoying the smell, touch 
and spiritual enjoyment brought by coffee and coffee beans (McCave, 2017). For 
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example, Costa Rica Marriott Hotel San Jose’s Kuö Spa mixes coffee beans from 
the hotel’s nearby plantation into a special Costa Rican Coffee Scrub, and the 
hotel is designed based on the local coffee plantation and the local volcano, of-
fering guests a unique and elegant hospitality experience of a 16th century co-
lonial estate (Stritt, 2013). Yunessun Spa in Japan, on the other hand, provides 
customers with coffee bath, which not only allows coffee lovers to bathe in the 
coffee, but also interprets the unique interpretation of the Japanese traditional 
bath house, which has a certain promotion effect on the local culture (Moore, 
2018). Therefore, as an effective way of slimming and beauty, the coffee spa can 
promote cross-industry development, meet customers’ demand for novel travel 
experience, and promote the spread of local culture, which has a great commer-
cial potential. 

According to WTTC (2019), one of the major trends in tourism development 
is authentic experience. With the third wave of coffee, customers are becoming 
more interested in the quality of coffee beans, where it is produced and how it is 
made (Boaventura et al., 2018). Customers want to be able to participate in the 
process of coffee production and production, especially to visit the coffee farm 
(Candelo et al., 2019). As a result, a series of coffee experience tourism came into 
being, including coffee roasting experience, coffee making learning, coffee culti-
vation knowledge learning, and tasting of different kinds of coffee. As a matter 
of fact, an immersive experience can be easily achieved by simply ordering a cup 
of coffee. For example: Ideum partnered with Starbuck to turn humble tables 
into touch-screen experiences where visitors can explore and learn more about 
the coffee they’re drinking, from tasting notes to provenal details (Ideum, n.d.). 
This action is very educational and can increase customers’ interest in different 
kinds of coffee while experiencing the taste of coffee as well as promote the sales 
of coffee itself. Wang et al. (2019) point out that interactive activities such as 
coffee farm tours, bean picking, and exclusive roasting on coffee farms create 
unforgettable memories that increase customer satisfaction. Experiential coffee 
tourism can promote the sales of coffee, which can not only bring customers 
unique travel experience, but also effectively promote the development of the 
local economy and society (Chen et al., 2021). Therefore, experiential coffee 
tourism as an innovative product can not only provide customers with a unique 
experience, but also pull the local economy. 

6. Potential Future Directions and Micro-Niche Markets 

The Future Wheel (Figure 1) is an effective tool to help scholars identify visual 
trends or temporal outcomes, which systematically brainstorm the direct and 
indirect impacts of future trends or technologies (Benckendorff, 2008). 

6.1. The Trend of Sustainable Development 

The development of coffee tourism can bring considerable economic benefits to the 
tourist destination, as well as a series of negative impacts on the local environment,  
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Figure 1. The future wheel of sustainable development. 
 
society and culture (Lyon, 2013). Faced with escalating environmental risks, 
tourists gradually realize the limitation of resources and begin to seek more eth-
ical and resource-saving ways to travel, which is one of the five mega trends for 
the future development of tourism (WTTC, 2019).  

It is shown that an increasing number of food lovers are concerning about 
food waste, environmental pollution from beverage packaging and the ethics of 
animal welfare during their tour (Wolf, 2020). As a major consumer group in 
today’s travel industry, Millennials also have a strong focus on sustainable busi-
nesses. According to Swiss Education Group (2020), 63 percent of Millennials 
prefer to eat at places that demonstrate social responsibility. In coffee tasting, 
coffee lovers’ demand pattern for coffee has also changed. For example, coffee is 
sweetened with products that are less chemically contaminated, such as agave 
syrup, honey and maple syrup (Biome, 2018). People no longer focus on the cof-
fee experience, but on the production of coffee itself and the sustainable devel-
opment of the origin of coffee (Boaventura et al., 2018). Therefore, the trend of 
sustainable development has two major impacts on coffee tourism. One is the 
change of tourists’ demand pattern, and another is the increasing desire of tour-
ists for a sustainable coffee tourism experience, which will contribute to the mi-
cro-niche markets of coffee ecotourism and sustainable coffee tourism. 

With the increasing demand of tourists for sustainable activities, tourism des-
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tinations or tourism organizers must ensure the sustainable operation of activi-
ties. This requires sustainable development alliances with relevant qualifications 
to supervise and monitor events or coffee products. For example, international 
authorities such as Rainforest Alliance are responsible for the management and 
quality testing of pesticides and fertilizers used in the cultivation of coffee beans 
as well as the certification of environmentally friendly quality coffee beans, 
which can effectively support the sustainable development of the coffee industry 
(Rainforest Alliance, 2021). In addition, due to the increasing demand for tour-
ism experience, organizations with a sustainable development certificate are more 
popular than ordinary tourism organizations. Therefore, a sustainable develop-
ment certificate will be seen as an advantage to promote the development of tour-
ism organizations or destinations. More demands also mean more manpower 
training and investment. 

6.2. The Trend of Reality Enhanced 

Authentic experience is another major trend in the future development of coffee 
tourism. According to WTTC (2019), global spending in the experience econo-
my is expected to reach $8.2 trillion by 2028.  

As shown in Figure 2, the trend of reality enhanced has two major impacts on 
coffee tourism, namely, the increased demand for interactive experience and the 
development of virtual tourism. Advances in technology, especially AR and VR  
 

 
Figure 2. The future wheel of reality enhanced. 
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experiences, have blurred the lines between online and offline travel activities. 
The outbreak of the world pandemic in early 2020 has also given a boost to vir-
tual online travel (Compton, 2021). Through virtual tourism, customers can vi-
vidly understand the attractions of tourist destinations, which can bring cus-
tomers with novel travel experience through innovative technology. It can ignore 
geographical and time restrictions, which is undoubtedly a good blessing for in-
ternational tourists. Although some VR and AR tourism products may be ex-
pensive and hard to realize due to the requirement of certain technical content 
and staff training, virtual coffee tourism is undoubtedly a possibility for the fu-
ture development of coffee tourism. Experiential coffee tourism is another de-
velopment possibility under the trend of pursuing authentic travel experience. 
The pursuit of authenticity has led people to choose to return to the product’s 
origin, such as a higher demand for cooking school experiences, gardening work-
shops or the opportunity to pick their own food. These experiential tours can 
undoubtedly strengthen the connection between people and the destination and 
promote local development. 

7. Case Study 

Yunnan is a large province of coffee production, despite the excellent quality of 
coffee. Before the introduction of coffee tourism as a special interest tourism, 
Yunnan’s economic conditions were relatively backward compared with coastal 
provinces in China such as Zhejiang and Jiangsu due to its geographical location 
and policy development. With the advent of the high-speed railway era in Yun-
nan and the promotion of regional tourism, Yunnan’s coffee industry has taken 
advantage of the construction of Yunnan’s regional tourism and gained new de-
velopment by creating coffee industry-dependent regional leisure agriculture 
tourism. According to the report in 2022, the railway mileage in Yunnan is about 
5000 km, and it has a road network with the coexistence of standard gauge, me-
ter gauge and inch gauge (Pengpai, 2022). It is specially used for main lines such 
as the meter-gauge Kunhe River and Mengbao. In 2023, Yunnan is expected to 
complete a comprehensive transportation investment of 320 billion yuan. It will 
focus on ongoing construction and promote new openings, and accelerate the 
construction progress of the remaining projects under construction of “Neng-
tong All Access” and the construction of “Interconnection” projects. The con-
struction will be international, radiate the whole country, the postal express de-
livery network covering the whole province (Fu et al., 2023). The convenience of 
transportation not only means that the coffee beans needed by Yunnan coffee, as 
well as the planting, cultivation and production facilities can be combined with 
the world’s advanced technology, but also means the expansion of the coffee 
tourism market, and more tourists can come to Yunnan coffee tourism through 
high-speed rail. The coffee industry has become the characteristic industrial 
support for the construction of tourism in Yunnan. The construction of re-
gion-wide tourism requires the integration of regional economic and social re-
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sources, especially tourism resources, and the optimization and enhancement of 
related industries, ecological environment, public services, institutional me-
chanisms, policies and regulations, and the quality of civilization in an all-round 
and systematic way to realize the organic integration of regional resources 
and the development of industrial integration. Launching the construction of 
coffee-themed regional all-area tourism will promote the comprehensive devel-
opment of coffee-producing areas and inject new vitality into the development 
of the coffee industry.  

Yunnan introduced coffee in 1902, and industrial development began in 1990 
(Lin & Mo, 2018). After years of development, the coffee industry has become 
one of the essential characteristic advantageous industries in Yunnan Province 
and a pillar backbone industry to promote Yunnan’s agricultural and rural eco-
nomic development, increase farmers’ income, and the prosperity and stability 
of the border. As of 2016, Yunnan’s coffee cultivation area is nearly 2 million 
acre, with an output of nearly 140,000 tons, accounting for more than 98% of the 
country’s area and output, and has become the largest coffee producing area in 
the country (Feng et al., 2016). Yunnan coffee is mainly distributed in Pu’er, 
Dehong, Baoshan, and Lincang, which have suitable ecological environments 
and diverse ethnic cultures and are places that most urbanites currently aspire 
to (Zhou, 2016). Due to the long coffee industry chain covering one, two, and 
three industries, the production process from seeds to cups can be an option for 
people’s cultural tourism; from coffee plantations to cafes, all of them can serve 
as ideal leisure places for people. Therefore, among the existing tourism re-
sources in Yunnan, leisure agriculture with coffee culture as the theme has be-
come the carrier of Yunnan’s regional characteristic all-area tourism. As a sig-
nificant tourism province, Yunnan receives an increasing number of tourists 
every year. According to the Yunnan Provincial Bureau of Statistics (n.d.), Yun-
nan province received 431 million tourists from home and abroad, with a total 
tourism revenue of 472.625 billion yuan in 2016. In 2017, Yunnan Province 
achieved a total tourism revenue of 692.223 billion yuan, up 46.5% year on year, 
and received 567 million domestic tourists, up 33.3% year on year. In 2018, the 
overall growth rate of Yunnan’s tourism industry exceeded the national average, 
with a total of 664 million tourist visits, an increase of 17%; total tourism reve-
nue reached 845 billion yuan, up 22 percent. From 2019 to 2021, due to the im-
pact of the epidemic, the tourist population and tourist consumption amount 
declined. However, as of August 20, 2022, a total of 359 million trips were made 
in Yunnan province, an increase of 17 percent over the previous year. And with 
China’s comprehensive opening up policy, Yunnan will welcome more tourists. 
The construction of a radiation center for the South and Southeast Asia has 
made Yunnan a gateway to South and Southeast Asia for its nationals because of 
coffee-based tourism (Tao & Poungchompu, 2018). All these will make Yunnan 
coffee known and needed by more consumers. The construction of cof-
fee-themed regional tourism will allow more people to learn more about coffee, 
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consume it and enjoy it, and expand the visibility and influence of Yunnan cof-
fee. 

The application of coffee tourism can effectively promote Yunnan’s economic 
and social development, according to the above study. Coffee tourism is imple-
mented through the Yunnan community through the whole area tourism strat-
egy. Yunnan’s tourism economy is thus proliferating, and how coffee tourism 
will adapt to the telling development of the economy in the future is worth 
looking forward to and planning. Therefore, the implementation of coffee tour-
ism has a substantial impact and significance for community development. 

8. Conclusion 

In a nutshell, as a valuable niche market, coffee has become a magnet for con-
sumers and has grown exponentially in recent decades. Coffee tourism took 
shape in the late 1990s. With the development of social economy and commu-
nication and transportation technology, customers’ demand for coffee and other 
special interests has promoted the emergence of coffee and its micro-niche mar-
ket. According to scholars for coffee tourism research in nearly a decade, the 
development of coffee tourism may cause the exploitation of the local culture 
and other negative effects, but the potential of the negative impact of this small 
area, and cannot deny the positive impact of coffee tourism in the development 
of local economic and cultural diversity, community welfare improvement, local 
residents’ employment promotion and the building of destination image. They 
also found that coffee and its micro-niches are based on interest in coffee lovers. 
The report points out that coffee tourism can be divided into the visit of coffee 
making, coffee growing, coffee history and culture, coffee tasting and other mi-
cro niches according to different coffee interests of tourists. In addition, the re-
port describes two innovative products of coffee tourism, namely, the coffee spa 
and coffee immersion tourism, both of which have effectively boosted local eco-
nomic and cultural development. This paper also uses Future Wheels to clearly 
explain the development potential of coffee tourism and its micro-niche market 
under the trend of pursuing sustainable development and authentic experience. 
Finally, this paper takes the development of coffee tourism in Yunnan Province 
of China as an example to describe the role of coffee and the opportunity of 
tourism in economic and cultural tourism destinations: by creating regional lei-
sure agricultural tourism based on the coffee industry, thereby attracting new 
tourists and promoting the development of tourism; and promote the overall 
development of coffee-producing areas by launching coffee-themed regional and 
global tourism construction, and inject new vitality into the development of the 
local coffee industry, thus proving the feasibility of coffee tourism in the devel-
opment of tourism in the region. 

Conflicts of Interest 

The author declares no conflicts of interest regarding the publication of this paper. 

https://doi.org/10.4236/ojbm.2023.112037


Q. Pan 
 

 

DOI: 10.4236/ojbm.2023.112037 701 Open Journal of Business and Management 

 

References 
Agarwal, S., Busby, G., & Huang, R. (2018). Special Interest Tourism: Concepts, Contexts 

and Cases. CABI. https://doi.org/10.1079/9781780645667.0000 

American Chemical Society (2005, August 28). Coffee Is Number One Source of Anti-
oxidants. https://www.eurekalert.org/news-releases/560866  

Anbalagan, K., & Lovelock, B. (2014). The Potential for Coffee Tourism Development in 
Rwanda—Neither Black Nor White. Tourism and Hospitality Research, 14, 81-96.  
https://doi.org/10.1177/1467358414529579 

Árpási, Z. (2018). Wellness Tourism: What Motivates the Consumer. Valahian Journal of 
Economic Studies, 9, 87-92. https://doi.org/10.2478/vjes-2018-0009 

Athanasopoulou, M. (2021). Coffee Tourism & New Opportunities.  
https://worldfoodtravel.org/coffee-tourism-new-opportunities  

Benckendorff, P. (2008). Envisioning Sustainable Tourism Futures: An Evaluation of the 
Futures Wheel Method. Tourism and Hospitality Research, 8, 25-36.  
https://doi.org/10.1057/thr.2008.2 

Biome (2018, February 21). 5 Steps for a Sustainable Coffee.  
https://www.biome.com.au/blog/5-steps-sustainable-coffee   

Bird’s Nest Safaris. (n.d.). Uganda and Coffee Tourism.  
https://www.birdsnestsafaris.com/we-care  

Boaventura, P. S. M., Abdalla, C. C., Araújo, C. L., & Arakelian, J. S. (2018). Value 
Co-Creation in the Specialty Coffee Value Chain: The Third-Wave Coffee Movement. 
Revista de Administração de Emprêsas, 58, 254-266.  
https://doi.org/10.1590/s0034-759020180306 

Boniface, P. (2003). Tasting Tourism: Travelling for Food and Drink. Ashgate. 

Candelo, E., Casalegno, C., Civera, C., & Büchi, G. (2019). A Ticket to Coffee: Stakeholder 
View and Theoretical Framework of Coffee Tourism Benefits. Tourism Analysis, 24, 
329-340. https://doi.org/10.3727/108354219X15511864843830 

Casalegno, C., Candelo, E., Santoro, G., & Kitchen, P. (2020). The Perception of Tourism 
in Coffee-Producing Equatorial Countries: An Empirical Analysis. Psychology & Mar-
keting, 37, 154-166. https://doi.org/10.1002/mar.21291 

Chen, L.-H., Wang, M.-J. S., & Morrison, A. M. (2021). Extending the Memorable Tour-
ism Experience Model: A Study of Coffee Tourism in Vietnam. British Food Journal 
(1966), 123, 2235-2257. https://doi.org/10.1108/BFJ-08-2020-0748 

Clark, T. (2007). Starbucked: A Double Tall Tale of Caffeine, Commerce and Culture. Lit-
tle, Brown and Company. 

Compton, N. (2021, March 26). Covid Forced Tour Guides to Go Virtual. We Tested 4 to 
See What the Experience Is Like.  
https://www.washingtonpost.com/travel/tips/virtual-tours-lisbon-norway-costa-rica  

Degarege, G. A., & Lovelock, B. (2021). Institutional Barriers to Coffee Tourism Devel-
opment: Insights from Ethiopia—The Birthplace of Coffee. International Journal of 
Culture, Tourism and Hospitality Research, 15, 428-442.  
https://doi.org/10.1108/IJCTHR-11-2020-0273 

Dwyer, L., Gill, A., & Seetaram, N. (2012). Handbook of Research Methods in Tourism: 
Quantitative and Qualitative Approaches. Edward Elgar Publishing.  
https://doi.org/10.4337/9781781001295 

Feng, T., Zhang, C., & He, J. (2016). Mellower: A Specialty Coffee Brand from China. 
Management School, Fudan University. 

https://doi.org/10.4236/ojbm.2023.112037
https://doi.org/10.1079/9781780645667.0000
https://www.eurekalert.org/news-releases/560866
https://doi.org/10.1177/1467358414529579
https://doi.org/10.2478/vjes-2018-0009
https://worldfoodtravel.org/coffee-tourism-new-opportunities
https://doi.org/10.1057/thr.2008.2
https://www.biome.com.au/blog/5-steps-sustainable-coffee
https://www.birdsnestsafaris.com/we-care
https://doi.org/10.1590/s0034-759020180306
https://doi.org/10.3727/108354219X15511864843830
https://doi.org/10.1002/mar.21291
https://doi.org/10.1108/BFJ-08-2020-0748
https://www.washingtonpost.com/travel/tips/virtual-tours-lisbon-norway-costa-rica
https://doi.org/10.1108/IJCTHR-11-2020-0273
https://doi.org/10.4337/9781781001295


Q. Pan 
 

 

DOI: 10.4236/ojbm.2023.112037 702 Open Journal of Business and Management 

 

Fu, Y., Lei, Z., & Li, Z. (2023, February 23). Yunnan Has Invested 320 Billion Yuan to 
Speed Up Connectivity. CTN. https://www.zgjtb.com/2023-02/23/content_341785.html  

Future Market Insights (2021). 2020 Analysis and Review: Special Interest Tourism Mar-
ket by Activity—Environmental, Adventure, and Sport for 2020-2030.  
https://www.futuremarketinsights.com/reports/special-interest-tourism-sector-overvie
w-and-analysis  

Gedikli, F., Jannach, D., & Ge, M. (2014). How Should I Explain? A Comparison of Dif-
ferent Explanation Types for Recommender Systems. International Journal of Hu-
man-Computer Studies, 72, 367-382. https://doi.org/10.1016/j.ijhcs.2013.12.007 

Gold, J. (2008, March 12). La Mill: The Latest Buzz. LA Weekly.  
https://www.laweekly.com/la-mill-the-latest-buzz  

Hall, C. M. (2019). Constructing Sustainable Tourism Development: The 2030 Agenda 
and the Managerial Ecology of Sustainable Tourism. Journal of Sustainable Tourism, 
27, 1044-1060. https://doi.org/10.1080/09669582.2018.1560456 

Ideum (n.d.). Interactive Coffee Experience. Ideum.  
https://ideum.com/portfolio/interactive-coffee  

Jolliffe, L. (2010). Coffee Culture, Destinations and Tourism (Vol. 24). Channel View Pub-
lications. https://doi.org/10.21832/9781845411442 

Katz, S. H. (2003). Encyclopedia of Food and Culture. Charles Scribner’s Sons. 

Lin, P. C., & Mo, L. (2018). Mapping Chinese Coffee Culture in the Land of Tea: The 
Case of Yunnan Province. Journal of International Economic Studies, 32, 103-115. 

Lyon, S. (2013). Coffee Tourism and Community Development in Guatemala. Human 
Organization, 72, 188-198. https://doi.org/10.17730/humo.72.3.00l1g4xj1m83x68j 

Ma, S., Kirilenko, A. P., & Stepchenkova, S. (2020). Special Interest Tourism Is Not So 
Special after All: Big Data Evidence from the 2017 Great American Solar Eclipse. Tour-
ism Management (1982), 77, Article ID: 104021.  
https://doi.org/10.1016/j.tourman.2019.104021 

McCave, L. (2017, April 19). Coffee-Based Treatments for Your Spa. WellSpa360.  
https://www.wellspa360.com/spas/treatments/article/21153480/coffeebased-treatments
-for-your-spa  

Moore, R. (2018, September 12). Exclusive Spa in Japan Lets Visitors Yake Wine, Coffee, 
or Even Ramen Broth Baths. The Travel.  
https://www.thetravel.com/japan-yunessun-spa-bath-wine-coffe-ramen  

Mulcahy, J. D. (2019). Historical Evolution of Gastronomic Tourism. In The Routledge 
Handbook of Gastronomic Tourism (pp. 24-31). Routledge.  
https://doi.org/10.4324/9781315147628-4 

Novelli, M. (2005). Niche Tourism. Taylor & Francis Group. 

Pengpai (2022, August 12). Aiming at the Development of New Coordinates, the Key 
Work of Kunming Railway. https://m.thepaper.cn/baijiahao_20031356  

Rainforest Alliance (2021). Rainforest Alliance Certified Coffee.  
https://www.rainforest-alliance.org/insights/rainforest-alliance-certified-coffee  

Richards, G., & Marques, L. (2012). Exploring Creative Tourism: Editors Introduction. 
Journal of Tourism Consumption and Practice, 4, 1-11. 

Rogerson, C. M., & Visser, G. (2011). Rethinking South African Urban Tourism Research. 
Tourism Review International, 15, 77-90.  
https://doi.org/10.3727/154427211X13139345020336 

https://doi.org/10.4236/ojbm.2023.112037
https://www.zgjtb.com/2023-02/23/content_341785.html
https://www.futuremarketinsights.com/reports/special-interest-tourism-sector-overview-and-analysis
https://www.futuremarketinsights.com/reports/special-interest-tourism-sector-overview-and-analysis
https://doi.org/10.1016/j.ijhcs.2013.12.007
https://www.laweekly.com/la-mill-the-latest-buzz
https://doi.org/10.1080/09669582.2018.1560456
https://ideum.com/portfolio/interactive-coffee
https://doi.org/10.21832/9781845411442
https://doi.org/10.17730/humo.72.3.00l1g4xj1m83x68j
https://doi.org/10.1016/j.tourman.2019.104021
https://www.wellspa360.com/spas/treatments/article/21153480/coffeebased-treatments-for-your-spa
https://www.wellspa360.com/spas/treatments/article/21153480/coffeebased-treatments-for-your-spa
https://www.thetravel.com/japan-yunessun-spa-bath-wine-coffe-ramen
https://doi.org/10.4324/9781315147628-4
https://m.thepaper.cn/baijiahao_20031356
https://www.rainforest-alliance.org/insights/rainforest-alliance-certified-coffee
https://doi.org/10.3727/154427211X13139345020336


Q. Pan 
 

 

DOI: 10.4236/ojbm.2023.112037 703 Open Journal of Business and Management 

 

Rutynskyi, M., & Kushniruk, H. (2020). Coffee Tourism in Lviv in the Context of World 
Coffee Tourism. Annales—Universitatis Mariae Curie-Sklodowska, 75, 87-113.  
https://doi.org/10.17951/b.2020.75.0.87-113 

Saarinen, J., Rogerson, C. M., & Hall, C. M. (2017). Geographies of Tourism Develop-
ment and Planning. Tourism Geographies, 19, 307-317.  
https://doi.org/10.1080/14616688.2017.1307442 

Setiyorini, H. D. (2019, June). Coffee Tourism Development Potential: Benefit and Con-
sequences. In 3rd International Seminar on Tourism (ISOT 2018) (pp. 154-157). At-
lantis Press. https://doi.org/10.2991/isot-18.2019.33 

Smith, N., Suthitakon, N., Gulthawatvichai, T., & Karnjanakit, S. (2019). The Circums-
tances Pertaining to the Behaviours, Demands and Gratification in Tourist Engage-
ment in Coffee Tourism. PSAKU International Journal of Interdisciplinary Research, 8, 
221-233. https://doi.org/10.2139/ssrn.3398863 

Stritt, A. R. (2013, October 29). Coffee Time—Coffee Spa Treatments. Spa Travel Gal.  
https://www.spatravelgal.com/2013/10/coffee-spa-treatments  

Swiss Education Group (2020, April 20). Our Top 5 Food Travel Trends 2020.  
https://www.culinaryartsswitzerland.com/en/news/industry/our-top-5-food-travel-tren
ds-2020-4644  

Tao, Y., & Poungchompu, S. (2018). The Development of Rural Tourism in the Region of 
Zhu Kula Village, Dali City, Yunnan Province, China. In ASEAN/Asian Academic So-
ciety International Conference Proceeding Series (pp. 843-848). 

Wang, M., Chen, L.-H., Su, P., & Morrison, A. M. (2019). The Right Brew? An Analysis of 
the Tourism Experiences in Rural Taiwan’s Coffee Estates. Tourism Management Pers-
pectives, 30, 147-158. https://doi.org/10.1016/j.tmp.2019.02.009 

Weissman, M. (2008). God in a Cup: The Obsessive Quest for the Perfect Coffee. Wiley & 
Sons. 

Wilson, D. R. (2018, August 7). Does Coffee Have Any Benefits for Your Skin? Health-
line. https://www.healthline.com/health/coffee-benefits-for-skin  

Wolf, E. (2020). Top Culinary Tourism Trends in 2020.  
https://erikwolf.medium.com/top-culinary-tourism-trends-in-2020-c3819f7037fe  

World Food Travel Association (n.d.). What Is Food Tourism?  
https://worldfoodtravel.org/what-is-food-tourism  

WTTC (2019). Megatrends and Their Implications for Travel & Tourism.  
https://wttc.org/Research/Insights-Publications  

Yunnan Provincial Bureau of Statistics (n.d.). Yunnan Statistical Yearbook.  
http://stats.yn.gov.cn/tjsj/tjnj  

Zhou, Z. (2016). Discussion on Agricultural Development Evolution and Value in the 
Narrowly Area of Western Yunnan. In Proceedings of 2016 5th International Confe-
rence on Social Science, Education and Humanities Research (pp. 532-536). Atlantis 
Press. https://doi.org/10.2991/ssehr-16.2016.114 

https://doi.org/10.4236/ojbm.2023.112037
https://doi.org/10.17951/b.2020.75.0.87-113
https://doi.org/10.1080/14616688.2017.1307442
https://doi.org/10.2991/isot-18.2019.33
https://doi.org/10.2139/ssrn.3398863
https://www.spatravelgal.com/2013/10/coffee-spa-treatments
https://www.culinaryartsswitzerland.com/en/news/industry/our-top-5-food-travel-trends-2020-4644
https://www.culinaryartsswitzerland.com/en/news/industry/our-top-5-food-travel-trends-2020-4644
https://doi.org/10.1016/j.tmp.2019.02.009
https://www.healthline.com/health/coffee-benefits-for-skin
https://erikwolf.medium.com/top-culinary-tourism-trends-in-2020-c3819f7037fe
https://worldfoodtravel.org/what-is-food-tourism
https://wttc.org/Research/Insights-Publications
http://stats.yn.gov.cn/tjsj/tjnj
https://doi.org/10.2991/ssehr-16.2016.114

	The Past, Present and Future of Coffee Tourism
	Abstract
	Keywords
	1. Introduction
	2. Historical Development of Coffee Tourism
	3. Recent Research Findings on Coffee Tourism
	3.1. The Literature Table
	3.2. The Impact of Coffee Tourism on Destination Development
	3.3. Customer Motivation in Coffee Tourism 

	4. Development of Micro-Niche Markets
	5. Recent New Product Innovations
	6. Potential Future Directions and Micro-Niche Markets
	6.1. The Trend of Sustainable Development
	6.2. The Trend of Reality Enhanced

	7. Case Study
	8. Conclusion
	Conflicts of Interest
	References

