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A B S T R A C T

The main goal of this research was to analyze the tourism experiences offered by coffee estates in Taiwan. A
mixed-methods approach was applied in two main parts. First, the profiles of Taiwan coffee estates were ex-
amined in terms of the experiences provided to engage visitors. In-depth interviews with owners indicated they
can be categorized into traditional, educational, and comprehensive coffee estates. Second, using the memorable
tourism experiences scale (MTES), the resulting visitor survey findings were overwhelmingly positive. However,
four specific recommendations were made for the sustainable development of coffee estate tourism in Taiwan:
increasing and improving marketing and branding by government-run destination management organizations;
developing an integrated tourism supply system and value chain in areas containing coffee estates; creating new
coffee tour products with travel agencies and tour operators; and establishing education as the key selling point
of coffee estates. These four initiatives will contribute to solving some of the challenges Taiwanese coffee estates
are currently facing, while continuously developing the niche market of coffee estate tourism.

1. Introduction

The optimistic view of rural tourism is that it improves the social
and economic growth of rural areas (e.g., Gursoy, Chi, & Dyer, 2010;
Irshad, 2010; Rekom & Go, 2006; Trukhachev, 2015). Some researchers
have recognized the potential of coffee tourism as a development tool
for local communities and argued that coffee tourism may help sustain
the economic and social bases of rural areas (Jolliffe, Kwan, & Yen,
2010; Karlsson & Karlsson, 2009; Lyon, 2013; Rogerson & Rogerson,
2014). Several Asian countries, such as Malaysia, Vietnam, Thailand,
and Indonesia, have rich coffee histories and cultures, offering tourism
activities such as selecting coffee beans, roasting, and tasting. However,
the characteristics of coffee producers in many regions (Gathura, 2013;
Sick, 2008; Utting-Chamorro, 2005) present challenges in using coffee
tourism for economic benefit (Jolliffe, 2010; Karlsson & Karlsson,
2009). Moreover, coffee tourism is less widely accepted by academia
and the public than wine tourism (Yun, 2014), even if coffee is con-
sumed and experienced on many trips.

In Taiwan, the coffee industry became a policy focus after the de-
vastating earthquake in 1999. A large area of betel nut planting was
changed into coffee production in Yunlin and Nantou counties. Through
several trials, the techniques of coffee production were improved. Many

farmers learned the management of coffee planting and witnessed the
growing consumption of coffee in the domestic market and worldwide.
Most coffee estates are managed by younger generations of families,
who went to cities for their educations and then returned home to
devote themselves to the coffee business. These younger-generation
entrepreneurs often participate in coffee-related competitions for mar-
keting purposes or design different experiences to engage visitors.
Taiwanese people's demand for coffee shifted from the stimulant bev-
erage of earlier years to evaluations of coffee and health considerations,
as people started paying more attention to the origins, environments,
and roasting and processing of coffee. The third wave of the coffee
revolution is as we see today. Being more of a new niche market, coffee
experiences are not deeply explored in the tourism literature.

Recently, more researchers have begun to explore the factors
characterizing memorable tourism experiences (MTEs) and the desti-
nation attributes affecting MTEs (Chandralal & Valenzuela, 2015; Kim
& Ritchie, 2014; Kim, Ritchie, & McCormick, 2012; Tung & Ritchie,
2011). Tung and Ritchie (2011) emphasized that in addition to en-
couraging revisits and spreading positive word-of mouth, the elements
of what makes certain experiences special, spectacular, or truly mem-
orable are worth studying so that tourism planners can develop en-
vironments within which tourists can create their own MTEs.
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Chandralal and Valenzuela (2013) also suggested that destination
management organizations (DMOs) should change marketing strategies
from being highly focused on destination attributes to emphasizing
experiential aspects. As a new niche market, coffee tourism is worth
exploring in the scholarly literature (Yun, 2014).

A review of the previous literature showed that there are gaps in the
research on coffee tourism. Few studies have examined the typologies
of coffee estates and the MTEs of the visitors after participation in the
experiential activities provided by different types of coffee estates.
Moreover, this type of analysis has heretofore never been attempted in
Taiwan. Comparing the status of coffee tourism experiences from both
the supply and demand sides was at the core of the research problem.

The main goal of this research was to analyze the tourism experi-
ences offered by coffee estates in Taiwan. It applied a mixed-methods
approach beginning with an examination of the profiles of Taiwan
coffee estates in terms of the experiences provided to engage visitors.
In-depth interviews with owners indicated they are categorized into
traditional, educational, and comprehensive coffee estates. Then the
memorable tourism experiences scale (MTES) was used to analyze ex-
periences remembered and recalled by visitors after having visited
Taiwan coffee estates.

2. Literature review

2.1. Rural and coffee tourism

Rural tourism provides opportunities for visitors to have contact
with nature, scenic landscapes, and culture in the countryside and may
support the sustainability of local communities. In addition, the social,
emotional, hedonic and symbolic dimensions of rural tourism have at-
tracted recent studies in the context of tourism experiences (Kastenholz,
Carneiro, Marques, & Lima, 2012; Williams & Soutar, 2009). Tourism
developments generally increase investment, employment, and com-
mercial activities, which allow residents to engage in, obtain income
from, and increase living standards (Ghapar, Jamal, & Ahmad, 2015).
Additionally, residents can be motivated by tourism developments to
preserve existing natural areas and habitats, so that these lands receive
more effective stewardship (Nursey-Bray & Rist, 2009; Scherl &
Edwards, 2007). Academics also argue that when tourists enter rural
areas and interact with residents, they better appreciate local cultures
and become more aware of the importance of their own cultural heri-
tage and engage in its protection (Mason, 2008).

Coffee, as a popularly consumed beverage, is geographically con-
nected with its area of production (Jolliffe & Kwan, 2010). Although
coffee is consumed and experienced on many trips, coffee tourism in
rural areas is less widely accepted by academia and the public than
wine tourism (Yun, 2014), and the study of coffee tourism typologies
are scant. Karlsson and Karlsson (2017) categorized wineries into tra-
ditional, educational, and comprehensive types. Traditional wineries
are primarily committed to grape and wine production. When tourists
visit these vineyards, they engage in winery tours, tasting and pur-
chasing wine; no special events or educational activities are arranged.
Educational wineries not only provide tours and wine samples, but also
offer classes and hands-on experiences that create greater wine-related
knowledge. Comprehensive wineries schedule activities in addition to
tours, wine-related workshops, and hands-on experiences, such as food,
lodging, and local sightseeing.

With regards to coffee, some researchers link its cultural aspects in
production and consumption with tourism (Stylianou-Lambert, 2011),
agritourism (Liu et al., 2017; Rogerson & Rogerson, 2014), and culinary
tourism (Kleidas & Jolliffe, 2010). Yun (2014, p. 35) explored the op-
portunities, challenges, and initiatives for coffee tourism in Ethiopia
and defined coffee tourism as follows:

Coffee tourism can be defined as a form of commodity tourism that
provides opportunities for tourists to engage in coffee experiences of

all aspects in places that contain unique nature and/or culture as-
sociated with coffee. It is not simply a combination of coffee and
tourism. Coffee tourism works as a development vehicle for people
or countries involved in the coffee industry. It can be conducted in
both rural and urban areas while providing benefits to coffee
growers and coffee workers.

Several researchers have recognized the potential of coffee tourism
as a development tool for local communities (Jolliffe et al., 2010;
Karlsson & Karlsson, 2009; Lyon, 2013; Rogerson & Rogerson, 2014).
For example, Karlsson and Karlsson (2009) examined coffee tourism
from a regional perspective and argued that it may help sustain the
economic and social bases in rural areas. Anbalagan and Lovelock
(2014) suggested that coffee offers a niche market through developing
various tourism activities associated with this product. Kastenholz et al.
(2012) argued that understanding how tourism experiences are sup-
plied and managed in rural destinations is essential to achieving sus-
tainable rural tourism development and the co-creation of tourism ex-
periences in terms of social, emotional, and symbolic dimensions is
important for enhancing visitor satisfaction.

Kleidas and Jolliffe (2010), based on Swarbrooke (1995), described
the range and diversity of coffee-related tourism in the following ty-
pology:

• Natural attractions (e.g., coffee-growing areas and landscapes).
• Human-made but not originally designed to attract tourists (e.g.,

historical coffee houses and traditional cafes).
• Human-made and purpose built to attract tourists (e.g., coffee mu-

seums).
• Festivals and special events (e.g., coffee festivals).

Jolliffe (2010) identified three basic types of coffee destinations.
Coffee-producing destinations are coffee plantations that are open to
visitors such as those found in Colombia. Coffee-culture destinations are
places where significant café cultures have emerged such as in Seattle,
Washington, and Vienna. Coffee-history destinations are associated
with the history of coffee production, sale and consumption as evi-
denced by the exhibits in the Bramah Tea and Coffee Museum in
London, and the Coffee Museum in Dubai.

More Taiwanese like are choosing to have leisure activities in rural
areas and coffee tourism has attracted more researchers' and destina-
tion marketers' attention in recent years (Huang, 2017). In the past two
decades, the Taiwan government and coffee farmers have devoted
much effort to the coffee industry. However, more in-depth investiga-
tion of the typology of coffee estates is needed to understand the con-
nection of coffee and tourism and the way these Taiwanese estates
create coffee destination experiences.

2.2. Tourism experiences

Coffee producers in many regions (Gathura, 2013; Sick, 2008;
Utting-Chamorro, 2005) face challenges in using coffee tourism for
economic benefit (Jolliffe, 2010; Karlsson & Karlsson, 2009). Huang
(2017) found that the destination brand as well as cooperative mar-
keting networks are important in coffee destination development.
Chandralal and Valenzuela (2013) suggested that DMOs should convert
marketing strategies from being highly focused on destination attri-
butes to ones emphasizing experiences. However, before the DMOs
modify marketing strategies to experience-based, the experiences need
to be more clearly understood? For example, what are the main attri-
butes of tourism experiences and should they be measured?

The investigation of tourism or tourist experiences is not new.
Cohen (1979) applied sociological theories to argue that tourist ex-
perience is not something essentially spurious nor superficial as pre-
vious studies had indicted. He proposed a continuum of types of tourist
experience (existential, experimental, experiential, diversionary, and
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recreational) that are associated with an individual's travel motivations,
highlighting the dynamic and complicated nature of a tourism experi-
ences. Mannell and Iso-Ahola (1987) discussed the “unique” and “in-
dividual” nature of an experience from a more psychological perspec-
tive and identified the imaginative, emotional, symbolic, aesthetic, and
appreciative attributes of leisure and tourism experiences. Since
tourism experiences are complex and dynamic, measurement of such is
a challenge for researchers. Therefore, recent studies have focused on
identifying the main dimensions related to a particular experience with
Pine and Gilmore (2011) pointing out that understanding the funda-
mental features of an experience is the basis for improving the success
of leisure and tourism businesses.

Arguing that the main product of the tourism sector is “service”,
Otto and Ritchie (1996) developed a scale of service experience in
tourism and tested it across three different tourism subsectors: hotels,
airlines, and tours and attractions. They found that “hedonics” was the
main dimension of service experiences and followed by peace of mind,
involvement, and recognition. More researchers started exploring the
factors characterizing memorable tourism experiences (MTEs) and the
destination attributes affecting MTEs (Chandralal & Valenzuela, 2015;
Kim et al., 2012; Kim & Ritchie, 2014; Tung & Ritchie, 2011). For ex-
ample, Tung and Ritchie (2011) emphasized that in addition to en-
couraging revisits and spreading positive word-of mouth, the elements
of what makes certain experiences special, spectacular, or truly mem-
orable are worth studying so that tourism planners can develop en-
vironments within which people can create their own MTEs. They
identified affect, expectations, consequential reality, and recollection as
the four key constructs of memorable experiences.

Extending Tung and Ritchie's (2011) work, Kim et al. (2012) defined
memorable tourism as “a tourism experience positively remembered
and recalled after the event has occurred.” They identified seven dis-
tinct dimensions with 24 items that characterize MTEs. The first di-
mension is hedonism, which asks the participants whether they felt
thrilled about the new experience, indulged in the activities, enjoyed
the experience or found it exciting. The second is novelty, which is
about whether the experience was unique, different from what they
have tried before, or furthermore, whether it was a once-in-a-lifetime
experience. The third dimension, local culture, is about social interac-
tion with residents and the impressions about the local culture and
people. The fourth component, refreshment, is related to the emotions
of visitors during trips, if they found the stay liberating, enjoyed a sense
of freedom, or felt refreshed and revitalized. The fifth dimension,
meaningfulness, allows visitors to evaluate if they think the experience
was meaningful, that they did something important or learned more
about themselves. The sixth dimension is involvement. Then visitors are
asked about their intentions, whether they visited a place they really
wanted to visit and/or did things they really wanted to do, and whether
they were interested in the main activities. The last component is
knowledge, checking if the visitors were able to explore, gain knowl-
edge, and find out something new about local culture.

Besides Kim's work, several scales are available to measure MTEs.
For example, the MTE instrument developed by Chandralal and
Valenzuela (2015) included ten experiential dimensions: authentic
local, novel, self-beneficial, significant travel, serendipitous and sur-
prising, local hospitality, social interactions, impressive local guides
and tour operators, fulfillment of personal travel interests, and affective
emotions. They further pointed out that the relative importance of these
dimensions differs according to the destinations' and travelers' demo-
graphic characteristics. Based on his first exploration, Kim's (2018)
extended his MTES and developed another scale related to measure
destination attributes associated with MTEs. He identified ten dimen-
sional constructs (i.e., local culture, variety of activities, hospitality,
infrastructure, environment management, accessibility, quality of ser-
vice, physiography, place attachment, and superstructure) affecting
MTEs.

As Kim and Ritchie (2014) pointed out that due to the phenomenal

growth of destination competition, effectively delivering significant
MTEs is critical for remaining competitive. Therefore, the current study
investigates the MTEs of coffee estate visitors. More specifically, what is
the major dimension of MTEs that influences them the most? Are there
differences between different types of coffee estate visitors? Based on
the literature review, the MTES developed by Kim et al. (2012) is so far
the most applicable and has been proven valid in several previous
studies.

3. Methods

This study adopted a mixed-methods approach with an exploratory
sequential design (Creswell & Clark, 2011), which is a qualitative ex-
ploration phase followed by a quantitative survey. The strength of
mixing both methods is that the qualitative and quantitative data
complement each other and provide a more holistic picture of the
tourism experiences and management strategies of coffee estates in
Taiwan.

3.1. Semi-structured interviews

The first phase employed semi-structured in-depth interviews with
coffee estate owners to develop a coffee estate typology. The purposive
sampling technique was used to select interviewees. Six coffee estate
owners were finally chosen because they have participated in a famous
coffee competition in Taiwan and were recommended by coffee experts.
The estates also fit the following three criteria: 1) open to the public, 2)
provide coffee experience activities, and 3) offer coffee tours.

Two professional trained interviewers visited the coffee estates from
October to December 2017. The interview questions included four
major categories: 1) marketing, branding, and management strategies,
2) touristic or experiential activities, 3) generational differences re-
garding methods of operation, and 4) influences of the estate and the
coffee tourists on the local community. All interview data were re-
corded and transcribed verbatim into NVivo software for further ana-
lysis.

Several techniques were used to ensure the accuracy of the analysis.
First, the research team performed a preliminary exploration by pro-
cessing each transcript independently. Second, independent researchers
identified the themes that emerged from the data and labeled the per-
vasive ideas related to characteristics, experiential activities, mar-
keting, branding, management, and operational strategies of the coffee
estates. Then, the team conducted an inter-coder agreement checks
through a series of discussions to verify the codes. Finally, the re-
searchers conducted thematic analysis, which compared and inter-
related themes across different coffee estates. Through constantly tri-
angulating different sources of information and literature, the analyses
were completed until the team could not find any new information
emerging from the data (Creswell, 2012).

3.2. Quantitative survey

In phase two, the study adopted Kim et al.'s (2012) memorable
tourism experience scale (MTES) to investigate the tourism experiences
with a large sample of visitors. MTES has been validated by several
empirical studies and has been proven as a reliable measurement scale
(e.g., Kim, 2018; Kim & Ritchie, 2014). Through the quantitative survey
based on MTES, the researchers were able to identify the most salient
dimensions of tourism experiences perceived by the coffee estate visi-
tors. Furthermore, the quantitative data collected from visitors com-
plemented the first phase interviews, which placed the emphasis on
owners' perspectives. The researchers also compared variations in
visitors' tourism experiences delivered by different types of coffee es-
tates.
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3.2.1. Instrumentation
Because the original scale is written in English, which is not the

predominant language in Taiwan, a two-step translation technique was
employed to preserve the reliability of each survey item across lin-
guistic boundaries. In the first step, one of the authors, a native
Mandarin Chinese speaker, translated the original English items into
Traditional Chinese. Two Chinese native speakers with high levels of
English proficiency were then hired to confirm the meanings of each
item. A face-to-face meeting was held with the two independent re-
searchers to verify the equivalency between the two linguistic versions.
After a thorough discussion, all the researchers came to an agreement
on the final Traditional Chinese version of the questionnaire.

All the measurement items were on a five-point Likert-type scale
from 1 (strongly disagree) to 5 (strongly agree). The first section of the
questionnaire collected the participants' background information. The
second section was composed of the seven MTES dimensions: he-
donism, novelty, social interaction and local culture, refreshment,
meaningfulness, involvement, and knowledge. The 24, five Likert-scale
items in the seven-dimension model are shown in Fig. 1. The ques-
tionnaire is included as Appendix A.

3.2.2. Data collection and analysis
The questionnaire survey was administered at the chosen coffee

estates. This enabled the researchers to record and compare the

differences of tourism experiences of different types of coffee estates.
The survey was self-completed using a purposive sampling technique.
Hard-copy questionnaires were sent to the coffee estate owners to dis-
tribute to visitors. Besides, digital questionnaires were sent to visitors
through online instant messaging (LINE) groups. As a result, the sample
consisted of 295 Taiwanese visitors. Based on the approach proposed by
MacCallum, Browne, and Sugawara (1996), the sample size is large
enough to reject a Type II error (the estimations based on the criteria of
alpha = 0.05, desired power = 0.80, RMSEA for H0 = 0.05, RMSEA for
Ha = 0.01).

The analyses followed an inductive strategy. Before conducting the
descriptive or factor analysis, all datasets were screened using SPSS
21.0 to test for univariate normality and missing values. First, all
variables were assessed for skewness and kurtosis. The results indicated
that no variable had extreme non-normality (Curran, West, & Finch,
1996). The data were examined using Little's missing completely at
random (MCAR) test in SPSS with a significant result (p < .01).
Therefore, all missing values were assumed missing at random (MAR).
The expectation-maximization (EM) algorithm, which has a relatively
unbiased parameter estimation, was used to impute the incomplete data
(Enders, 2001; Graham, 2009).

Since MTES has been validated by previous studies, confirmatory
factor analysis (CFA) instead of exploratory factor analysis (EFA) was
performed to test the hypothesized memorable-tourism-experience

Fig. 1. Hypothesized memorable-tourism-experience model.
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model (Fig. 1). Furthermore, to compare the latent mean differences of
first-order latent factors (hedonism, novelty, social interaction and local
culture, refreshment, meaningfulness, involvement, and knowledge.)
and second-order latent factor (memorable tourism experience) be-
tween two different visitor groups, the means and covariance structures
(MACS) approach within the framework of CFA modeling was con-
ducted using EQS. 6.3 software.

According to Byrne and Stewart (2006), at least two conditions
should be achieved to test the latent mean differences. First, for the
second-order model, equality constraints should be placed on all factor
loadings and intercepts of the observed variables. Specifically, the
forward (sequential constraint imposition) approach was used in which
a series of hierarchically nested CFA models were tested (Byrne, 2013).
This process examined the invariance of factor loadings and intercepts
across two samples. When the difference of the comparative fit index
(CFI) is smaller than 0.01 (Cheung & Rensvold, 2002), invariance across
groups is accepted. Secondly, the latent factor means for one group
must be fixed to zero, which operates as the reference group (the visitor
group of non-educational coffee estates was the reference in this study).
As a result, factor intercepts can be interpreted in a relative sense. The
statistical significance was determined by the z statistic (Byrne &
Stewart, 2006).

4. Results

4.1. Coffee estate typology

Currently, there are no travel agencies offering coffee tours in
Taiwan. Those who visit the coffee estates are coffee enthusiasts, par-
ticipating in organizational field trips, or merely passing by. Based on
the analyses of the qualitative data, the core activities provided by most
Taiwanese coffee estates are coffee experiential activities and estate
tours (Table 1). Few estates provide training courses and lodging ser-
vices. Furthermore, experiential learning activities mainly focus on the
plantations, and the roasting and tasting of coffee, which last for a half
to two days (Fig. 2). Consequently, visitors become more familiar with
the estate's own branded coffees. In addition, these activities vastly
increase the probability that visitors may buy the coffee product.

Based on the main activities and operation methods, the six visited
Taiwanese coffee estates were categorized into three types: traditional,
educational, and comprehensive. The traditional coffee estates con-
centrate mainly on their coffee plantations. As shown in Table 1, they
may provide estate tours or coffee tasting for visitors, but no design of
specific experiential activities is involved. Some are in remote areas and
people must make appointments in advance of their visits. Tourism is
not the main source of income for these estates. A similar phenomenon
was noted in Anbalagan and Lovelock's (2014) study for Rwanda. The
owners indicated that seasonality and the logistics of coffee tourism are
challenging especially when visitors came during harvesting seasons.

Educational coffee estates not only grow coffee beans but provide
visitors with tours and coffee samples. They also provide classes and
hands-on experiences to educate their guests about coffee-related

knowledge. For example, one educational coffee estate has received
several awards from coffee bean competitions, creating a notoriety that
attracts many coffee lovers. This estate offers courses on coffee farm
management and coffee roasting with more in-depth instruction. If
participating in the classes, visitors can gain first-hand experiences
working with the experts.

Comprehensive coffee estates have coffee plantations, coffee-related
activities, and offer meals and accommodations. For example, one of
the comprehensive coffee estates is located at Sun-Moon Lake, a very
popular tourist destination in Taiwan. After participating in experi-
ential activities in the coffee estate (not as sophisticated as the educa-
tional estates) many visitors also extend their trips to nearby tourist
attractions.

Based on the interviews, it was concluded that coffee tourism in
Taiwan is still in a relatively embryonic stage, compared to the tours in
Southeast Asia, which generally are extended into cafes in downtown
areas (Table 2). This is possibly because of travel agent and tour op-
erator involvement, and a higher proportion of international visitors.
The greater variety of activities accommodates much more diverse in-
terests, and possibly enhances visitors' memorable tourism experiences.
Presumably, the productivity, revenues and profitability of coffee es-
tates are also increased. However, this needs further analysis and ver-
ification.

4.2. Coffee estate marketing and branding

The management and operation methods of the Taiwan coffee es-
tates were analyzed through observations and in-depth interviews with
owners. Special attention was paid to exploring the marketing and
branding of coffee tourism experiences. Furthermore, the marketing by
the coffee estates was reviewed in terms of their products, pricing,
distribution channels, and promotions. Based on the themes emerged
from interviews, it was found that the owners focused mainly on
plantation and sales of coffee products rather touristic activities. The
three dominant themes are described below.

4.2.1. Culture has influences on brand building strategy (theme 1)
Most of the coffee estates in Taiwan are connecting themselves with

local cultures and blending them their brand to create uniqueness. The
names of the coffee estates usually reflect the connections of the estates
and local tribes, cultures, and geography. For example, an estate in an
aboriginal area, is adapting indigenous tattoos, images, arts and crafts
to simulate an aboriginal atmosphere. An estate in a community full of
legends, integrates relevant elements into the coffee experiences:

• I used the name of my tribe to be the first word of the coffee estate to
show my origin (Estate C owner).

• Our estate is near the source of water and full of legends, so we used
the word “legend” to name our estate (Estate E owner).

• We are the coffee estate of the highest altitude. So, I decided to
combine “lofty” and “peak” as the name of the estate (Estate B
owner).

4.2.2. Coffee tours ae nit just a “coincidence” and a way to relax (theme 2)
Most owners believe that travel agencies might get large commis-

sions from selling coffee tours and they will not benefit much from such
business deals. Therefore, they did not make conscious efforts to brand
their businesses for tourism since their principal focus is on plantations
and sales of coffee beans. For example, the owners of Estate A and B
said the following:

• We started to grow coffee beans because my family likes coffee.
Gradually, we thought it is a good idea that we can provide a place
and some experiences and share our coffee to coffee lovers. We are
not clear about what specialties we should create (Estate D owner).

• I started the coffee tours because I won coffee competitions. More

Table 1
Activities provided by the estates.

Types Coffee
estates

Activities

Estate tour Experiencing
(roasting and
brewing)

Training
courses

Lounge

Traditional Estate A •
Estate B •

Educational Estate C • • •
Comprehensive Estate D • • • •

Estate E • • • •
Estate F • • • •
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and more people would like to visit my coffee estate. So, I thought it
was a good idea to provide a space for visitors to learn coffee
knowledge. I didn't think about what elements I should include in
the coffee tour (Estate C owner).

The coffee tourism experiences in Taiwan are, therefore, extensions
from coffee estates, which were established to plant and sell coffee
beans. No strategic marketing and branding strategies for tourism are
evident. Most of the coffee estates are in rural areas and people visit
them during holidays. They generally provide relaxing environments:

• I hope that every visitor can enjoy a cup of coffee in a relaxing way
(Estate A owner).

• I expect that visitors can realize that we have good coffee in Taiwan
and have a better understanding of coffee (Estate F owner).

• I hope to provide food for thought for visitors to understand how

coffee is grown and brewed and consequently they can experience
the goodness of coffee afterwards (Estate C owner).

In addition, through teaching and sharing, the owners hope that
visitors not only get to know coffee better but also purchase their es-
tates' coffee beans. The following quotes from owners demonstrate
these points:

• I hope to provide a place to all the customers to forget the hustle and
bustle of urban life and relax themselves in my estate (Estate C
owner).

• Through all the experiencing activities to educate the customers to
cherish each cup of coffee (Estate B owner).

• The visitors used to feel that the beans produced in Taiwan are too
expensive for them to buy. However, after the estate visit, they
changed their mind and are willing to pay more for the coffee beans.

Fig. 2. Photos of coffee estate experience activities in Taiwan.

Table 2
Coffee tours in Southeast Asian countries.

Country Area Days Activities Sample links

Thailand Northern Thailand (Chiang Mai) 5–8 days Picking coffee beans
Washing coffee beans
Roasting coffee beans
Staying at the coffee village
Visiting some coffee shop at downtown

Clark (2011)
De Amour (2015)
De Amour (2016)
De Amour (2017)

Indonesia Bali Sumatra Bali
(1 day)
Sumatra
(3–4 days)

Picking coffee beans
Washing coffee beans
Roasting coffee beans

Levario (2016)
Ford (2016)

Vietnam Da Lat 2–4 days Visiting bean rack
The introduction and process of pea berry
Muskcat area
Visiting some coffee shop at downtown

Trip Advisor (2018)

Malaysia Borneo rainforest 2 days Experience the process of picking coffee beans and the way how they deal with the beans. C-trip (2016)
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(Estate E)
• I often tell the visitors to define the value of the coffee beans after

the trip around the estate. They are usually more than happy to buy
the coffee beans. (Estate F)

4.2.3. Word-of-mouth is the most powerful marketing tool (theme 3)
The localization of coffee estates results in differentiated products

while the businesses operate with a relaxing and educational approach.
Most of the coffee estate offerings are not connected with other tourism
products. This implies that the coffee tours are single-destination pro-
ducts, which visitors arrange by themselves or they are booked by other
(non-tourism) organizations. The coffee tourism experiences are si-
milar, which includes picking coffee beans, roasting beans, and brewing
coffee. Since the estates' core product is coffee beans, they hope that
visitors will buy the beans after their experiences. Coffee tasting is ar-
ranged as the final activity to pique visitors' intention to purchase. Also,
the price is lower than the coffee visitors can buy in markets at home.
The owners rely mostly on word-of-mouth promotion expecting that
visitors will make recommendations to friends and relatives, as re-
flected in these two owners' quotes:

• My estate became famous after I won several competitions. So,
through competitions, people got to know me, and they want to visit
my estate (Estate owner C).

• I don't like to spend money on commercials or social media because
if customers like our estate, they will post their experiences online,
which is sincere and effective (Estate owner D).

Interestingly, different marketing approaches were found for first-
and second-generation coffee growers. The first generation believes that
spending time to establish relationships with customers and lowering
the prices of coffee beans are the best ways of marketing. However,
younger- generation owners prefer to earn customers' recognition of
their products and utilize online selling.

• In the past, my father usually chatted with the visitors to build up
relationships and then he started to sell our products. My approach
is different that I immediately tell the visitors about the strength and
uniqueness of our products when they arrive so that they can make
decisions quickly. (Estate C)

• I emphasize on how to persuade the customers to buy our products,
but my father will reduce the price to sell the products. Thus, my
father and I need to communicate with each other about the pricing
strategies. (Estate D)

In general, the coffee estates in Taiwan are still operating as if in a
primary industrial sector, with the focus on plantation operations. They
assume that customers will buy their coffee if they have positive per-
ceptions of its qualities. Jolliffe, Kwan, and Yen's (2010) study on in-
ternational tourist experiences with coffee in Vietnam, found that over
half of their subjects would buy coffee-related souvenirs but few dedi-
cated coffee tours existed. They recommended that tour companies
develop coffee experience packages within the context of the culinary
heritage of Vietnam. However, to increase tourist motivations to join
coffee tours in Asia, both push (internal reasons) and pull factors
(destination attributes) should be considered when designing such ac-
tivities (Devesa, Laguna, & Palacios, 2010).

Another owner dilemma is that they cannot handle large numbers of
visitors due to a lack of manpower, which was also the situation
highlighted in Anbalagan and Lovelock's (2014) study. With such pas-
sive marketing approaches being adopted, only coffee enthusiasts or
those who participate in the tours arranged for them by their organi-
zations may visit coffee estates.

• Our estate also wants to receive more visitors; however, only my
father and I run this business now. We have some part-time workers

but not enough manpower to handle too many visitors. (Estate D)
• Tourists are not stable, so it is not cost-effective to hire one em-

ployee. If there are more visitors, we ask our neighbors to help us.
Sometimes, they are busy as well, so we have the problem of man-
power shortage. (Estate C)

Niche market tourism focusing on culture, food and wine are usually
designed to offer in-depth experiences and involve learning (Jolliffe,
2010). This challenges the coffee estates to provide well-trained, hos-
pitable tour guides and skilled coffee course instructors. The coffee
estates in Taiwan implicitly apply “sensory marketing”, which involves
visitors' smell, taste and touch in the activities provided (Krishna,
2011). Almost every visited estate has coffee tasting to impress visitors
with the aroma of ground coffee beans and freshly brewed coffee.
However, more active marketing strategies are needed to effectively
promote coffee tours and the sustainable development of the local
communities.

4.3. Results from visitor survey

4.3.1. Respondents' profile
A total of 420 questionnaires were distributed (between May 10 and

August 10, 2018) and 295 valid completed forms were collected, for a
response rate of 70.2%. As shown in Table 3, the sample is slightly
skewed toward female 56.3%. Most respondents were between 46 and
64 years old (47.5%), followed by 30–45 (31.2%), and 19–29 (15.6%).
Some 62.7% spent less than NT$10,000 on trips and 22% spent
NT$10,000 to 20,000. Only 22 subjects (7.5%) stated that they visited
alone; 34.9% were with friends, 26.4% with their spouses, 16.6% with
organized group tours, and 11.5% with family or relatives. A majority
(69.8%) drove their own (69.8%) or rented (11.5%) vehicles to the
coffee estates. Public transportation was used by 15.3%.

Regarding the attributes of visits to coffee estate, 52.5% visited
coffee estates serving educational purposes; 24.7% to comprehensive
venues; and 22.7% to traditional coffee estates. Day trips to coffee es-
tates were made by 78%, while the other 22% spent a night at or near
the coffee estates. Those who stayed over used various accommodation
types.

Considering the participation in experiential activities, some 68.5%
said the visits deepened their knowledge on coffee planting; 64.1% had
the chance to learn more about coffee processing methods; and 59.3%

Table 3
Demographic and trip characteristics of Taiwan coffee estate visitors.

Characteristics Categories Distribution

Gender Male 129 (43.7%)
Female 166 (56.3%)

Age Under 18 years 7 (2.4%)
19–29 years 46 (15.6%)
30–45 years 92 (31.2%)
46–64 years 140 (47.5%)
65 years or above 10 (3.4%)

Travel expenditures < NT$10,000 185 (62.7%)
NT$10,001–20,000 65 (22%)
NT$20,001–30,000 25 (8.5%)
NT$30,001–40,000 8 (2.7%)
NT$40,001–50,000 8 (2.7%)
> NT$50,001 4 (1.4%)

Travel party Alone 22 (7.5%)
Husband/wife 78 (26.4%)
Boyfriend/girlfriend 9 (3.1%)
Friends 103 (34.9%)
Family 34 (11.5%)
Organized tour 49 (16.6%)

Mode of transportation Airplane 10 (3.4%)
Own vehicle 206 (69.8%)
Rental vehicle 34 (11.5%)
Public transportation 45 (15.3%)
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found how to tell the quality of coffee beans. Furthermore, learning
about how to properly brew coffee was cited by 47.1%; and 43.1%
mentioned experiences making coffee by hand. Other experiences were
trying coffee evaluation (39.7%), experiencing coffee bean picking
(39%) and roasting (32.2%), and learning about coffee roasting
(29.5%).

4.3.2. Confirmatory factor analysis, reliability, and validity
Since MTES has been proven as a theoretical rigor model, the first

step in the analysis was to validate the hypothesized model (Kline,
2014). CFA was performed to test if the sample of this study fit the
proposed model. The results showed that value of Mardia's normalized
estimation was 62.28, which is larger than the cutoff value 5.00
(Bentler, 2006). This indicated that the data had a positive kurtosis.
According to Byrne (2013), the robust estimation should be performed
in EQS in this situation. Therefore, Satorra-Bentler (S-B) scaled statistics
instead of the maximum likelihood (ML) parameter were reported. The
results of the CFA suggested that the data fit the proposed model
properly (S-B χ2

(245) = 354.663; p < .01; SRMR = 0.051; CFI = 0.950;
RMSEA = 0.048 with 90% C.I. = 0.040, 0.056). The higher-order
factor, memorable tourism experience, accounted for all covariances
among the seven first-order factors.

As Table 4 shows, factor loading of all measurement items ranged
from 0.646 to 0.849, exceeding the cutoff value of 0.45 (Tabachnick &
Fidell, 2007). Therefore, all measurement items fit the underlying la-
tent constructs well. Two reliability coefficients indicated that the
measurement scale had high internal consistency (Cronbach's
alpha = 0.95 and reliability coefficient rho = 0.96). Besides, the

composite reliability (CR) of the seven constructs tested was larger than
0.70, also demonstrating satisfactory reliability. The average variance
extracted (AVE) of all factors were > 0.50, indicating that the validity
of the hypothesized model was also supported (Fornell & Larcker,
1981). A summary of the mean, standard deviation, factor loadings, CR
and AVE of the model is shown in Table 4.

The results disclosed that Taiwanese visitors were satisfied with the
coffee tours and experiential activities offered by the coffee estates.
Specifically, the visitors were satisfied with over 90% strongly agreeing
or agreeing with every item in the MTES (Table 4). Only two items had
average scores below four. Regarding the loadings of first-order factors
on the second-order factors (MTEs), the highest regression coefficient
was for meaningfulness (0.537), followed by novelty (0.508), involve-
ment (0.508), and knowledge (0.467). This indicates that, for coffee
estate visitors, meaningfulness explained more variance in MTEs than
the other six factors. Thus, it was concluded that coffee estate visitors
are more concerned about the meaning and importance of the tour,
which is different from other types of leisure tourists who consume
travel products mainly for hedonic purposes (e.g., Hirschman &
Holbrook, 1982; Miao, Lehto, & Wei, 2011). If the coffee estate owners
want to impress visitors, they should not focus on developing activities
that just for fun. Instead, they should guide the visitors to see the
meaning of the procedures of coffee production and inform the visitors
about the significance of participation in the coffee tours to them.

Three other components with high loadings, novelty, involvement
and knowledge, could be attributed to the activities such as the coffee
farm tour, coffee bean picking, and roasting exclusively in coffee es-
tates, even if most people have experience in brewing and tasting coffee
by themselves. Together with the new knowledge about coffee planta-
tions shared by owners, visitors more fully understand the growing of
coffee from farm to table. In contrast to the informal and spontaneous
pursuits of people in rural areas (Frochot, 2005), visitors to Taiwan's
coffee estates in general actively participate in activities designed by
owners and interact with locals to co-create tourism experiences, which
fulfills their expectations for coffee tourism.

Jolliffe (2010) pointed out that many coffee farm owners view
coffee tours or experiential activities as important opportunities to
educate their customers about how various procedures make the dif-
ferences that distinguish great coffees from each other. Meanwhile,
scholars point out that learning new skills or gaining knowledge are the
main motivations that drive tourists to visit leisure farms (Wu, 2015).
For example, Jou and Wu (2003) found that “continuous learning and
development” is one of the five most significant motivations of leisure
farm visitors, especially for single tourists. Since coffee estate tourists
can be seen as one type of leisure farm visitor (Chang, 2003), the cur-
rent study further compared if any dimension and the overall MTEs of
educational coffee estate visitors are different from visitors to other
types of estates. The results are presented in the following section.

4.3.3. The differences of MTEs between educational and other coffee estate
visitors

To compare the differences in the seven dimensions of MTEs be-
tween educational coffee estate visitors and others, visitor data of
educational coffee estates was extracted from others. Secondly, ac-
cording to Byrne (2013), the mean of latent factors can be compared
only if the model satisfy the following criteria: (1) configural in-
variance, (2) measurement (factor loading) invariance, and (3) inter-
cepts of measured variables invariance. As Table 5 shows, all the CFI
differences are less 0.01 (Cheung & Rensvold, 2002); therefore, the
equivalence of the model across the two visitor groups was validated.
As a result, the subsequent testing for differences of means in the first-
order (hedonism, novelty, social interaction and local culture, refresh-
ment, meaningfulness, involvement, and knowledge) and second-order
latent factor (MTEs) was proceeded. The visitors of non-educational
coffee estates (traditional and comprehensive) were selected as the
reference group and fixed to 0. As such, the factor means of the

Table 4
Summary of measurement model parameters.

Constructs Items Mean (Standard
deviation)

Factor
loading

Composite
reliability

AVE

First-order factors
Hedonism HEDO1 4.34 (0.617) 0.713 0.855 0.596

HEDO2 4.31 (0.587) 0.775
HEDO3 4.37 (0.576) 0.810
HEDO4 4.38 (0.559) 0.787

Novelty NOVE1 4.11 (0.771) 0.701 0.814 0.523
NOVE2 4.21 (0.620) 0.771
NOVE3 4.22 (0.700) 0.726
NOVE4 4.27 (0.690) 0.693

Local culture CUL1 4.29 (0.600) 0.843 0.810 0.590
CUL2 4.01 (0.764) 0.646
CUL3 4.34 (0.576) 0.802

Refreshment REFRE1 4.28 (0.643) 0.787 0.860 0.605
REFRE2 4.24 (0.636) 0.773
REFRE3 4.14 (0.683) 0.772
REFRE4 4.11 (0.663) 0.780

Meaningfulness MEAN1 3.92 (0.735) 0.840 0.856 0.665
MEAN2 4.04 (0.718) 0.793
MEAN3 3.89 (0.803) 0.813

Involvement INVOL1 4.21 (0.715) 0.746 0.783 0.546
INVOL2 4.26 (0.657) 0.720
INVOL3 4.25 (0.597) 0.751

Knowledge KNOW1 4.24 (0.618) 0.849 0.842 0.640
KNOW2 4.34 (0.598) 0.763
KNOW3 4.24 (0.631) 0.785

Second-order factor

Memorable Tourism experiences Hedonism 0.374
Novelty 0.508
Local culture 0.371
Refreshment 0.407
Meaningfulness 0.537
Involvement 0.508
Knowledge 0.467

All items loaded on significantly to their respective constructs at p < .001;
AVE = Average variance extracted.
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educational visitors were assessed to reflect the differences of MTEs
between the two groups.

Table 6 shows the estimated value shows significant mean differ-
ences between educational and non-educational coffee estate visitors on
both lower-order factors and the higher-order factor. Specifically, the
results suggested that local culture and knowledge are two dimensions
that educational visitors care about. Furthermore, the positive esti-
mated value suggests that educational visitors have more memorable
experiences than the visitors of other types of coffee estates. These re-
sults may be because educational coffee estates concentrate on pro-
viding professional knowledge of coffee and local culture to the public.
For example, the educational coffee estate in this research, the Zo-chu
Garden, integrates many aboriginal images of Zo-chu in its coffee bag
design. The owner always reminds the visitors that the tribe is dis-
tinctive and nearly extinct, so people should cherish aboriginal people
and their culture. In addition, he has won many championships in
coffee bean contests and people are attracted to see and learn from him.
It is perhaps not surprising that, knowledge and local culture are the
most highly rated memorable experiences for educational coffee es-
tates.

5. Managerial implications for rural Taiwan coffee estates

The goal of this research was to analyze the tourism experiences
offered by coffee estates in Taiwan, from both the supply and demand
perspectives. Interestingly, although coffee tourism was judged to be in
an embryonic stage, visitors were very satisfied with their coffee estate
experiences along all dimensions.

5.1. Experiences offered and challenges facing Taiwan coffee estates

How to the coffee estates create visitor experiences? Most of the
coffee estates in Taiwan are in rural areas where local culture and
natural scenery are preserved. As a result, many coffee estates build
visitor experiences and their brands based on the local culture and
surroundings. The local culture is presented in new forms, so guests can
learn more about it. This matches Mason's (2008) statement that by
developing tourism, rural areas can preserve and revive traditional
culture.

The Taiwan coffee estates still operate mainly on selling coffee
beans with tourism experiences being a secondary consideration.
Experiences are mainly offered so guests gain more coffee knowledge,

making them more willing to buy the estates' coffee beans. Generally,
there are no other specific tourism marketing activities. Most existing
coffee estates have capacity limitations in space, personnel, skills and
techniques. Each venue can only host a limited number of guests at a
time, and it is difficult for coffee estates to promote at a larger scale.
Having more guests than they can handle might result in negative im-
pacts. This reflects Anbalagan and Lovelock's (2014) comment that
coffee estates lack the ability to respond to large volumes of guests due
to insufficient manpower.

Generally, coffee estates in Taiwan gain recognition from taking
part in competitions as with other agricultural products. This approach
is flawed since coffee contests normally only attract the attention of
coffee enthusiasts, and broader exposure is not created. With such a
limited portfolio of marketing activities, coffee tourism in Taiwan is
highly vulnerable to market fluctuations. If coffee popularity declines
or if domestic and international tourism weaken, this will seriously
undermine the viability of small-scale coffee estates. Taiwan's coffee
estates must significantly improve their marketing and branding prac-
tices – they currently do not have “the right brew.” There are numerous
opportunities to improve branding and expand marketing activities.
Building multi-activity and multi-destination packages is one important
option, especially in offering combined tickets or offers with nearby
popular attractions. As Clancy (2008) proposes, professional travel
agents and tour operators will expand the sales of these tours and
packages to their client base. Collaboration among these coffee estates
in joint marketing will be highly beneficial as well, perhaps following
the product club model that is popular in Europe (e.g., the Wine Routes
of Spain). Undoubtedly, the coffee estates must make much greater use
of all forms of digital marketing and particularly social media.

5.2. The niche market of Taiwanese coffee estate tourism

What then, given the status and challenges, are the prospects for
Taiwan's coffee tourism? The survey results reflect a high degree of
satisfaction with visit experiences at the Taiwan coffee estates. The
hedonism, knowledge, and involvement MTES' dimensions are highly
rated. The results support Chandralal and Valenzuela's (2013) sugges-
tions that tourist destination marketing should shift marketing strate-
gies from highly focused on destination attributes to experiential as-
pects such as opportunities for social interactions and creating feelings
of pleasure and arousal.

Taiwan is relatively convenient, safe, and secure when compared to
other Asian, South American, and African countries where coffee ori-
ginates. It takes less than three hours to reach most of the coffee estates
from Taipei or two hours away from any major city on level paved
roads, and the visit experiences can be carried with an absence of
danger or physical injury. South American and African estate guests
often must ride in jeeps over rugged mountain paths and be protected
by armed security guards. This may represent a major competitive
advantage for coffee estate tourism development in Taiwan.
Additionally, the coffee market in Taiwan is undergoing steady growth
and Taiwanese have more knowledge about coffee than before. Since
many of the tours in Taiwan's coffee estates have educational purposes,

Table 5
Tests for invariance of MTES hierarchical structure: goodness-of-fit statistics.

Model S-B χ2 df CFI a SRMR RMSEA a ΔCFI b

1. Configural model 708.045 490 0.936 0.066 0.055 –
2. First factor loading invariance model 728.203 507 0.935 0.070 0.055 −0.001
3. First and second order loading invariance model 736.418 514 0.934 0.081 0.054 −0.002
4. First order intercepts invariance model 782.150 538 0.932 0.081 0.057 −0.004
5. First and second order intercepts invariance model 777.544 537 0.932 0.081 0.055 −0.004

ΔS-B χ2 was calculated with corrected S-B scaling difference (Satorra & Bentler, 2001).
a Value based on robust estimation (Satorra-Bentler scaled χ2).
b The result is significant at p < .01.

Table 6
Tests for latent mean differences.

Model Difference estimate z-value

First-order factors
Local culture 0.174 2.692⁎
Knowledge 0.238 3.656⁎

Second-order factor
MTEs 0.280 2.289⁎

⁎ p < .05.
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the future has great potential and room for further development. New
tourism in Asia will result from the expansion of niche markets in the
future.

5.3. Managerial and public-sector recommendations

What needs to be done to further the potential of coffee tourism in
Taiwan? This investigation recommends that the sustainable develop-
ment of coffee estate tourism in Taiwan requires attention and sig-
nificant improvement. The specific suggestions are: increasing and
improving marketing and branding by government-run DMOs; devel-
oping an integrated tourism supply system and value chain in areas
containing coffee estates; creating new coffee tour products with travel
agencies and tour operators; and establishing education as the key
selling point of coffee estates. These four initiatives will contribute to
solving some of the challenges Taiwanese coffee estates are currently
facing, while continuously developing the niche market of coffee estate
tourism.

5.3.1. Increasing and improving DMO branding and marketing
All DMOs are departments of government in Taiwan. After the de-

vastating earthquake on September 21, 1999, the Taiwanese govern-
ment deployed the One Town One Product (OTOP) policy to encourage
towns to come up with their own unique products, in turn enhancing
the economic conditions of locals and communities. This policy gave
new life to the Taiwanese coffee sector, which was virtually ignored for
a long period of time. As the economy around coffee grew in Taiwan,
coffee consumption expanded in Asia and worldwide; famous brands
became household names. Coffee production and consumption as an
enabler of tourism, recreation, and leisure accompanied this trend.

Taiwanese government agencies, whether in economic develop-
ment, tourism or agriculture, should take inventory of the tourism re-
sources and the special features and advantages of coffee estates in each
region of the island. A tourism map geo-referencing and describing
coffee estates should be created. A Taiwan coffee trail or circuit could
be created, or product club or cluster of coffee estates established.
These types of initiatives will help increase domestic and international
visitors to Taiwan's coffee estates.

5.3.2. Developing an integrated tourism supply system and value chain in
areas containing coffee estates

The supply system of tourism products mainly consists of tourist
attractions, transportation systems, sightseeing service facilities, pro-
motions, and tourist information (Gunn, 1994). However, most of
Taiwan coffee estates are free-standing venues, unconnected to other
attractions and players in the tourism system and value chain. Complete
and integrated sightseeing systems should be established by strength-
ening the concept of a tourism community and making modifications
such as adding food and accommodation so coffee estate guests extend
the length of their stays, thus consuming more and enhancing local
economies.

5.3.3. Creating new coffee tour products with travel agencies and tour
operators

Generally, the owners of Taiwanese coffee estates hold negative
opinions on travel agencies. They perceive working with such agencies
will lower their profits and may also result in poorer guest experiences.
However, travel agencies in Taiwan and elsewhere have substantial
client bases, along with well-established supplier relationships and
distribution channels. They are professionals in the field of tourism who
clearly recognize how to satisfy the needs of their clients; and this is
what coffee estates generally lack. Jointly working with travel agencies
to create new coffee estate package tours that are advertised through
agencies' networks will increase business. This can provide a stable
source of visitors to coffee estates, so they will have sufficient profits to
increase manpower and create more career opportunities for local

communities. Finally, Taiwanese coffee estates often have difficulty in
communicating with foreign guests due to language and cultural dif-
ferences. The professional capabilities of travel agencies can help
eliminate such problems and expand the estates' international business.

5.3.4. Establishing education as the key selling point of coffee estates
The measurement of MTEs revealed that guests had high levels of

satisfaction with the educational services provided by coffee estates. It
might be assumed that coffee estate guests are motivated to acquire
coffee-related knowledge. Thus, in the future, coffee estates can start
from education and design activities or classes related to coffee know-
how. This will raise guest satisfaction and market competitiveness.

6. Limitations and future research needs

This research analyzed the tourism experiences in coffee estates in
rural Taiwan. The owners of the venues were interviewed in depth,
while their guests completed a mainly closed-ended survey ques-
tionnaire based on MTES. Theoretically, this research successfully re-
plicated previous applications of MTES and indicated its flexibility of
use in a variety of different tourism contexts.

More qualitative research with coffee estate guests and coffee lovers
are still required to determine whether the coffee estate brands estab-
lished by the Taiwan owners are recognized and fit consumer needs and
expectations.

The coffee estates that currently can accommodate most guests are
those of the educational type, and most completed questionnaires came
from these estates. The fact that the survey could not be evenly dis-
tributed to all types of coffee estates for comparison and analysis is a
limitation.

Another generator of the high levels of guest satisfaction in this
survey was the interaction with local citizens. However, the nature and
details of these interactions were not deeply analyzed in this research.
Future studies should delve further into this factor and to suggest ways
to link coffee estate tours with overall community development and
tourism cluster creation.

This analysis reveals there is great scope for more research on coffee
tourism worldwide. One of the major research questions to be ad-
dressed is why coffee as a highly popular beverage has not enjoyed the
high levels of tourism development and marketing as have tea, wine
and some other alcoholic beverages, and why coffee has not attracted
more tourism research attention. In this respect, future researchers
could start from the demand side and examine coffee estate marketing
and product development from the guest perspective to define tourism
service and product gaps and opportunities.

This research treated all visitors as being the same and there was no
attempt made to segment the coffee estate visitor market. Future
scholars should attempt to segment this market as there are known to
many different groups of coffee drinkers and enthusiasts.

In addition, revisit intention should be measured and its relation-
ship with experience satisfaction. Tours to coffee estates can deliver
rich knowledge, but does greater understanding influence guests' in-
clination for or frequency of repeat visits? It will be useful to identify
other innovative experience programming, apart from educational ac-
tivities, that will make guests want to return to coffee estates.

Finally, as coffee estate tourism is not limited to Taiwan but is
flourishing in other Asian countries such as Vietnam, Thailand,
Indonesia, and Malaysia, comparisons among different countries' ap-
proaches would be valuable additions to the tourism and hospitality
literature.
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