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ABSTRACT

This chapter explores the evolving landscape of niche tourism, focusing on the rise of micro-​niches as 
a response to the demand for authenticity, personalization, and sustainability within the tourism sector. 
As consumer preferences shift towards unique experiences, niche tourism is emerging as a vital indus-
try segment that caters to specific interests, such as wellness, cultural immersion, and dark tourism. 
By leveraging technological advancements, including big data analytics, augmented reality (AR), and 
virtual reality (VR), destinations are able to create immersive and engaging experiences tailored to niche 
audiences. However, challenges remain in balancing economic growth with sustainability, as destina-
tions must preserve cultural integrity and natural resources while meeting increasing tourist demand. 
This chapter also examines practical strategies for destination managers, marketers, and academics 
to optimize niche tourism's growth potential, emphasizing responsible and inclusive tourism practices.

INTRODUCTION

Tourism has evolved into an increasingly dynamic and diversified industry, shaped by shifts in con-
sumer preferences and the rapid development of digital technologies. These innovations enable more 
personalized experiences and foster the growth of niche tourism, which has become a significant trend in 
response to demands for authenticity, personalization, and sustainability (Bunghez, 2021). Niche tourism 



offers alternatives to mass tourism by focusing on unique, transformative experiences that allow tourists 
to engage more deeply with both the destination and its local culture (Adriana, 2019).

Defined by its appeal to specific tourist motivations and interests, niche tourism encompasses a variety 
of segments, including health tourism, immersive experiences, sustainable tourism, and dark tourism 
(Ağazade, 2024; Proos & Hattingh, 2022). This type of tourism plays a crucial role in diversifying and 
revitalizing local economies while promoting the sustainable development of tourist destinations. Its 
connection to sustainable development has been extensively explored, particularly in terms of how niche 
tourism supports the Sustainable Development Goals (SDGs), protects biodiversity, and uplifts local 
communities (Abirami et al., 2024).

Changing consumer preferences, marked by a greater emphasis on environmental awareness and so-
phistication, further underscore the relevance of niche tourism. Menchenko and Javed (2023) argue that 
tourists increasingly value destinations that provide a seamless integration of memorable experiences with 
respect for the environment. By offering these unique experiences, niche tourism not only contributes 
to environmental protection but also stimulates the economic revitalization of rural and underdeveloped 
areas, as evidenced by dairy tourism models in agricultural regions (Tengli et al., 2023).

Health tourism has also experienced rapid expansion, driven by growing demand for medical treat-
ments and wellness services in specialized destinations. This niche has had a direct economic impact by 
attracting tourists seeking healthcare while also contributing to local development through infrastructure 
improvements (Ağazade, 2024). Similarly, dark tourism, which focuses on sites associated with tragedy 
and historical memory, serves an educational function, fostering reflection on past events and drawing 
tourists interested in cultural and historical narratives (Proos & Hattingh, 2022).

The COVID-​19 pandemic introduced unprecedented challenges to the tourism sector, accelerating the 
adoption of digital technologies and virtual platforms. This transformation has reshaped how knowledge 
is shared, and business tourism operates, particularly by providing new opportunities for collaboration 
and innovation through digital solutions (Coutinho, 2024). While ensuring the continuity of the industry 
during the pandemic, this shift toward digitization has also created new possibilities for the growth of 
niche tourism segments that leverage technology to offer more immersive and accessible experiences 
(Coutinho, 2024).

In conclusion, niche tourism represents one of the most promising future trends in the global tourism 
industry. It caters to the growing demand for personalization, authenticity, and sustainability by focusing 
on individual experiences and harnessing emerging technologies. As such, niche tourism is poised to 
reshape not only tourist destinations but also the ways in which tourists interact with the world around 
them (Adriana, 2019; Bunghez, 2021).

LITERATURE REVIEW

The concept of niche tourism has significantly evolved over recent decades as tourists have become 
more discerning and conscious of their preferences. As a result, subcategories within niche tourism have 
emerged to cater to increasingly segmented audiences. Unlike mass tourism, which often homogenises 
experiences, niche tourism is characterised by specialisation and personalisation. This development has 
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