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Coffee Culture: Local Experiences, Global Connections
           Coffee culture refers to a collection of traditions and social behaviors surrounding coffee drinking, mainly as a social lubricant. It entails cultural diffusion as well as the acceptance of coffee as an extensively consumed lubricant. Small world theory denotes the impression that two people will be interconnected via various intermediaries. Coffeehouses are places that gained popularity for social interactions among different people. The paper’s thesis is to meticulously demystify coffeehouses' popularity by explaining how the “Small World” theory relates to this notion.
Catherine Tucker examines the way coffee has attained omnipresence in daily life. She identifies three reasons to explain the popularity of coffeehouses. Foremost, they offer a relaxed social space where people can gather with friends and discuss various issues. Coffeehouses provide a uniquely calm atmosphere necessitating ample social interactions. Tucker also identifies that coffeehouses offer a flexible work location where people with flexible jobs or self-employment yearn for a relaxed atmosphere to perform their tasks. The statement supports this, “today, coffee shops retain a reputation as social meeting places, but depending on their location and clientele, may also be places for study, relaxation, or simply to grab an invigorating drink (Tucker, p.7).”  Besides, she states that coffee outlets offer ample places where informal meetings and discussions can be held. Since coffee shops have a relaxed ambience by creating a warm and homely feel, people frequent the joints.
           Small world theory is etched on the notion that two individuals will be connected via various intermediaries. It relates to the popularity of coffeehouses in the modern day in myriad ways. Coffee shops or outlets have become recognized as places where people socialize with other people concerning political debates, have free social expression, and hold intellectual discussions. Coffeehouses are frequented by many people unbeknown to everyone, and they may engage in talks or discussions and the process they form friendships as they get to introduce one another to their friends. This is supported by Tucker’s statement, “most of us have had moments of experiencing society as a small world such as learning that someone we met has a friend who grew up in our neighborhood (Tucker, p.7).”
           The experiences in the coffee world that would support the small world theory are significant. Modern cyber cafés have resorted to providing internet access to its customers to ensure that they experience “small worlds.” This has significantly helped people readily access free or low-cost internet access and communicate with others in remote areas. Tucker opines that “the internet allows coffeehouses to extend their reach as places of social interaction and centers to exchange news and information (Tucker, p.9).” Various experiences contradict the small world theory. For instance, the idea of a small world is considered a theory coined by humans to envision small worlds to ensure that the world looks more understandable. It is utilized to perceive that coffeehouses are responsible for providing opportunities and offering familiar items to customers worldwide, like in the hometowns. However, coffeehouses have been embraced niche marketing where they identify their customers and provide them with a variety of services, ancillary products as well as different blends of coffee. Nonetheless, not all the customers’ will be reached as some have a low preference for the services or products provided by the coffeehouses. Tucker postulates that “by providing internet access, cyber cafés opened new horizons for coffeehouse customers to experience the small world.” The readily accessible internet can be used by consumers who visit the coffeehouses to interact with other people online. 
Conclusion
           Over the years, coffeehouses have embraced significant expansion. Many coffee outlets or shops have been established in regions where they were once rare or non-existent. The globalization of consumer culture, increasing appreciation of high-quality coffee, ambient relaxation spot, and ample location for socialization have exceedingly contributed to the expansion of the coffeehouses. Moreover, the coffeehouses have led to a small world as consumers from different places in the world can be provided with various services and ancillary products of their choice. Also, coffee shops have provided a small world to their clientele by offering them low-cost internet access. Hence they can interact and socialize with their friends or family members using Skype and other social media platforms such as Twitter, Facebook, Instagram, and WhatsApp.
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