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on Scientific Knowledge Mapping
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Abstract: Digital technology is strong support for the high-quality development of tourism and an
effective way for tourism suppliers to survive in the fierce market competition. To grasp the hot spots
and trends of tourism digitalization research, 399 documents from Web of Science core databases
(SCI, SSCI) are visually analyzed through Citespace software to summarize and sort out the progress
of international research on tourism digitalization in the past 20 years, including the focus, hot spots,
methods and chapters of international research on tourism digitalization. At the same time, two types of
research themes ( i.e., tourism digital industry model innovation and impact, hotel digital
transformation and digital technology application ) and three types of research models (i.e.
management research, economic research and tourism big data research) are summarized and analyzed
for international research on tourism digitalization.
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