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Review and Future Prospect of Tourism Digital Marketing Research

Based on Web of Science and China National Knowledge Network Database

XIANG Guopeng, BI Fengyu
(School of Tourism and Urban and Rural Planning,
Zhejiang GongShang University, Hangzhou 310018, Zhejiang, China)

Abstract: With the advent of the digital age, the research results in the field of tourism digital
marketing increase rapidly, but the overall review of the research status has not been made, which is
not conducive to the in — depth promotion of the research in this field. Based on the review of 143
Chinese literature and 278 English literature, this paper systematically summarizes the current research
status of tourism digital marketing from four aspects: tourism market research, tourism product
strategy, tourism pricing strategy, tourism promotion and channel strategy, On this basis, combined
with existing research problems, it is proposed that future academic circles can conduct in — depth
research from the aspects of constructing digital marketing mix framework, studying tourism product mix
and pricing, promoting tourism digital content marketing, and exploring the multiple roles of tourists in
digital marketing.

Keywords: tourism digital marketing; research hotspot; research status; future outlook



