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SRS TR 22 AR B 5 v 2 1A FH (Xiao
& Smith,2006; Tribe & Xiao,2011) , A~ W i 25 B
SR T Y 0 3 J = S T T AR R N R T
(Van Doren & Heit,1973) , £ X% 1] ) 09 AH SC I 5 9%
AR SR XF BT 0T 5 40 3 1) 3 22 S R (Van Doren 5%,
1994) , Weiner (2001 )3\, 2 AR WPl =T A
Uifie, B % H A E 0 R R HR A A 7SS R
4%, FLUR =X B 5% RN AR R R 43 A5 2, DA 4
LU LRI B 4, B a2 A AN B AT HRRE T4 it
WA s Hall (2005 ) 45 i, 2 AR IR LUK =42 IR
B R 8% 0 ) i, BT 2 IR B 28 AR ek, i 2 IR
A PIRBLAG , (U2 RS N TERRTEAE ST, B
FE L2 AR PIAH ST B RO S R AR IR iF

WFFERIPRA R A2 B B, W] 3 S 2% —— W A
B R3] ) 250 o —— S iR

%5 HH7:2016 - 04 - 25

A = AN R 25 WY 9 R A B B9 05 T, Cheng
S5 (2011) [mIE 1 59 A4S i AH OC 1 [l B 49 1) 1) 2%
J&e , 280N AR T 20 42 80 4EARLUG , BUI T
TAS B (0] 9970 30 60 PR FR 1) I3 B, DA A B ) )
AR I TR I 5T B A 1) 5 AL s oL
W) 3 S5 )7 T, Xiao & Smith (2006 ) SR I A 75
SWT, BF 55 T 20002004 4F F| % 7€ ( Annals of
Tourism Research) ( L1 F & Bk ¢ ATR)) . { Tourism
Management) ( LA & FR{ TM) ) F1{ Journal of Travel
Research) (AT fij #RCJTRY ) G 0F 58 A9 3, H
(%) TR 58 401 B 9 1 B 9 N g P T e e i 5
RITHOL . Page(2009) 75 [ B A7 < 2 F 58 2 R i
RGN K oA [E PR B 24 ] Fil——( The Lancet) [+
(AR AT B 27 ST, DA [l i A7 B2 2 %) iy o2 s Halll &
Page(2009) Hi Bl T 1998—2007 45 % 3 1 14 Mo H
O] b i T ) SCRE [ B 2 A R A
T liE 9% & & i) 51k ; Benckendorff & Zehrer (2013 )

« BE T : [H 5 [ AR A & o I8 PR RO R 20 W ) S TB) BRI 5715 3523 [l SIERITFE ™ (41571132) 5 [E SR 5
T3 A TRWETEA TR Bk = A3y B Wl 5 S B b R e B AR W7 ™ (WMY C20151033)
PEZ®IAT: (1985 =), 3, ARGEF A TR AR W ST TR 19 SRkl 5 22 A8 B, E-mail :81386182@ qq. com,
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i FRI S BT J7 R 5T T 1996—2010 4R [1] F 478
CATR) {TM) FICITR) A28 SCHE B , SO HS i e o
TR B 2% 5 B O 52 ) 7 B AR o TR0 1Y) 2
SO R B 32 R 5K 5 T, Swain 5 (1998 ) | Xiao
& Smith (2006) ,Tribe & Xiao (2011 ) 25X} ATR)
IATFIAS [R) 2 e By B 1) 32 U im) A 7 43 A, 2 0 A B AN
[] B B i i AH G 400 385 1Y 0 L 7 & 5 Benckendorff
(2009 ) R 5 13025 M 25 53 B C ATR ) F{ T ) Hh fF
FEIRIHN N AHT P 2= Fi Wi 5% i) FR s s, g 4 2]
1994—2007 4 k& & T W 91 T 19 18 5C 334 3k
1057 /AN [e] 1) 5 B 1), K 79 A~ 390 )3 43 fim 5 K T
BAE T 10 1Y SC R B A O dci DL i SC ER] , 3t 16
AN X B O 1R 7E 1994—2000 4E F1 2001—2007
AR AR R H, 5 O0 OC B IR ) AL 25 2% G & 5 W
4 (2012) DLz ) & RAECATR) (TM) (JTR) 1)
2504 5 SCF Y 5534 A OCHE IR S BF X 4, B K
200 A0 EEE TR AT 10 AL B R], 43 B i T T 9
PR R 4B 5 T 5 2 JBE 5 Hunt 55 (2014) fl i) =
BOR  BF5E TR i 30 T AR 1982 4 (1992 4F 2002
AR 2012 AF A AR A G B TR] |, 38 3 LE B AR [H]
SRy Y SCEE BRI T B 3 JLAR AR A | ] —
AF Ay [F]— 391 1) L B0 s R O B ] 2B R i O
FGEADE K S 53 BT, 2 T SR B AR 9 00 B e A 5T 1
I SR R

At L AR SCHR B O R B, B — R e e R
I SCRFR 43 B Th 7 D B0y Ll o R, 2
TR SO TR B Y H A AH D¢ 9] 1) o ( Bradford
1985) o ASCHEMI IR £ L, S BLCATR ) (TM)
PR T, FER P, — T, A 30 4ELL E s
(R 2 i i 288 11 B SSCI A TS 22 0 ( oAt 1] 9 2% 5C
JAUKE D 1) R TR 26 B AR L 26 T ) ( Cheng 55,
2011) , HAX WA T AL AR 22 [ B e 9 25 A T4 v
S R Kn] A8 — O HEHT — (McKercher 45,
2006 ; Benckendorff,2009) ; 55— J5 i, -1 F] 4%
FI 8 L N B AR 3 S A R A, CATR) 1 1 B
3%, { TM) = #i v FH BF 25 ( Tribe & Xiao,2011) , %%
P25 B B 2k SCHE AT 5 JF RE B8 255 S e [
A EZAR VT AR IFHT5E A P, R SR H
SCHR I RLE NS BTk, LACATR) (TM) 1986—

2015 4F ) 4 3C 7 0 /5 & O SR) (T AR G B iR ) Sy
5 42, DL 10 4E Sy — By B, XF [k 1986—1995
4F 1996—2005 4EF1 2006—2015 4F i e B 5% 21307
TR A AR | fe 2L T 1986—2015 4F (1 i e AIF 5%
AR RAESE

— HARAERYERIE

L W55

7R AT AL A FE R T SRAIL S B R il g B a
22 B A TR, R IG5 Ao X S R A5 B Y
AHI( Bederson & Shneiderman,2003) , 7% 3% 1Y
CiteSpace A 4k T H., J2& b 32 [E i F5 8 /R R0 4E
N2 B SE B N Java A HLg RIS 5 IF &
TR, I3 32 T3 8 Ao A Rk 2 SOk B 1Y
TR AT, BB A A s A P v A SR B s 2R AT
Vi St ] Y L B0 B B A ) AR A 3 2R B0
VEEBAE S B SCHR S 4% 51 23 7 55 ( Chen, 2006)
Hai, A W5EF CiteSpace [ [ F : ifF 5% { Data and
Knowledge Engineering) ( 1985—2007 4 ) # 11| 2% ¢
(18 G B 1 1) e B 40 A s A ) AR ) 3 R A 4
(Chen 45,2008 ) ; 75 HL FBHF AL S ALK A= 5%
P2/ BB R AR ML AT T AR A 2
Py ARSFEAS [7) <5 48k 3445 31 0 F ( Mustafee 55,2013 5
Zhang %, 2015; Lin %, 2015; Morar & Agachi,
2010; Guerrero & Rosa,2013; Chen & Guan,2011)
A I CiteSpace X P2 SCOCER #4404 , g
3% T 00 3t ) R I T 5 R R R G TR AR
L,

2. Bl

Xf 1986—2015 4[] { ATR ) { T™M ) 1) % 1) SC ik
A A4 1B M 3 T R AT A ) O WA R SR B B A
ST 2L, bR 5 BR WF 50 ] 4l AR o s W
FOTHE 2 WA & A TRl 5 B & ) A Y
SC,ALFECATRY 19 555 1 5% HURUE .21 B4 2
ST A N AR B 22 B 2 SR o AR U 23 A R 2
A3t AR I s CTMO) 265 8 4555 2 15 .10 545 3 1]
MIRIFFE R 3. CATR) Fe45 2] 28 3¢ 1336 7, (TM)
1860 f , % B Bt AR SCi ke 1 o,
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*1 (ATRTMY &ML H X2
Bt
1A
1986—1995 4F | 1996—2005 4F | 2006—2015 4F
(ATR) 298 443 595
(T™) 132 480 1248
FERaN 430 923 1843

7E:(TM) 1990 4F 11 545 1 #1—1994 4F 15 %45 2 4%
SCHGBAT SR, B 1986—1995 ARAU ST 132 i
GEWORIR - AR SCRE

= MRER

L i A 2R 1 A2

i1t CiteSpace Y I T 2% SCE A& 4 AR A T4
&AL, WIBATI5 , 534 BT 52 B 0% v A G HE R b b
HE BT SCORH [R) ) G B 1), K5 30k 28 5C Bt ) 7 Ji i 5C
T AT I AR R BR B b 2l 3 4 44 TT v X 1
I TR AfE SR A7 9 J31) %) e o , 2 i I 9 ) Bk 2
W45 K J7 FE AL A Structural equation model | Struc-
tural equation modeling . SEMS 4 315 SEM, 4= 75 jig
% Eco — tourism &4 Ecotourism, H1 [E PR China &
A China, 5 [E South Korea 454 Korea, )5 hotel &
4 hotels 55 A FE X4 4300 2 CATR ) ( TM ) 1986—
1995 4F 430 j 283y A , 1996—2005 4F 923 £
U O HHIR] , 2006—2015 4F 1843 5 2 SC Y S B
i) BEAH B T A CiteSpace, AT HHOC S HE
ST P DX 3 0 X R A B R] B ) R Y R 1
AR, T R R FE Keyword ™, B gl il CH 25, 2B 4%
die/INAE OB AT R 28 A B, A e T AR AN R
UBAT , 3 A5 B AR 0L 194 35 DG B m) T 52 1) 4% By
BRI RS Canfel 1 8 2 8 3 R ) o £
G R R 2 FE 3 T B S 5 o A
RO, 8 = A By Beia] B HE 44 157 30 79 G B 1) & Lo
TR BT, T SCA R A9 OC B 1) B T 25 B B 446
TR 1 DB 49 A, X 2R Y, X i 491 O B 1) 1) ) 3
SEA MR 1Y, 5 A HE 24 A [R] (1% 1) 45 0] — I S 3, T
LU, HEZ T 30 1Y G 5 1) A BT BB AN S5 T 30 4> (5
SE b, = AN B B s OGS TR B4 ) o 31,3231
AR 2 B ) o
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*2 BEMBRNS KRR

1986—1995 4 AT 1996—2005 4 EpE= 2006—2015 4= A

R OGS 1) % ) TR G 1) @ % ) R AT it 1] T k% )
Tourism 61(14.19) Tourism 52(5.63) Tourism 118(6.40)
Tourism development 18(4.19) Ecotourism 25(2.71) China 59(3.20)
Tourism planning 13(3.02) Cultural tourism 22(2.38) Destination image 44(2.39)
Planning 12(2.79) Planning 19(2.06) Motivation 39(2.12)
Perceptions 11(2.56) Authenticity 19(2.06) Authenticity 38(2.06)
Tourism impacts 10(2.33) Heritage 18(1.95) Satisfaction 37(2.01)
Canada 9(2.09) Tourism development 17(1.84) Tourism development 35(1.90)
Authenticity 8(1.86) Destination image 17(1.84) Sustainable tourism 30(1.63)
Marketing 8(1.86) Service Quality 17(1.84) Ecotourism 26(1.41)
Development 8(1.86) Motivation 15(1.63) Segmentation 22(1.19)
International tourism 7(1.63) Impacts 15(1.63) Hotels 22(1.19)
Impacts 7(1.63) Rural tourism 15(1.63) Taiwan 22(1.19)
China 7(1.63) Satisfaction 14(1.52) Performance 21(1. 14)
Recreation 7(1.63) Turkey 14(1.52) Tourist experience 21(1.14)
Tourism policy 7(1.63) New Zealand 14(1.52) Australia 20(1.09)
Motivation 6(1.40) Australia 14(1.52) Hospitality 20(1.09)
Ethnic tourism 6(1.40) Sustainability 13(1.41) Heritage 20(1.09)
Australia 6(1.40) Hong Kong 13(1.41) Tourism demand 17(0.92)
Management 6(1.40) Identity 12(1.30) Perceptions 17(0.92)
Economic impacts 6(1.40) Sustainable tourism 12(1.30) Emotions 16(0. 87)
Tourism management 5(1.16) Economic impacts 12(1.30) Power 16(0. 87)
Developing countries 5(1.16) Development 12(1.30) Marketing 16(0.87)
Ecotourism 4(0.93) Tourism marketing 11(1.19) Loyalty 16(0.87)
Employment 4(0.93) Hotels 11(1.19) Market segmentation 15(0. 81)
Market segmentation 4(0.93) Spain 11(1.19) Experience 15(0. 81)
Tourist attractions 4(0.93) Marketing 11(1.19) SEM 15(0.81)
Nature tourism 4(0.93) Korea 11(1.19) Hotel industry 15(0.81)
Content analysis 4(0.93) Attitudes 11(1.19) Spain 14(0.76)
Attitudes 4(0.93) Tourism impacts 10(1.08) Customer satisfaction 14(0.76)
Tourism marketing 4(0.93) SEM 10(1.08) Content analysis 14(0.76)
Economic development 4(0.93) Perceptions 10(1.08) Attitudes 14(0.76)

Indonesia 10(1.08)

T SEBR b, B R/ INE R B BT 5, = B B FIR B T 5 BN [ DS 58053 510 197 4> (137 4~ 129 4>, R 2 {1
SR A R
PR IE  CiteSpace L /M4
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R ZR U AR BAE LR T A 2 10

(1) R 3 AIF 5 PR A% B v 78 52 B B 2 — I
Ao AR SR/ VAR URE R T Ak I 285, H N 7 2
BYDTR 28 v JCER 73 BN B A Y mORTR, HAR R
e B ORI, S KRR o I 0 258 a7 4k o —
A5/ IME M 4 (Chen & Morris, 2003 ), H It fir S 31
RO 1 AT & 197 A4, %4 118 4%, % 0. 0061 ;
B2 A 5 137 4, %4k 146 45, %5 % 0. 0157 ; A
3T A 129 4, 1L 131 45, % 0. 0159, 5F—
WrBE, s 22 /D AR, R OGRS, A E
SCER) M HUTEAZ O AR R (B MEM 4R 5D 1Y
PUSE o i ETE— D7 T AT A 31 A St ] (A 2
P ) W, 200K T4 R MG B 1] B International
tourism , Developing countries , Economic development |
Tourism management F1 Tourist attractions 7 {g 5 FiL
RO SRR (AN 1 FT7R) R ENIE; 53— U7
AT, LM IET 18 BRIk 0 SU 3 S AR AT 4550 565
B BOFIES B B, B O b S 2, A Y
BOEX T7 1 A R R — B g, R WG R IR AR
AR AR E PO SRR T BB
Y 32 A = 40 S6 4 4A] , {X Sustainable tourism < fE 52
IAEAZ O AR RN (AL 2 iR ) 5 55 = BBy 31
AN E B ¢ 4 1], Tourism demand . Hotel industry .
Spain , Customer satisfaction 3 U 4™ =5 J5i 56 4 17 oK B
SEITEAZL Y R RN (AN 3 ) 5 5 A B Be
e A O B 1) 2 ITE A O 1Y AR R BT AR — B Bk
B WA, B2 51 3 [ SR 32 U B
IRATAG AT, X HOMT R, AN B R % s 2
NS 22 U (AN [ A2 o 2 =1 At ] 1y
B LWL IR AZ A 52 30 IR 73 307 1) R 22 X7
T, AR B2 AR Y T 53 RN PR A 2R 1) T 722 ok 246 32
TH M, W98 SR 55 B B A SR =B BB AP LA -

(2) R WEAITFE R TR A R AR S g Fa b A AR
PR T AR J BN P — R R T i — A ROE B
AR . AR R YRR AR R T 5T AR
R AE =AW Be S 3% SL B B ) A — & 1 e e M
ST R B B B B AOSCR — s R
etk . ER2 LA A LA E UG A B 28 T = A
BB, 73 9l 2 Tourism . Tourism development , Percep-
tions . Authenticity , Marketing , Motivation, Australia .
Ecotourism | Attitudes, B % T 1986—1995 4F Fi
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1996—2005 4 {1 /& 41 O 88 1) 47 754>, 43 il 72 Plan-
ning , Tourism impacts , Development , Impacts , Econom-
ic impacts , Tourism marketing ; 5% 2 F 1996—2005 4=
F12006—2015 4 ) S oG s il A7 £ A4, 43 312 Her-
itage ., Destination
tourism , Hotels , Spain , SEM; % 5 1986—1995 4F FlI
2006—2015 4F (1) = M oG A4 =4, 43 51l /2 China |
Market segmentation , Content analysis, X F 7] 1, H
W B[] it i AIF 90 SR A4 R 1) 328 250 P g 0 A 1
FEERLA (9 13306 13807 3) , BAIELLMEM T
WrBelAl S (9 1 6 5O 0 7). LA, i MG B 1)
I BB — P By i B0, 55 — B B 13 4,5
TBrBCA 10 A5 S BOR 12 4, -0 R
41.94% (13/31) .31.25% (10/32) .38.71% (12/
31) BN B SR T — A, =T
A EHI 13 410 A 12 A4S — S 4 e S 3], R BT LA
10 452 Ji I e i 5 PR s A2 A (RO ) 55—
W B V21 B B 7SS iR OGBS 5 B AR =
B -LA OB, R BT L 10 45 S J& 191 0 ik i
WFFE IR 5 B =BT B I O ) )
i 30 AEHRIFIIFE A fcAs e A (R T o

2. JRWEHETEERR FR A

B ik 1986—1995 4F 1996—2005 4F ,2006—
2015 4E =ABr By Bdls & 01— 84k HILL 1986—
2015 4 3196 J #SC A OCHE ] R A58 42 . At b
KT CiteSpace A1 5¢ 2 8% &, 18 17 “ Keyword ”
(SBRETR] ) 5 i, A5 B LT SC Bt ) Fir 52 B A R 9057 T 5
FREE (CAn & 4 FrR) o 8R4 i S 3 OC B

image , Satisfaction, Sustainable

** destination management”
" turkey” “ spain”
" loyalty" w t - "
ourism
w

° s‘:"":f_a" "satisfaction” " economic impacts"
) " " hotels™
content analysis" A
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w : : 3 {0 * tourist experience”
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TR AT AR, B 1) A HE 44 B SO Y SC B e] i
SRR , i A S e A G B ) R TER i 4
A 8T A ([ Tourism demand | Sustainable de-
velopment Fi1 Hotel industry = ™55 47 ¢ £ 18] K g

IR 4 ) R v 0 S B R B A A
WA B, AT HE 24 R ] B TR 8800 — I 3B, BT A, ik
AT SO B RO R A BT BEANSE T 50 A (PR
b BRI R ROC ST R 54 A4S, ISk 3 R .

%3 1986—2015 £F {975 3R K HE 17
1986—2015 4§ TR 1986—2015 4E A 1986—2015 4F T
LBt i L% ) LBl s L% ) LB Sl T b % )
Tourism 231(7.23) Impacts 34(1.06) Tourism marketing 24(0.75)
Tourism development 70(2.19) Economic impacts 34(1.06) Experience 24(0.75)
China 70(2.19) Performance 31(0.97) Power 23(0.72)
Authenticity 65(2.03) Development 31(0.97) Identity 22(0. 69)
Destination image 62(1.94) Segmentation 30(0.94) Culture 22(0.69)
Motivation 60(1.88) Altitudes 29(0.91) Management 22(0.69)
Satisfaction 56(1.75) Tourism impacts 29(0.91) Tourism demand 22(0.69)
Ecotourism 55(1.72) Tourism planning 28(0.88) Korea 22(0.69)
Heritage 41(1.28) Destination 28(0. 88) New Zealand 20(0. 63)
Planning 40(1.25) Spain 27(0. 84) Emotions 19(0.59)
Sustainable tourism 40(1.25) Hong Kong 27(0.84) Scotland 19(0.59)
Australia 40(1.25) Sustainability 27(0.84) Content analysis 19(0.59)
Rural tourism 38(1.19) Tourist experience 27(0.84) Loyalty 19(0.59)
Service Quality 38(1.19) Hospitality 26(0.81) Sustainable development | 17(0.53)
Perceptions 38(1.19) Taiwan 25(0.78) Hotel industry 17(0.53)
Cultural tourism 37(1.16) Market segmentation 25(0.78) Destination management 17(0.53)
Marketing 35(1.10) SEM 25(0.78) Destination choice 17(0.53)
Hotels 34(1.06) Turkey 24(0.75) Destination marketing 17(0.53)

T SEPR b b /N SR 0 2 8 B SRR 35 i S B AR [ SC o 1) R 360 A, 3% 3 (SR 7S ST 1 14 e A3 it 1)

WIEA R  CiteSpace & H /- Hr4h JR

TE R A58 b, A BOR AR R P Y SOk i 28
SO B ) B TR B N 2 40 AT, DA I A R i 0T
SEHR AR I (HEZR ), G Xiao & Smith (2006 ) ¥4
(ATR)30 4F R £ R 51 % & AFE L 53 84
Af 30, 3 ek 3 RO A 5 A% I B R TRUAR R AR
— 2 LR G o ¢ T R RS A T R R RN R
" 1 P J6 H 5% ; Ballantyne 28 (2009 ) X 12 4>
F2 2 [E PRk i T4 1994—2004 T 4511 2868 £
RN AT, 5 21 A FERGTEL, H
wh, SRR DY Y 3 A 4 R W /U 2 E Y R Ui

H/AWERAT R A B WL A0 iR T A R (i I &
JE R A ), B (H B R g S B
RRE) Wi B (M85 405> AL HY ) ; Tribe
& Xiao(2011) X} (ATR) %5 36 %137 H4L 81 45
SCEE Y SRR HEAT A3 AT, B MR R U0 T 9T B R

HRAE =, R 5 A DX 5L SR R i A AR
5, B H AT 51, SCA L ast T SO A B AR A L
A3 s Dredge & Jamal (2015) X} Scopus %% 45
1980—2014 4 (1% O # 1] HE 17 K5 &, 43 7 K BF 5%
it ife TR SR R R I KL 1) T S 4 OC B 1) 5ROl L
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AR - AR R R 2R s 5 A

FHNE, AREE LRSIk Er 8 AR 455
43 3 1Y 54 A i B G HEIR) , TR 20 BT 3k 2
I B ] B4 AR IR 3R, FE 7075 BRI Ui AT 5 R LA
Z BN TEHLEE, 45 5 0 288 18] BT 75 850 0F 52 N

Authenticity, Motivation, Satisfaction,
Perceptions, Performance, Attitudes,
Tourist experience, Experience, Identity,
Emotions, Loyalty

7, bt A i 0 F 5 AR AR Sk BUAE 28 (A 1
S PR o BEAMRLR LA JZ IR AL X 1986—
2015 4F [ A i i BF 58 0 R AR R I BLAE 22 1Y
PR

kg
H R R

Tourism development, Planning, Impacts,
Economic impacts, Development, Tourism

tourism, Sustainability, Power,
Sustainable development

Tk A e S5

impacts, Tourism planning, Sustainable [

Destination, Destination image,Culture,
Management, Destination management,
Destination choice, Destination
marketing, Heritage

iy B 3t

Marketing, Segmentation, Tourism demand,
Market segmentation, Tourism marketing

RIETISE

|

Hospitality, Hotels, Hotel industry,
Performance, Service Quality

R A H

Tourism

Ecotourism, Rural tourism, Cultural tourism |—'

iwrm P

China, Australia, Spain, Hong Kong,
Taiwan, Turkey, Korea, New Zealand,

DT I dS —m P X3R,

Scotland

SEM, Content analysis, Service Quality |—>

BRI - BRR5ik

B 5 ESMREFRDIRE R L IIESR
BEUEAIE : CiteSpace HEIL AT 45

(1) “Tourism” F Sy — > S ER] , FoAa] A 5 1k
231 W, G ey T A m AR OC A, TR S MR
], S BT A Sk B de 248 ) o AN ME B, i i IS
AR ZR TR B T8 722 55 S IR ] % i i >F Jre I
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5], TR 5L PR 3 R A 3 SCIA) 7E [ AR i 0T 5 v
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Ja B, LA Perceptions™ 2 SCHE1A] Y 38 J SCHk o, A
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SR B B TS A B e RS R
B ) o Lh Attitudes” Sy SCEERI Y 29 F Sk, AF
¢ H s R AYA 12 5, OOR TR #8913
Tt HA Y 32 ZEWF SRR OT IR AT R SR
TS A N5
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i IS B IR B s Dogan (1989 ) B I I & SR %)
PR 395 R0 2 ) 52 0 28 g A SCAR SRom, B HRPT L %
WAL ARFFI A I 2% AZ . Tourism develop-
ment” BLZF =SB B, Ha 3 38 70 A4S, UK TR
W, A 5 £ SCHk M “ Planning” 5%, “ Tourism planning”
WA I R R, FE H br 2 5 B " Sustainable
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TESER I A = T8 M9 56 5 3] Impacts | Tourism im-
pacts . Economic impacts, M4%% H T TE 3 SCHT 5T ) 3
BNERE , AL A BT LR G098, LI
W5 S AR TR BLLE JR Ui (9 2 D 5 ), 4 S W7 55
F 41 “ Economic impacts” , AR, % 575 715 55
TR BT A 48 3 BN 28 i — 25 4 Al A Tm-
pacts” P EAZIFIE 4 U520 (1 70 , © Tourism im-
pacts” A3 =, HABIE S S 58 50 52 e | 3HLEE )
S MEIRE RN, = MA BT T 1986—1995 4
1 1996—2005 4, #X 1M H) K B HEF 7F 2006—2015
AR RATOC A . XA R, 3R W] 404K
WFSEREEOR o 3 ORI , R & 2 5% 52 0l Jl hy
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ZHEA T, Mk 55 BRIV A9 2 iR i AH DG Al i 55 75 3K
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“Marketing” 51 ¢ =B BX, “ Tourism marketing” 5%
ZEF 1986—1995 441 1996—2005 4, “ Market seg-
mentation” f& [ 1986—1995 4F i1 2006—2015 45, A
Him L NAE 2 e (FE B 2B I M) RIS
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CEE GV, NI G 1 AR S SE R R 2 E B
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WF5E XIS, LA K Citespace Jirfi U v A7 G5
i) ( AR T R A 5 R ) A v A G B i) ) 19 4y
Brrl AL, W5 o O BRI 5 1, e e A O
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(1) BRVFAIF Z8 S0 TEA 2R 3 A8 J7 18] - 38 2 % iR
WA 5E =~ B Be i) HITE B 15 0 R4 VB B RPIR
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The Evolution and Co-occurrence of the Foreign Tourism Research Knowledge System
YU Gou-xiong
(School of Economics and Commerce, South China University of Technology, Guangzhou, Guangdong,510006, China)

Abstract ; researching the keywords and co-occurrence words in the academic papers to deduct discipline
hotspots, frontier issues and knowledge system is common practices of academic research in recent years. It has
been used in various research disciplines, especially in the fields of information science, communication science
and library science. It has Also made fruitful achievements. There are a few studies on the subject of keywords a-
bout domestic tourism related information, but little research on the foreign knowledge system evolution and con-
struction.

The article sets the keywords in the { Annals of Tourism Research) ({ATR))and ¢ Tourism Management )
({TM} ) as the research object from 1986 to 2015, and employs the bibliometric visualization software Citespace for
statistical analysis. Combining content analysis, this artide compared the evolution of tourism research knowledge
system from 1986 to 1995, 1996 to 2005 and 2006 to 2015, and eventually co-occurrence the tourism research
knowledge system from 1986 to 2015, taking this to deduct the foreign tourism research knowledge system. The re-
sults show: (1) Through the comparative research on the knowledge map nodes, links, density, arborescence in
the three tourism research stages, we can know that the evolution is from broad to shrink; its essence is the evolu-
tion of the tourism research knowledge system is gradually clear; the research fields in the second and the third
stage are gradually shrink. Tourism research knowledge system evolution presents “hotspots no longer-evolution of
hotspots - hotspots coherence” characteristics, and the 13, 10, 12 single high frequency keywords in the three sta-
ges indicate the tourism research hotspots changes in a period of 10 years (hotspots no longer). The six high fre-
quency keywords of the first and second stages and the seven high-frequency keywords of the second and third sta-
ges indicate the tourism research hotspot evolution in a period of 10 years; the nine high frequency keywords run-
ning through the three stages are the tourism research hotspots in the past 30-year (hotspots coherence).

(2)Based on the 30 years high-frequency keywords and knowledge map key nodes, We in-depth analyse the
inner link of these high frequency keywords, fully consider the internal mechanism of the tourism research knowl-
edge system, combining with the research content of published articles of these words, to construct the tourism re-
search knowledge system co-occurrence framework , including the main research contents of tourists and destination
residents, tourism development and investment, tourism destination, tourism marketing, tourism and hospitality
management, tourism types, tourism research geography region and tourism research methods.

At last, the article discusses the results presented by the selection of research objects, research methods and
the research in detail. First of all, based on the keywords in the published articles of { ATR) and {TM), the col-
lected data, the adopted analysis, the presented results and the final conclusions under this perspective have certain
knowledge contribution to tourism research. Secondly, the guiding ideology of the research is the dialectical philos-
ophy thinking of “from the point one can see the plane, from the plane one can see the point”, through the
“point” —keywords in the published articles to present the “plane” —tourism research knowledge system, and the
analysis of the presented tourism research knowledge is mainly “from the plane one can see the point” , especially

the analysis on the co-occurrence framework of knowledge system tourism research, use the “plane” —co-occur-

rence framework to explain the “points” content, region, methods. Finally, the co-occurrence framework of
tourism research knowledge system constructed by the classification of high frequency keywords, the divisions are
not absolute, the bases are mainly the inner mechanism of the knowledge system, the inner connection of the words
and the research contents of the articles, some words (knowledge) are crossing and integrating, just like the differ-
ent paradigms of humanities and social science are crossing and integrating, are different from the opposition and
mutual exclusion of the different paradigms of natural science.
Key Words :tourism research; knowledge system; evolution; co-occurrence; CiteSpace
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