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Proposal and Originality 

This research is a pioneering exploration into the role of geotagged photos from the Flickr social network in 
understanding visitors’ space-time behaviour. It aims to identify the main research topics, the methods used, 
and their contributions to tourism research, highlighting this important source of information to tourism 
studies, particularly in tourism management. As far as the authors know, no research has yet delved into this 
unique and promising area, which we believe will spark a new wave of interest in the field. 

Methodology 

A systematic literature review was conducted on the Scopus database using the coding scheme touris* OR 
visitor* AND Flickr. Results were limited to documents published in English (n=408), and 80 were selected for 
content analysis because they were related to the spatiotemporal or "space-time" study of visitors. 

Results and Implications 

A key study areas and implications were identified, providing a roadmap for future research. The methods 
and their significant contributions have been highlighted, offering valuable insights for advancing tourism 
research. The most active research areas using Flickr Photos were grouped into a) Descriptive analysis, b) 
Development of predictive factors, c) Creation of typologies, d) Understanding tourists’ decision-making 
choices, e) Movement pattern and flow, f) Destination consumption, and g) Artificial intelligence and machine 
learning. 

Research Limitations 

The use of Scopus database may not include all the documents on Flickr and tourism literature. This research 
only took into account the geotagged photos from one social network. 
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