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Abstract

This study employs journal articles on county e-commerce indexed by CNKI from 2015 to 2025 as
its sample. Utilizing CiteSpace software, it conducts a visualization analysis across five dimensions:
publication volume, keyword co-occurrence, clustering, timeline, and emergence. Findings reveal
that research in this field has progressed through three distinct phases: a high-starting-point phase,
a decline and adjustment phase, and a stabilization phase. Research themes closely align with
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national policy directions, shifting from early e-commerce poverty alleviation efforts toward the
deep integration of rural revitalization and the digital economy. A research framework has emerged,
centered on practical strategies, policy responses, and technological empowerment. This study con-
ducts a systematic literature review of county e-commerce, a uniquely Chinese economic phenome-
non. It helps clarify how policy shifts drive academic research, providing subsequent scholars with a
macro-level knowledge map to understand the logic behind the sector’s transition from “poverty al-
leviation” to “digitalization.”
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Figure 1. Evolutionary trend of research output in county e-commerce,
2015~2025
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Figure 2. Evolutionary map of keyword co-occurrence in county
e-commerce research, 2015~2025
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Figure 3. Evolutionary map of keyword clustering in county
e-commerce research, 2015~2025
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Table 2. Keyword clustering list of county e-commerce research
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Figure 4. Timeline clustering map of keyword evolution in county
e-commerce research, 2015~2025
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Figure 5. Evolutionary map of keyword emergence in county e-commerce
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