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ABSTRACT 

This research aims to analyze how the meaning of tourism destinations is constructed, negotiated, and stabilized in a 

platform-based digital ecosystem through the role of contentpreneurs. This study responds to the limitations of the 

technological deterministic approach in the study of digital tourism which tends to ignore social processes in the 

formation of meaning. The research uses an exploratory qualitative approach with a combination of digital 

ethnography, in-depth interviews, and content analysis. The Social Construction of Technology (SCOT) framework is 

used to examine the process  of interpretative flexibility, negotiation, and stabilization in interactions between actors, 

namely contentpreneurs, local communities, business actors, digital audiences, and platforms. The results of the study 

show that digital tourism promotion is a socio-technical process that is not only determined by technology, but is formed 

through communication interaction and algorithmic logic of platforms. Contentpreneurs act as socio-technical 

mediators who bridge local cultural values with economic interests and digital visibility. The destination narrative is 

formed through a cycle of repetitive negotiation of meaning until it achieves stabilization through audience validation 

and community acceptance. Theoretically, this study expands SCOT by including platforms as non-human actors and 

develops the concept of contentpreneur as a socio-technical intermediary in community-based digital tourism 

communication. 
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1. INTRODUCTION 

Digital transformation has fundamentally 

changed tourism communication practices from an 

institution-based approach to a participatory and 

decentralized platform-based ecosystem [1], [2]. 

The development of information and 

communication technology, particularly social 
media, allows individuals to not only consume 

information, but also produce and distribute 

destination narratives widely [3]. In this context, the 

boundaries between producers and consumers of 

information are becoming increasingly blurred, in 

line with the concept of media convergence in the 

digital ecosystem [7]. 
The emergence of  the creator economy 

phenomenon  further strengthens the role of 

individuals as the main actors in digital 

communication [8]. Content creators, who in this 

study are referred to as contentpreneurs, not only 

function as content creators, but also as economic 

agents who manage visibility, engagement, and 

monetization in digital platforms [4], [18]. In the 

context of tourism, contentpreneurs play a strategic 

role in shaping the image of destinations, tourist 

experiences, and public perception of a location. 
Nevertheless, most previous research has still 

focused on aspects of technology adoption, the 

effectiveness of digital marketing, and the influence 

of social media on travelers' decisions [3], [6], [13]. 

The approach tends to be deterministic, with 

technology as the main factor that determines 

changes in tourism communication. This 

perspective is less able to explain how the meaning 

of destination is formed through social interaction, 

negotiation between actors, and power dynamics in 

the digital ecosystem [5]. 
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On the other hand, the development of digital 

platforms shows that technology is not neutral, but 

has an active role in shaping the visibility and 

distribution of information through algorithmic 

mechanisms [19]. This creates a new dynamic in 

tourism communication, where the narrative of 

destinations is not only determined by human 

actors, but also by the structure of platforms that 

govern what is and is not seen in the digital space. 
To understand this phenomenon, a theoretical 

approach is needed that is able to explain the 

relationship between technology, social actors, and 

communication processes. The Social Construction 
of Technology (SCOT) offers a relevant conceptual 

framework by emphasizing that the meaning of 

technology is shaped through social interaction 
between groups, rather than being inherently 

determined by the technology itself [9]. SCOT 

identifies three main processes, namely 

interpretative flexibility, negotiation, and 

stabilization, which explain how meaning is formed 

and stabilized in social contexts. 
In the context of community-based tourism, 

sustainability issues are an important aspect that 

cannot be separated from the digital communication 

process [10], [11]. Uncontrolled digital promotion 

can lead to over-tourism, cultural commodification, 

and an imbalance between economic interests and 

the preservation of local values. Therefore, a 

communication model is needed that is able to 

integrate technological, social, and cultural 

dimensions in one comprehensive framework. 
Based on this description, this study aims to 

analyze how the meaning of tourism destinations is 

constructed, negotiated, and stabilized in a 

platform-based digital ecosystem through the role of 

contentpreneurs. In particular, this study seeks to 

answer the following questions: 
1. How do actors (contentpreneurs, local 

communities, business actors, and digital 

audiences) construct the meaning of 

destinations differently? 

2. How does the process of negotiating meaning 

take place in a platform-based digital 

ecosystem? 

3. How does destination narratives achieve 

stabilization in the context of digital 

communication? 

4. How is  the Sustainable Community-Based 

Contentpreneur model  formed in digital 

tourism promotion? 
This research is expected to make a 

theoretical contribution to the development of 

digital communication studies by expanding the 

application of SCOT into the context of digital 

platforms, as well as making practical contributions 

to the development of sustainable community-based 

tourism promotion strategies. 

2. LITERATURE REVIEW 

The development of digital technology has 

significantly transformed tourism communication 

practices from a one-way model to a platform-based 

interactive ecosystem [1], [14]. Social media allows 

the formation of user-generated content that plays 

an important role in shaping the image of 

destinations and influencing tourist behavior in the 

decision-making process [3], [13]. In this context, 

tourism communication is no longer completely 

controlled by formal institutions, but rather a 

participatory process involving various actors in the 

digital space. 
This transformation is also closely related to 

the development  of the concept of smart tourism, 

which emphasizes the integration of technology in 

the travel experience and interaction between 

tourists, destinations, and service providers [1], [2]. 

However, most of the research is still oriented 

towards the technological aspects and system 

efficiency, so it tends to ignore the social dimension 

in the formation of destination meanings [6]. The 

approach shows a deterministic tendency, in which 

technology is considered the main factor shaping 

the reality of communication, without considering 

the complex processes of social interaction [5]. 
Along with the development of the creator 

economy, the role of individuals in the production 

and distribution of digital content has become 

increasingly dominant [8]. Content creators not only 

function as conveyors of information, but also as 

economic actors who build digital identities and 

manage visibility and engagement on platforms [4], 

[18]. In this study, the term contentpreneur is used 

to describe individuals who integrate creative and 

entrepreneurial activities in the digital ecosystem. In 

the context of tourism, contentpreneurs have the 

ability to shape the narrative of destinations through 

visual strategies, storytelling, and interaction with 
audiences. 

Previous research has shown that influencers 

have a significant influence on travelers' perceptions 

and decisions [17], but most studies still place them 

as marketing tools, rather than as actors in the 

process of constructing meaning. This shows that 

there are limitations in understanding the role of 

contentpreneurs in the broader context of 

communication, particularly in the relationship 

between technology, social actors, and meaning. 
To bridge these limitations,  the Social 

Construction of Technology (SCOT) approach 

offers a relevant perspective by emphasizing that 



 

  

 

 

 

402 

the meaning of technology is formed through social 

interaction between groups [9]. SCOT identifies 

that meaning is not singular, but through an 
interpretative flexibility process, where various 

actors have different interpretations of objects or 

technologies. This process then develops into the 

negotiation of meaning through social interaction, 

until it finally reaches stabilization when certain 

meanings are widely accepted. 
In the context of digital communication, this 

approach is becoming increasingly relevant as 

technology not only serves as a medium, but also as 

an actor that influences the communication process 

through algorithms and recommendation systems 

[19]. This shows that the construction of meaning in 

the digital ecosystem is the result of interaction 
between human and non-human actors. 

On the other hand, community-based tourism 

emphasizes the importance of local community 

participation in sustainable tourism management 

[10], [11]. This approach aims to ensure that the 

economic benefits of tourism can be felt by 

communities without sacrificing cultural and 

environmental value. However, in the digital age, 

destination promotion through platforms often 

poses new challenges, such as over-tourism and 

cultural commodification, which can threaten 

sustainability. 
Based on this study, it can be identified that 

there is still a research gap in understanding how the 

meaning of destinations is constructed in a 

platform-based digital ecosystem. Previous research 

has tended to focus on technology and marketing 

aspects, while the role of social interaction, 

negotiation of meaning, and dynamics between 

human actors and technology is still underexplored. 

In addition, the implementation of SCOT in the 

context of digital tourism communication is still 

limited. 
Therefore, this study integrates the 

perspectives of digital communication, creator 

economy, SCOT, and community-based tourism to 

analyze how the meaning of destinations is 

constructed, negotiated, and stabilized in the digital 

ecosystem. With this approach, this research is 

expected to make a theoretical contribution to the 

development of digital communication studies as 

well as practical contributions in the sustainable 

management of community-based tourism. 

 

3. METHOD 

This study adopts a qualitative exploratory 

approach within a constructivist paradigm to 

examine how tourism destination meanings are 

constructed in platform-based digital ecosystems 

[20]. This approach is appropriate because the 

phenomenon under investigation is contextual, 

dynamic, and embedded in social interactions that 

cannot be adequately captured through quantitative 

measurement. 
Data were collected through in-depth 

interviews, digital ethnography, and qualitative 

content analysis. A total of 15 informants were 

purposively selected, including contentpreneurs, 

tourism business actors, and local community 

representatives. The selection criteria included 

active involvement in digital tourism promotion and 

consistent engagement with social media platforms. 
Digital ethnography was conducted over a 

three-month period from January to March 2026, 

focusing on Instagram and TikTok as primary 

research environments. These platforms were 

selected due to their dominance in visual-based 

tourism promotion and their central role in the 

creator-driven digital economy [3], [19]. The study 

employed a non-participant observation approach, 

allowing the researcher to systematically observe 

communication practices without intervening in the 

interaction process. 
The ethnographic procedure began with the 

definition of the digital field, which consisted of 

publicly accessible tourism-related content 

produced by selected contentpreneurs. Accounts 

were selected based on their active involvement in 

tourism content production, significant engagement 

levels, and consistent posting activity during the 

observation period. The units of observation 

included visual content such as images and videos, 

accompanying captions, hashtag usage, and 

audience interactions, including comments, likes, 

and shares. Data were systematically recorded using 

digital field notes, screenshots, and chronological 

documentation to ensure consistency and 

traceability. 
The coding procedure within the digital 

ethnography was conducted through a structured 

and iterative process to ensure analytical 

transparency and reproducibility. The analysis 

began with repeated reading and examination of the 

collected data to identify emerging patterns in visual 

representation, narrative construction, and audience 

engagement. This initial phase employed open 

coding, where themes were generated inductively 

from the data without imposing predefined 

theoretical categories. Subsequently, axial coding 

was conducted to organize these themes into more 

structured categories by linking them to the core 

constructs of the Social Construction of Technology 
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(SCOT), namely interpretative flexibility, 

negotiation, and stabilization [9]. In the final stage, 

selective coding was applied to integrate these 

categories into a coherent conceptual framework 

that explains the relationships between actors, 

technology, and communication processes. This 

systematic coding procedure ensures that the 

analysis is both theoretically grounded and 

methodologically reproducible [21]. 
Content analysis was conducted on 30 

purposively selected digital content units derived 

from the ethnographic observation. The sample size 

was determined based on the principle of data 

saturation, defined as the point at which no new 

themes or categories emerge during the analysis 

[20]. Each unit of analysis consisted of visual 
content, caption text, and audience interaction, 

enabling a comprehensive examination of meaning 

construction in digital contexts. The analytical 

process followed the same coding stages as the 

ethnographic analysis, namely open coding, axial 

coding, and selective coding, with a focus on 

identifying patterns of destination representation, 

narrative strategies, and audience engagement. This 

approach is consistent with qualitative content 

analysis principles, which emphasize systematic 

categorization and interpretative depth over large 

data volumes [21], [22]. 
To ensure the validity and credibility of the 

findings, this study employed data triangulation by 

comparing insights obtained from interviews, 

digital ethnography, and content analysis. In 

addition, member checking was conducted with 

selected informants to verify the accuracy of the 

researcher’s interpretations. Analytical 

transparency was maintained through systematic 

documentation of the coding process, thereby 

enhancing the trustworthiness and reproducibility of 

the study [20]. 

 

4. FINDINGS AND DISCUSSION 

The results of the study show that the 

construction of destination meaning in the digital 

tourism ecosystem is a dynamic process and 

involves complex interactions between human and 

non-human actors. Based on data analysis, the 

process can be understood through three main 

stages in the SCOT framework, namely 

interpretative flexibility, negotiation, and 

stabilization [9]. 
At  the interpretative flexibility stage, it was 

found that the meaning of destination is not singular, 

but is constructed differently by each actor. 

Contentpreneurs tend to interpret destinations as 

visual spaces that have high aesthetic value and 

potential virality. Destination representations are 

focused on attractive visual elements, such as 

natural beauty, uniqueness of location, and 

experiences that can be shared on social media. On 

the other hand, local communities interpret 

destinations as social and cultural spaces that have 

certain values, norms, and limits. This difference 

shows the tension between the logic of digital 

representation and local values. 
One of the contentpreneur informants stated 

that: 
"It's that good content that can grab attention 

in the first few seconds, so we focus on strong 

visuals." 
Meanwhile, representatives of the local 

community said: 
"Not all places can be used as content, some 

have customary values and should not be freely 

exposed." 
These findings show that the meaning of 

destination is the result of a plural and contextual 

social construction, in line with the concept of 

interpretative flexibility in SCOT [9]. 
At the negotiation stage, the study found that 

the meaning of destination is negotiated through 

interaction between contentpreneurs, communities, 

business actors, and digital audiences. This process 

occurs through various mechanisms, such as 

collaboration in content production, audience 

feedback in the form of comments and engagement, 

and community intervention against representations 

that are considered inappropriate. These 

negotiations are not only symbolic, but also reflect 

the power relations between economic, cultural, and 

technological interests. 
Conflicts that arise in the negotiation process 

include cultural commodification, increased 

number of tourists due to the virality of content, as 

well as algorithmic pressure to produce visually 

appealing content. One of the tourism business 

actors stated: 
"When content goes viral, visitors increase 

dramatically, but sometimes they are not prepared 

in terms of facilities." 
On the other hand, digital audiences also play 

an important role in this process, as a high level of 

engagement can strengthen the legitimacy of a 

destination narrative. This shows that the audience 

is not only a consumer, but also a validator in the 

construction of meaning. 
Another important finding is the role of 

digital platforms as non-human actors that influence 

the communication process. The platform's 
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algorithm determines the visibility of content based 

on the level of interaction, thus encouraging the 

contentpreneur to produce content that conforms to 

algorithmic logic. This reinforces the argument that 

technology is not a neutral entity, but rather part of 

the structures that shape social reality in the digital 

space [5], [19]. 
In the stabilization stage, the study found that 

the destination narrative became stable when there 

was content repetition, audience validation through 

engagement, and acceptance from the local 

community. The stabilized narrative then becomes 

the dominant representation that is considered the 

main image of the destination by the public. 
An informant stated: 
"If it has appeared on social media a lot, 

people will think of it as the main identity of the 

place." 
This stabilization process shows that the 

meaning that was initially debated through 

negotiations eventually becomes a widely accepted 

reality, in accordance with the concept  of closure in 

SCOT [9]. 
Based on the overall findings, this study 

identifies that contentpreneurs play the role of 

socio-technical mediators who bridge local cultural 

values, economic interests, and platform logic. This 

role is not neutral, but rather involves the process of 

selecting, adapting, and interpreting the content 

produced and distributed. 
The resulting conceptual model shows that 

the construction of destination meaning in digital 

tourism is the result of interaction between actors 

(contentpreneurs, communities, business actors, and 

audiences), socio-technical processes 

(interpretation, negotiation, and stabilization), and 

platform mediation through algorithms. This 

process generates a narrative of destinations that 

contribute to sustainability or imbalance in 

community-based tourism. 
Thus, the findings of this study confirm that 

the promotion of digital tourism cannot be 

understood solely as a marketing activity, but as a 

socio-technical communication process that 

involves the construction, negotiation, and 

legitimacy of meaning in the digital ecosystem. 

 

 

Figure 1. Sustainable Community-Based 

Contentpreneur Model in Digital Tourism 

 

5. CONCLUSIONS 

This study concludes that the promotion of 

digital tourism in a platform-based ecosystem is a 

socio-technical social construction process, where 

the meaning of the destination is not determined 

solely by technology, but is formed through 

interaction between contentpreneurs, local 

communities, business actors, digital audiences, and 

the algorithmic structure of the platform. Through 

the framework of Social Construction of 

Technology (SCOT), this study shows that the 

meaning of destination is formed through the stages 

of interpretative flexibility, negotiation, and 

stabilization, which reflect the dynamics of 

differences in interpretation, negotiation processes 

between actors, and the formation of narrative 

legitimacy in the digital space. Key findings 

indicate that contentpreneurs act as socio-technical 

mediators who bridge the cultural, economic, and 

logical interests of the platform, thus having a 

strategic position in determining the representation 

of destinations. In addition, digital platforms have 

been shown to function as non-human actors that 

actively influence the visibility and dominance of 

narratives through algorithmic mechanisms. 

Theoretically, this research contributes by 

expanding the application of SCOT into the context 

of platform-based digital communication and 

developing a Sustainable Community-Based 

Contentpreneur model that explains how tourism 

sustainability is formed through a repetitive process 

of negotiation of meaning. Thus, this study confirms 

that the sustainability of digital tourism can only be 

achieved through a balance between digital 

exposure, local cultural values, and community-

based communication management. 
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