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Abstract

While social media has reshaped tourism consumption decision-making processes, it has also
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introduced new challenges such as information overload, content homogenization, and algorithmic
monopoly, leading to a crisis in brand trust and imbalanced resource allocation in the market. From
amarketing perspective, this study aims to explore the core dilemmas and innovative pathways in the
social media dissemination of tourism information. Based on value co-creation theory, the research
constructs an integrated analytical framework comprising four dimensions: brand value proposi-
tion, content ecology, platform channels, and governance synergy. It systematically proposes strategic
approaches, including reconstructing brand value through authentic marketing and cultural narra-
tives, optimizing content ecology via multi-stakeholder collaboration and technological empower-
ment, improving communication channels through algorithm innovation and functional upgrades,
and enhancing the governance system with standardized norms and role transformation. Using the
viral phenomenon of “Zibo Barbecue” as a case study, this paper empirically validates the practical
effectiveness of the proposed framework, providing theoretical support and practical guidance for
destination marketing organizations (DMOs) to rebuild consumer trust, enhance marketing effec-
tiveness, and achieve sustainable development in the social media era.
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