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	Studies have proven that social media produces and attaches various cultural meanings to a city. This research attempts to reveal how the city of Batam is represented through various promotional materials for local tourist destinations from a symbolic economic perspective. This research data is visual content produced by the local DMO (Batam Bureau of Tourism and Culture) and uploaded to the DMO's official Instagram account. Semiotic analysis techniques were applied to analyze these data. The research found that various elements of Malay culture were exploited for the production of tourism promotional materials in order to associate the city with the idea of an authentic Malay destination. Several elements of cultural authenticity are attached to the destination by the local tourism bureau behind the process of city branding, such as origins, creativity, and genuineness. Finally, this research discusses its findings' theoretical and practical contributions and offers several suggestions for future research.
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INTRODUCTION
A city is essentially a "place" or other geographical entity that is socially and culturally constructed. The manifestation of this construction process places the city as a repository of specific meanings, memories, and emotions that members of certain groups collectively own. Several previous studies have proven that the differences among various actors in society, such as differences in culture, history, ideology, and so on, produce different meanings for the city.
For example, the ancient city of Lijiang (one of the world heritage sites in China) is imagined or interpreted by tourists as a city full of historical nostalgia and the authenticity/authenticity of its timeless nature (Su, 2010). Other studies show that different actors produce differences in the meaning of place. For example, local communities build beaches as living spaces, where they can utilize the natural resources therein to maintain the economic prosperity of their families. On the other hand, for tourists, the beach is a place to represent themselves as a community that represents an egalitarian group (Ellison, 2013).
Then, some studies suggest that differences in actors in creating the meaning of place have triggered contestation (Erb, 1998) (Preston-Whyte, 2001). This contestation involves foreign tourists and the government in creating authentic local culture embedded in the traditional houses of local communities (Erb, 1998). Other contestations involve various cultural identity groups when constructing the meaning of coastal areas in Durban as recreation areas (Preston-Whyte, 2001).
Symbolic economy is a theoretical concept that places culture as the economic basis for urban development (Zukin, 1995). Here, various cultural products are significant for increasing the economic value of products, including commercialized space through cultural narratives and representations (Zukin, Sharon, Robert Baskerville, Miriam Greenberg, Courtney Guthreau, Jean Halley, Mark Halling, 1998), such as handicraft products (Jourdain, 2018), symbolic capital in the context of the commodification of experience (McGillivray & Frew, 2007). 
In addition, the symbolic economy has also been scientifically documented in the context of urban development and tourism marketing. 
For example, Leavenworth is constructed as a town that offers authenticity and local traditions to increase tourist interest (Frenkel & Walton, 2000). The symbolic economy is also applied to the production of cultural narratives to shape the city of Xi'an, China, as an attractive destination for tourists seeking contemporary, historical, and traditional values (Wang & Feng, 2021). 
Furthermore, Batam is an island closely related to the Malay community/culture. This is because Malay people first inhabited the island bordering Singapore and Malaysia called the suku Selat in 231 AD (J.I. Jusuf Danuwidjojo, Fandy Lood, 2021). In addition, local stakeholders, especially the Batam City government, have firmly committed to making Malay a historical and cultural heritage that can be preserved and developed as an identity for the city in the Riau Islands province. This is reflected in the issuance of Regional Regulation No. 1 of 2018 concerning the Advancement of Malay Culture.
At the same time, tourism is one of the sectors targeted for development by the local government. Especially developing in the field of tourism marketing, the government has projected the image of "Family Fun 365 Days A Year" for the city, which is synonymous with shopping tourism cities along with Bintan (See Government Regulation Number 50 of 2011 concerning the National Tourism Development Master Plan for 2010 - 2025).
As stated in the previous section, several studies have succeeded in documenting how actors create cities or other geographical entities in tourism marketing, including specific cultural values ​​attached to some cities for commodification/commercial purposes. However, limited research still attempts to highlight efforts to create a city through the lens of symbolic economy. This research attempts to fill this space by analyzing visual content produced by the Batam Tourism Authority to understand how material commodification works through the formation of the city as an authentic Malay destination. 

LITERATURE REVIEW
Methodology
Semioticians view the world as socially constructed using a sign system (Echtner, 1999). According to Saussure (1959), a sign system consists of two elements: signified and signified. The first (signified) is defined as a mental representation of an object/concept, and the second is the material form of a sign, such as sounds, objects, and images (Saussure, 1959).
Other semioticians also believe that signs consist of layers of meaning. These layers are denotation, connotation, and myth (Barthes, 1964). Denotation is the first layer describing people or objects, while connotation refers to ideas or values ​​represented through signs and communicated to text viewers (Leeuwen, 2006). Lastly, myth refers to a way of thinking about a person, product, place, or idea structured to send a particular message to the reader or viewer of the text (Bignell, 2002).
While some other semiotics developed and applied Pairce's semiotic triangle in tourism studies (sign, designatum, and interpretant) (Echtner, 1999) (Thomsen & Vester, 2016). Eichner (1999) urges that semiotic research in tourism marketing needs to address all the relationships represented by the sides of the triangle: tourism advertising (sign), destination (designatum), and potential tourists (interpretant). Meanwhile, Thomsen and Vester (2016) successfully identified authenticities in heritage tourism by applying Pairce's semiotic triangle approach (index, icon, and symbols).
A sign within the material tourism promotion is categorized as an index since it indicates the actual/real connection to the object, then categorized as an icon since it resembles the object, and finally, categorized as a symbol, as it indicates interpretational/conventional relation to the object (Peirce, 1998).
This study applies two analysis techniques (qualitative content analysis and semiotic analysis) to identify cultural meanings produced by local DMOs within the framework of the symbolic economy through the distribution of signs into promotional materials for Batam tourist destinations. This content analysis is conducted to identify denotative meanings in the data by looking at the main subjects that appear in the data. (Jenkins, 2003). Several steps are taken to carry out this analysis.
First, all visual content posted on the official Instagram account of the local tourism bureau was collected. That official account is named @batamtourism_official. Meanwhile, the data collection activity was carried out in May 2024, and at that time, the official account had 470 posts and more than 5000 followers. 
 Second is coding framework development. In a content analysis, each data will be coded. Therefore, before coding, the researcher prepares the coding framework. The coding framework of this research is compiled by referring to the framework of the concept of authenticity in tourism developed by Cohen (2007). According to him, authenticity includes several dimensions, including origins, creativity, and genuineness (Cohen, 2007).
The third stage is coding. All visual data collected with the Malay culture theme is coded at this stage. This coding process is carried out using a previously prepared coding framework. For example, when data (visual content) depicts someone performing a local dance, the data will be coded as "creativity". 
Fourth is data organization. At this stage, all data that has been coded is grouped based on their respective coding sub-themes. This is done to understand what themes appear in all data and identify what themes get the main spotlight by paying attention to the number of occurrences in the data.
Next, after all stages of content analysis are carried out and the denotative meanings of each data are identified, the next stage of analysis is semiotic analysis (level 2 analysis). This analysis technique is carried out to reveal each data's deepest layers of meaning. This step is carried out by analyzing each sign distributed in the data using a theoretical framework or Malay culture and applying 3 Pairce sign approaches (index, icon, and symbol).
Finally, each sign analyzed using the three approaches will be interpreted using the theoretical framework of authenticity developed by Cohen (2007) (origins, creativity, and genuineness). 

Theoretical Framework Development
City branding dan Place-Making
In academic literature, "brand,"  the noun form of "branding,” is defined as a set of associations or a sum of associations (Kavaratzis & Kalandides, 2015). Through this association, its customers associate various meanings with a particular brand (Batey, 2008). The concept of city branding can be interpreted as all efforts aimed at creating a city's meaning through associating the city with various elements or attributes.
Meanwhile, the city in tourism literature is a concept that refers to a geographical entity that is deliberately developed for tourism purposes. In addition to the term city, other terms are often used, including place, location, country, and so on (Hanna & Rowley, 2008). In the study of human geography, the geographical entity or place is a site with meaning created and shared based on mediation and representation (Cresswell: 2009).
At the empirical level, the issue of cultural representation in the context of place-making, including destinations, has been highlighted by several studies. Young (1999) argues that tourist attractions are constructed and negotiated by two components: tourists and the tourism industry. This study also shows that tourist attractions are constructed by the tourism industry to attract tourists rather than providing a realistic picture of the place. Then, the constructed meanings are consumed by tourists in order to gain an understanding of the tourist attraction (Young, 1999).
Likewise, Ellison (2013) found that different groups in society produce a rich tapestry of meanings for tourism places. A study that focused on how the meaning of Australian beaches was created found that local people constructed beaches as living spaces. On the other hand, tourists represented them as egalitarian societal settings. In addition to the two different thematic representations, beaches as natural beauty and physical beauty; beaches as barren land associated with myth, fear, danger, and disturbed violence; and beaches as urban/natural blends are other representations found in this study (Ellison, 2013).
Meanwhile, other study findings show that the local tourism industry and mass media play an essential role in interpreting the city through representation (Su, 2010). The findings were revealed through a study of the construction of the ancient city of Lijiang (one of the world heritages in China), characterized as a city full of historical nostalgia, in addition to its original and eternal natural beauty because human hands have not touched it.
On the other hand, research conducted by Erb (1998) and Preston_whyte (2001) identified that various groups (cultures) in society have different ideas about building tourism space. In practice, these differences trigger contestation involving these groups in developing tourist attractions.
Erb's work (1998) found that foreign tourists and the state/government competed to build the authenticity of local culture inherent in the Manggarian traditional house, a local heritage of cultural groups in Indonesia. At the same time, Preston-whyte (2001) found that various cultural identities of groups were contested while developing the waterfront in Durban.

The Place-making and social media in the lens of the symbolic economy

Symbolic economy is a theoretical concept attempting to explain the complex interrelationships between culture, power, and urban development. In this perspective, culture is the economic basis of a city because various cultural products (art, music, film, and media) can act as drivers of economic growth, attract tourists and investors, and increase property values ​​(Zukin, 1995). In line with this, through the concept of "economy of symbolic goods, culture is one of the factors that determine the economic value of a product (place) (Bourdieu, 1980). 
Cultural narratives and representations presented through various cultural products can create a sense of place (city) that is attractive to residents, tourists, and investors (Zukin, 1995). At the same time, the process of creating this city is influenced by social hierarchy and power relations in an urban society because the dominant group can control the narrative and cultural representation deliberately produced to create a city (Zukin, Sharon, Robert Baskerville, Miriam Greenberg, Courtney Guthreau, Jean Halley, Mark Halling, 1998).
This theory has been applied and discussed in various studies with various contexts and issues highlighted. For example, in the context of maintaining a business and promoting handicraft products, artists embed cultural meanings in their products to increase the product's value (Jourdain, 2018). Meanwhile, in the lens of symbolic economy, other studies show that authenticity operates as a form of symbolic violence. This violence is manifested when minority groups are marginalized because they cannot achieve socially recognized values, even though they try to conform to the cultural standards of the dominant group (Schwarz, 2016).

Furthermore, symbolic economy, commodification of experiences, and social media are interconnected in the context of adventure sports. When experiences are commoditized, they become a means for individuals to acquire symbolic capital, and social media is a tool to multiply that symbolic capital because the experience is readily displayed to others using social media (McGillivray & Frew, 2007). 
Meanwhile, to support the economic transformation of the city of Leavenworth from a resource-based economy to an economy based on tourism and consumption, the symbolic economy is manifested through the production of narratives of authenticity and local traditions in order to attract tourists who crave exotic and familiar experiences (Frenkel & Walton, 2000).
Notably, In the context of Xian City, cultural narratives are produced by the local tourism bureau to shape the city's brand by utilizing social media (Wang & Feng, 2021). This study scientifically proves the symbolic economy manifested in the production of cultural narratives to shape the city as an attractive destination for tourists seeking contemporary, historical, and traditional values.
This study applies the theory of symbolic economy to highlight the issue of forming the authenticity of the Batam city destination behind the branding strategy carried out by the local DMO (Dinas Kebudayaan dan Pariwisata kota Batam) using one of the social media platforms (Instagram). Therefore, this study focuses on the cultural representation produced through visual content uploaded to the official Instagram account of the local DMO.

FINDINGS AND DISCUSSION
Findings
The results of this stage of the analysis show that within the Malay culture theme, several sub-themes appear prominently in the data, such as: “gasing” and “gasing” game performances, “Malay Kenduri”, “Tanjak”, and “Kompang”. This section presents the results of the analysis of each sub-theme of the Malay culture.
The first sub-theme is “gasing” and the “gasing” game performances. Gasing itself has been a traditional Malay game since ancient times. It is one of the cultural heritage of the Malay people (Hassan et al., 2016). However, nowadays, “gasing” is not only a traditional heritage art but has also developed into a sports game. At the same time, the gasing game has also become one of the tourist attractions (Nurul et al. Nor Ayna binti Mohd Ayu, 2021).
Viewed from a semiotic perspective, the emergence of the “gasing” theme in the data is identified as an index sign. Since that sign is commonly understood as an element of Malay culture. When the sign is distributed into the visual content of Batam's destination promotion, it suggests connecting the Malay culture with the concept of Batam destinations. Behind the visualization of the sign resembling the shape of the casing in this context, an idea of the extensive relationship between Malay communities with their unique culture and badam's destination is conveyed and emphasized.
Then, besides the gasing theme, the gasing games' performance also appears in the data (see Figure 1). As presented in the previous section, gasping game performance is a part of Malay cultural heritage. Therefore, the emergence of this theme by distributing various signs resembling the character or identity of the Malay community confirms that Batam is an icon of Malay destinations.
In addition, for the people of Batam, “gasing” seems to be an essential marker for affirming their identity as part of the Malay community. This is reflected by the gasing monument in this city's center. Furthermore, the monument is exploited as a theme in the promotional materials for this city's destinations (see Figure 2).
[image: ]
Figure 1 Some examples of promotional materials depicting traditional Malay ethnic art performances called the gasing game.

The emergence of the “gasing” monument in the data suggests a symbolic sign. This is because there is no direct relationship between the gasing monument and the city's destination. However, Gasing itself has been generally identified as a Malay cultural heritage. Therefore, the “gasing” monument theme can be seen as a strategy of Batam's tourism bureau to emphasize the idea of ​​Batam as a Malay destination. In other words, the gasing monument theme represents the Malayness of Batam's destination.
The sub-theme is “kenduri”. “Kenduri” is well-known as a festival for celebration or ceremony carried out by the Malay community in various regions for various purposes such as expressions of gratitude, commemoration of significant holidays, or specific rituals. Several types of “kenduri” are still practiced today by the Malay community, such as “kenduri pompong baru” (Mardiana, Wahyuni, & Elsera, 2022), “kenduri tolak bala” (Hasbullah, Toyo, & Awang Pawi, 2017), and “kenduri sudah tuai” (Arifianto, Nurman, & Dewi, 2018).
[image: ]
Figure 2 Depiction of the Malay cultural monument "Tugu Gasing" located in the center of Batam city.

For the Malay community, mainly the Bengkalis Malay, the “kenduri” tradition has a noble meaning or purpose covering two dimensions (Religion and Social). In the religious dimension, the tradition is seen as an opportunity to practice religious teachings/rules when implementing Malay traditional rituals. In the social dimension, tradition is a momentum to strengthen social relations between members of society, strengthen family ties and brotherhood, and strengthen social values ​​such as cooperation and togetherness. (Mursela, Kamila, & Nurjihad, 2023). 
In particular, the Malay community of Batam routinely arranges the festival of Malay art, where various types of Malay and Nusantara arts and culture from various regions in Indonesia and Malay countries are performed. On the other hand, the festival performance was exploited by the local DMO as one of the themes for producing promotional materials for Batam destinations.
[image: ]
Figure 3: Some examples of content highlighting the Kenduri Melayu theme, which performs various traditional arts of the Malay community

Viewed from a semiotic perspective, the emergence of the sub-theme of Malay kenduri in the data can be seen from an indexical approach since it reveals an existential relationship between the Malay ethnic group. As discussed earlier, “kenduri” is a part of the Malay ethnic group tradition, which is still preserved today. Hence, in this context, that sub-theme is used by the local tourism bureau to reveal the existence of the Batam Malay community through the formation of the city's destination brand.
In addition, the sub-theme of “kenduri” appearing in the promotional materials of city destinations can be seen as an iconic sign. Through this sub-theme, several traditional characteristics of the Malay community, including elements of its culture, are visualized, for example, traditional Malay clothing, a group of people using tanjak, traditional musical instruments, and so on.
The third sub-theme is “Tanjak”. Tanjak is a hat that functions as a head covering for Malay men. That hat is made from long folded songket cloth. “Tanjak” often takes the form of a headdress tied in a particular style. For the Malay people, “tanjak” not only functions as a head covering because it contains various philosophical meanings,
First, “tanjak” is worn over the head with its shape tapering upwards. It suggests that a Malay man must use reason and reason as the basis for acting, speak politely, make decisions reasonably, and build the country with virtue. Second, “tanjak” reflects the social function's structure and its users' identity. Third, “tanjak” is made of cloth and is equipped with a knot. The knot on the "sanjak” symbolizes unity/bond, both at regional and national levels. Fourth, the tanjak is worn during traditional events and is worn by people who understand the customs (Putriana, 2023).
The emergence of “tanjak” sub-theme in the data can be interpreted in two approaches. The first is the index approach. In this dimension, “tanjak” reflects the existence of the Malay ethnic community. Therefore, the emergence of content with the theme of tanjak indicates that Batam's tourist destination reflects the existence of the Malay community. In line with this, Through the visualization of this “sanjak” sub-theme, the local tourism bureau tries to emphasize Batam as a Malay destination.
Second, figure 4 also visualizes a mosque with a design of the top that takes the shape of a “tanjak”. This suggests an iconic sign. The main sign resembling a tanjak in the image clearly reflects the character of Malay culture in this city destination. Since “tanjak” is one of the elements of Malay cultural heritage
The fourth is “kompang”. “Kompang” is a type of traditional musical instrument played by Malay people at various events, such as weddings and circumcisions, including celebrations of religious days. In reality, the Malay community itself is spread across several regions in Indonesia. Several studies show that they still play this traditional musical instrument, including the Malay community living in Jambi(Anugrahi, 2022) Bengklais Riau (Ramadona, Minawati, & Nursyirwan, 2014), Tanjunguban Bintan (Rakasiwi, Syeilendra, & Darma, Epria, 2018). 
[image: ]
Figure 4 Several examples of content that highlight the Tanjak theme as a Malay cultural heritage

This traditional musical instrument is made from wood and goat skin and is played by various artists in various positions, such as sitting, standing, and walking (Novison, Akhyan, Wijianto, & Surya Dharma, 2023). However, in certain areas, such as in Bengkalis, the "kompang" game can also be played with attractive movements while reciting the Barzanji book to entertain the audience.
From a historical perspective, “kompang” has a close relationship with Malay and Islamic art. This is because the "kompang" itself is part of the hadrah art acculturated by the Malay Islamic community (Anugrahi, 2022). He further said that the relationship between Malay and Islam in "kompang" art can be seen from the use of several elements of Malay culture in playing this musical instrument, such as Teluk Belango clothes, "songket" cloth or sarongs and chanting "sholawat" (Ramadona et al., 2014), such as the Badar, the recitation of the pillars of Islam, including other songs with an Islamic feel (Rakasiwi et al., 2018).
[image: ]
Figure 5 Traditional music performance playing a Malay traditional musical instrument called “kompang”

Viewed from a semiotic point of view, the appearance of signs depicting “company" and a group of people playing these musical instruments (see Figure 4) can be understood in several approaches. First, it is an indexical sign. As explained in the previous section, the “company" is not a musical instrument originating from Malay culture, as it comes from the traditions of Arab society.
However, nowadays, this musical instrument is very close to the life of traditional Malay society. It has been adopted to implement various Malay rituals or traditional events. Even many Malay poems are read accompanied by playing this musical instrument at official local government events, including Malay events or rituals. As a result, many people believe that the musical instrument is part of Malay culture.
So, in this context, the sign depicting kompang is indexical because it suggests an existential relationship between the signs and the Malay ethnic community. When the sign is distributed on promotional materials for the Batam destination, it is understood as an effort to shape the destination brand as a Malay destination. 
Second, the distribution of these signs can also be seen as symbolic signs. This is by considering several aspects. First, “kompang” is a traditional musical instrument played by the Malay community and other communities, who often use the instrument to accompany religious songs usually performed at various religious events. 
Hence, there is no direct relationship between “kompang” and the Batam'malay community. However, as stated in the previous section, "kompang", historically from the Arab community tradition, has been adopted by the Malay community. At the same time, the Malay ethnic group is one of the dominant ethnic groups in Batam society. Therefore, "kompang" itself is symbolically interpreted as representing the Malay community of Batam. On the other hand, the local government makes "kompang" one of the markers of its city. This is based on constructing monuments of several traditional Malay musical instruments, including “kompang”.
Finally, After being analyzed by applying Pairce's semiotic triangle, all the signs that appear in the research data are interpreted using the authenticity theory framework developed by Cohen (2007). According to him, the concept of authenticity has been matched to several other concepts by experts, including origins, creativity, and genuineness.
Practices, ancient or traditional ways of local communities, including customs, are part of the concept of authenticity in the dimension of origins (Cohen, 2007). Referring to this theory, figure 3, especially the part that highlights the practice of "kenduri" by a group of people, suggests the authenticity in the dimension of "origins". This is because "kenduri" is a traditional Malay practice for certain celebrations or rituals. The impression of authenticity is further strengthened by the depiction of Malay costumes and various traditional Malay musical instruments played by the artists (see Figure 3).
Then, the depiction of the “gasing” game (picture 1), the performances of Malay dances at the event of “kenduri” (picture 3) and the “kompang” dance (picture 5) are local DMO strategies to create Batam city as an authentic Malay destination in the dimension of creativity. Since those three data highlight local artists who are displaying their Malay artworks. In the context of tourism, authenticity is created through the creativity of artists in producing culture, and this creativity is displayed in various forms, such as dance performances, music, and other works of art (Daniel, 1996).
Lastly, genuineness is another dimension of authenticity in tourism. According to Theobald (1998), authenticity in this dimension is constructed by associating an object with a projected destination (Reisinger & Steiner, 2006). Referring to this theoretical framework, the depiction of a monument that resembles “gasing” (figure 2), a sign that resembles “a tanjak” (figure 4), and another sign (figure 5) that resembles “a kompang” creates an impression that confirms the concept of genuine Malay culture for Batam city destination.

Discussions
This study's main findings align with previous studies suggesting that geographical entities, including tourist destinations, are created through a social process. The products of this creation are indicated by the various cultural meanings attached to the destination (Su, 2010), (Shields, 1991), (Preston-whyte, 2001), (Ellison, 2013), (Erb, 1998).
In addition, the findings of this study also present scientific evidence showing that the symbolic economy, as conceptualized by Zukin (1995), actually appears in the process of forming the Batam city destination brand. Therefore, the findings of this study also generally support the findings of previous studies (Rabbiosi, 2015) and (Wang & Feng, 2021).
However, there are some differences between these studies. In the symbolic economy framework, this study shows that Batam was created as an authentic Malay tourist destination by the local DMO. Meanwhile, Rabbiosi's study (2015) stated that Paris was formed as an international-class shopping recreation center through an urban branding strategy to promote the city's tourism. Meanwhile, two dual identities are attached to the city of Xian, China, for the sake of marketing its tourism, namely the historic city and the metropolis, through video content uploaded to Tiktok (Wang & Feng, 2021).
Furthermore, scientifically this research proves that to develop the city of Batam as an authentic Malay tourist destination, several elements of local Malay culture are exploited to enrich promotional materials for destinations in the city, such as “gasing” and “gasing” game performances, “Malay kenduri”, “tanjak”, and “kompang”.
Viewed through the lens of symbolic economic theory, the existence of Malay cultural elements in the destination's promotional materials is part of this city's commodification. Therefore, various cultural elements are considered only tools for the developers of this city to sell the available destinations to tourists because culture is one of the components in forming the image of a tourist destination (Gabbioneta & De Carlo, 2019) (De las Heras-Pedrosa, Millan-Celis, Iglesias-Sánchez, & Jambrino-Maldonado, 2020).
Therefore, several DMOs highlight cultural themes when producing their destination promotional content. (Taufiqqurrachman, 2020) (Song, Park, & Park, 2020)(Sun, Tang, & Liu, 2021). Thus, the existence of cultural themes in this context is not intended to maintain the culture itself but rather to strengthen the attractiveness of the tourist destination in the eyes of tourists. Especially from a symbolic economic point of view, these authentic Malay cultural themes emerge as part of an effort to sell the city to the global tourist market.
Finally, this study has successfully scientifically documented the symbolic economy in forming the Batam city brand as a tourist destination carried out by public DMOs. However, theoretically, various elements, including the private sector and tourists, play a role in forming a city brand through social media. Therefore, for future research, a study needs to consider the role of actors in forming a city brand when investigating the symbolic economy or, specifically, the formation of cultural authenticity in the context of tourism. Thus, the study will provide comprehensive knowledge of the issues it highlights.
CONCLUSION
This study presents scientific evidence regarding the commodification of the city through branding strategies of Batam’s destinations. The commodification is demonstrated through the formation of the city as an authentic Malay tourist destination. This is done by associating the city with several elements of Malay culture, such as “gasing”, “gasing” game performance, “Malay kenduri”, “tanjak”, and “kompang”.
These Malay cultural elements are exploited to form the authenticity of Malay culture in the city, including several dimensions, such as origins, creativity, and genuineness. The origins dimension is demonstrated through the visualization of the “kenduri” event as a tradition typical of the Malay community.
Then, the creativity dimension is visualized through various traditional Malay dance performances and traditional Malay music performances, including “gasing” game performances. Lastly, the dimension of genuineness is depicted through the “gassing” (a traditional Malay game instrument), the “sanjak” (a typical head covering for the Melayu community), the “company" (a musical instrument that the Malay community has adopted as one of their cultural heritage).
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