
 94 

Refrencess 

 

Aaker, D. A. (1996). Measuring Brand Equity across Products and Markets. California 

Management Review, 38, 102–120. 

https://doi.org/http://dx.doi.org/10.2307/41165845 

Abdillah, W., & Jogiyanto. (2015). Partial Least Square (PLS) Alternatif Structural 

Equation Modeling (SEM) dalam Penelitian Bisnis. ANDI 

Ahmad, Ab. 2018. Pengaruh Citra Destinasi Terhadap Intensi Wisatawan Berkunjung 

Kembali di Destinasi Sulawesi Selatan.  

Ahmadi, A. (2019). Thai Airways: key influencing factors on customers’ word of 

mouth. Emerald, 36(1). https://doi.org/https://doi.org/10.1108/IJQRM-02-2018-

0024 

Abdillah, W., & Jogiyanto. (2015). Partial Least Square (PLS) Alternatif 

Structural Equation Modeling (SEM) dalam Penelitian Bisnis. ANDI. 

Artuger, S., Cetinsoz, B. C., & Kilic, I. (2013). The Effect of Destination Image 

on Destination Branding and Revisit Intention. European Journal of 

Business and Management, 5(13). 

https://doi.org/https://doi.org/10.2991/icoi-19.2019.87 

Atika, et. al. 2016. Analisis Pengaruh Citra Destinasi dan Kepuasan Wisatawan 

 Terhadap Niat Kunjung Kembali di Taman Nasional Bunaken.  

Carvalho, M. A. M. (2022). Factors affecting future travel intentions: awareness, 

image, past visitation and risk perception. International Journal of Tourism 

Cities. https://doi.org/10.1108/IJTC-11-2021-0219 

Chasanah, R. N., & Wijaya, A. (2020). PENGARUH MOTIVASI WISATA DAN 

DESTINATION IMAGE TERHADAP NIAT WISATAWAN UNTUK 

BERKUNJUNG KE “ 10 NEW BALI.” Value Jurnal Manajemen Dan 

Akuntansi, 15(2). 

Çoban, S. (2012). The Effects of the Image of Destination on Tourist Satisfaction 

and Loyalty: The Case of Cappadocia. European Journal of Social Sciences, 

29(2). 

Cooper, D., & Schindler, P. (2014). Business Research Methods. The McGraw- 

https://doi.org/http:/dx.doi.org/10.2307/41165845


 95 

Hill Companies, Inc. 

Hakala, U., & Lemmetyinen, A. (2013). Country  Image  As  a  Nation Branding  

Tool. Marketing Intellegent  & Planning, 31(5), 538–556. 

Ho, D., Ngo, T., & Huynh, T. (2021). Effects of Destination Image on Revisit 

Intention: The Intermediate Role of Satisfaction & Words of Mouth 

(Empirical Evidence in Ho Chi Minh City, Vietnam). Studies of Applied 

Economics, 40(1). https://doi.org/10.25115/eea.v40i1.5747 

Indrawati, Yones, P. C. P., & Muthaiyah, S. (2022). eWOM via the TikTok 

application and its influence on the purchase intention of somethinc products. 

Asia Pacific Management Review. 

https://doi.org/https://doi.org/10.1016/j.apmrv.2022.07.007 

Jang, S., Bai, B., Hu, C., & Wu, C. (2009). Affect, travel motivation, and travel 

market.  rsenio a tion: -inten J Hosp Tour Res (1). 33, 

109634800832966 https://doi.org/https://doi.org/10.1177/  

Junaedi, S., & Harjanto, J. (2020). Examining The Effect of Destination 

Awareness, Destination Image, Tourist Motivation and Word of Mouth on 

Tourist Intention to Revisit. Emerald, 27, 27–38. 

https://doi.org/10.1108/s1571-038620200000027003 

Khairani. (2009). Analisis Variabel Yang Berpengaruh Terhadap Pembentukan 

Citra Daerah Tujuan Wisata: Studi Kasus Wisatawan Nusantara Yang 

Berwisata Ke Yogyakarta Periode 2007- 2009 [Universitas Indonesia]. 

https://lib.ui.ac.id/detail.jsp?id=127023 

Khansa, Verissa dan Farida, Naili. 2019. Pengaruh Harga dan Citra Destinasi 

 Terhadap Niat Berkunjung Kembali Melalui Kepuasan (Studi pada 

 Wisatawan Domestik Kebun Raya Bogor)  

Kong, W. H., & Chang, T. D. (2016). Souvenir Shopping , Tourist Motivation, 

and Travel Experience. Journal of Quality Assurance in Hospitality & 

Tourism, 17(2). 

https://doi.org/https://doi.org/10.1080/1528008X.2015.1115242 

Lee, Nancy R and Philip Kotler. (2011). Social Marketing:Influencing Behaviors 

 for Good. US. Sage Publication, Inc.  



 96 

Listyowati, Lilis. 2018. Pengaruh Citra Tujuan Wisata, Electronic Word of Mouth 

 (E-WOM) dan Kepuasan Wisatawan Terhadap Niat Berkunjung Kembali 

 Pada Objek Wisata Air Terjun Grojogan Sewu Karanganyar.  

Martini, E., Tisadinda, F., Sultan, M. A., & Hurriyati, R. (2022). Impact of e-

WOM and WOM on Destination Image in Shopping Tourism Business. 

Jurnal Dinamika Manajemen, 13(1). 

Milman, A., & Pizam, A. (2016). The Role of Awareness and Familiarity with a 

Destination: The Central Florida Case. Journal of Travel Research, 33(3). 

https://doi.org/https://doi.org/10.1177/004728759503300304 

Rohmania, D. N. (2022). Pengaruh Citra Destinasi, Motivasi Wisatawan Dan E-

Wom Negatif Terhadap Niat Berkunjung Ulang. Jurnal Ilmu Sosial Dan 

Pendidikan, 3(5). https://doi.org/10.36418/syntax-imperatif.v3i5.178 

Sari, N. P. R. (2022). PENGARUH DAYA TARIK WISATA DAN CITRA 

DESTINASI TERHADAP NIAT BERKUNJUNG KEMBALIYANG 

DIMEDIASI OLEH MEMORABLE TOURISM EXPERIENCE. Jurnal 

Master Pariwisata, 8. 

Siregar, K. R., Rachmawati, I., Millanyani, H., & Esperanza, M. (2022). Ipma 

Analysis of The Students’ Acceptance on The Use of Celoe Learning 

Management System (LMS), at Telkom University. Jurnal Sosioteknologi, 

21(1). https://doi.org/https://doi.org/10.5614/sostek.itbj.2022.21.1.7 

Sugiyono. (2020). METODE PENELITIAN PARIWISATA (KUANTITATIF, 

KUALITATIF, KOMBINASI, R&D). Alfabeta. 

Suhendra, J. M., & Millanyani, H. (2021). Pengaruh E-Marketing Mix Terhadap 

Proses Keputusan Pembelian Produk Di Tiket. com. EProceedings of 

Management, 8. 

Stylos, Nikolaos., et al. 2016. Elsevier Tourism Management. Destination Images, 

 Holistic Images and Personal Normative Beliefs: Predictors of Intention to 

 Revisit a Destination. p.41-42  

Tantra, T. (2022). Analisis NiatWisatawan untuk Berkunjung ke Kawasan Kuta 

Mandalika Lombok. Ekonomi, Keuangan, Investasi Dan Syariah 

(EKUITAS), 3(3). https://doi.org/https://doi.org/10.47065/ekuitas.v3i3.1181 



 97 

Utomo, I. W. (2017). Pengaruh Brand Image, Brand Awareness, dan Brand Trust 

terhadap Brand Loyalty pelanggan Online Shopping (Studi Kasus Karyawan 

Di BSI Pemuda). Jurnal Komunikasi, 8(1), 76–84. 

Yoeti, O. A. (1983). Pengantar Ilmu Pariwisata. Angkasa. 

 

 
 

 


	Refrencess

