BIBILIOGRAPHY

Abbasi, G. A., Kumaravelu, J., Goh, Y. N., & Dara Singh, K. S. (2021). Understanding
the intention to revisit a destination by expanding the theory of planned
behaviour (TPB). Spanish Journal of Marketing - ESIC, 25(2), 282-311.
https://doi.org/10.1108/SIME-12-2019-0109

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T

APMI. (2021). Tentang Asosiasi Promotor Musik Indonesia.

Ardani, W. (2021). Trust Drivers and Revisit Intention of Foreign Tourists in Bali.
Budapest International Research and Critics Institute (BIRCl-Journal):
Humanities and Social Sciences, 4(1), 287-297.
https://doi.org/10.33258/birci.v4i1.1593

Bianchi, C., Andrews, L., Wiese, M., & Fazal-E-Hasan, S. (n.d.). Consumer
Intentions to Engage in'S-Commerce: A Cross National Study.

Bonn, M. A., Cho, M., Lee, J. J., & Kim, J. H. (2016). A multilevel analysis of the
effects of wine destination attributes on travel constraints and revisit
intention. International Journal of Contemporary Hospitality Management,
28(11), 2399-2421. https://doi.org/10.1108/IJCHM-01-2015-0010

Boris Blumberg, Donald R. Cooper, & Pamela S. Schindler. (2014). Business
Research Methods (4th ed.). McGraw-Hill Education.

BPS. (2023, November 2). Data Statistik Jumlah Perjalanan Wisatawan Nusantara
Menurut Provisinsi Asal.

Branddo, A., & Gadekar, M. (2023). “You got a new name!” how does renaming a
music festival with a brand affect the festivalgoer’s purchase intention.
International Journal of Event and Festival Management, 14(3), 261-276.

https://doi.org/10.1108/1JEFM-07-2022-0059

106



107

Brochado, A., Cristévao Verissimo, J. M., & de Oliveira, J. C. L. (2022). Memorable
tourism experiences, perceived value dimensions and behavioral intentions:
a demographic segmentation approach. Tourism Review, 77(6), 1472-1486.
https://doi.org/10.1108/TR-09-2021-0433

Chang, L. L., Backman, K. F., & Huang, Y. C. (2014). Creative tourism: a preliminary
examination of creative tourists’” motivation, experience, perceived value
and revisit intention. International Journal of Culture, Tourism, and
Hospitality Research, 8(4), 401-419. https://doi.org/10.1108/IJCTHR-04-
2014-0032

Choi, M., Law, R., & Heo, C. Y. (2018). An Investigation of the Perceived Value of
Shopping Tourism. Journal of Travel Research, 57(7), 962-980.
https.//doi.org/10.1177/0047287517726170

Faith Alele, & Bunmi Malau-Aduli. (2023). An Introduction to Research Methods
for Undergraduate Health Profession Students.

Getz, D., & Page, S. J. (2014). Progress and prospects for event tourism research.
In Tourism Management (Vol. 52, pp. 593—-631). Elsevier Ltd.
https://doi.org/10.1016/j.tourman.2015.03.007

Ghozali. (2017). Model Persamaan Struktural Konsep dan Aplikasi dengan
Program Amos 24. Badan Penerbit Universitas Diponegoro.

Gursoy, D., Kim, K., & Uysal, M. (2004). Perceived impacts of festivals and special
events by organizers: An extension and validation. Tourism Management,
25(2), 171-181. https://doi.org/10.1016/S0261-5177(03)00092-X

Hasan, K., Abdullah, S. K., Islam, F., & Neela, N. M. (2020). An Integrated Model
for Examining Tourists’ Revisit Intention to Beach Tourism Destinations.
Journal of Quality Assurance in Hospitality and Tourism, 21(6), 716—737.
https://doi.org/10.1080/1528008X.2020.1740134

Helal, E. A., Hassan, T. H., Abdelmoaty, M. A,, Salem, A. E., Saleh, M. |., Helal, M.
Y., Abuelnasr, M. S., Mohamoud, Y. A., Abdou, A. H., Radwan, S. H., & Szabo-

Alexi, P. (2023). Exploration or Exploitation of a Neighborhood Destination:



108

The Role of Social Media Content on the Perceived Value and Trust and
Revisit Intention among World Cup Football Fans. Journal of Risk and
Financial Management, 16(3). https://doi.org/10.3390/jrfm16030210

Hery Barus. (2022, November 12). Euforia Festival Musik Tandai Bangkitnya
Industri Musik Tanah Air. https://www.industry.co.id/read/115229/euforia-
festival-musik-tandai-bangkitnya-industri-musik-tanah-air

Hosany, S., Sthapit, E., & Bjork, P. (2022). Memorable tourism experience: A
review and research agenda. In Psychology and Marketing (Vol. 39, Issue 8,
pp. 1467-1486). John Wiley and Sons Inc.
https://doi.org/10.1002/mar.21665

Iniesta-Bonillo, M. A., Sanchez-Fernandez, R., & Jiménez-Castillo, D. (2016).
Sustainability, value, and satisfaction: Model testing and cross-validation in
tourist destinations. Journal of Business Research, 69(11), 5002—-5007.
https://doi.org/10.1016/].jbusres.2016.04.071

Kanwel, S., Linggiang, Z., Asif, M., Hwang, J., Hussain, A., & Jameel, A. (2019). The
influence of destination image on tourist loyalty and intention to visit:
Testing a multiple mediation approach. Sustainability (Switzerland), 11(22).
https://doi.org/10.3390/su11226401

Khoo, K. L. (2022). A study of service quality, corporate image, customer
satisfaction, revisit intention and word-of-mouth: evidence from the KTV
industry. PSU Research Review, 6(2), 105-119. https://doi.org/10.1108/PRR-
08-2019-0029

Kim, H. J., Park, J., Kim, M. J., & Ryu, K. (2013). Does perceived restaurant food
healthiness matter? Its influence on value, satisfaction and revisit intentions
in restaurant operations in South Korea. International Journal of Hospitality
Management, 33(1), 397-405. https://doi.org/10.1016/j.ijhm.2012.10.010

Kim, J. H. (2018). The Impact of Memorable Tourism Experiences on Loyalty

Behaviors: The Mediating Effects of Destination Image and Satisfaction.



109

Journal of Travel Research, 57(7), 856—870.
https://doi.org/10.1177/0047287517721369

Kim, J. H., & Jang, S. C. (Shawn). (2016). Memory Retrieval of Cultural Event
Experiences: Examining Internal and External Influences. Journal of Travel
Research, 55(3), 322—339. https://doi.org/10.1177/0047287514553058

Kim, M., & Thapa, B. (2018). Perceived value and flow experience: Application in
a nature-based tourism.context. Journal of Destination Marketing and
Management, 8, 373-384. https://doi.org/10.1016/j.jdmm.2017.08.002

Kim, Y. H., Kim, M., Ruetzler, T., & Taylor, J. (2010). An examination of festival
attendees’ behavior using SEM. International Journal of Event and Festival
Management, 1(1), 86-95. https://doi.org/10.1108/17852951011029324

Lai, K. P, Yee Yen, Y., & Siong Choy, C. (2020). The effects of service quality and
perceived price on revisit intention of patients: the Malaysian context.
International Journal of Quality and Service Sciences, 12(4), 541-558.
https://doi.org/10.1108/1JQSS-02-2019-0013

Leon, S., & Dixon, S. (2023). Airline satisfaction and loyalty: Assessing the
influence of personality, trust and service quality. Journal of Air Transport
Management, 113. https://doi.org/10.1016/j.jairtraman.2023.102487

Lim, W. M. (2014). The Antecedents and Consequences of Customer Hedonism in
Hospitality Services. Journal of Hospitality Marketing and Management,
23(6), 626—651. https://doi.org/10.1080/19368623.2014.846838

Lisa Yang, Heath P.Terry, C., Piyush Mubayi, & Heather Bellini, C. (2020). Goldman
Sachs Research’s report “Music in the Air.”

Mair, J., & Weber, K. (2019). Event and festival research: a review and research
directions. In International Journal of Event and Festival Management (Vol.
10, Issue 3, pp. 209-216). Emerald Group Holdings Ltd.
https://doi.org/10.1108/1JEFM-10-2019-080

Mannan, M., Chowdhury, N., Sarker, P., & Amir, R. (2019). Modeling customer

satisfaction and revisit intention in Bangladeshi dining restaurants. Journal



110

of Modelling in Management, 14(4), 922—947. https://doi.org/10.1108/IM2-
12-2017-0135

Mark Conner, & Paul Norman. (2015). Predicting Health Behaviour: Research and
Practice with Social Cognition Models.

Nadarajah, G., Sri Ramalu, S., Sri Ramalu Senior Lecturer, S., & Yeop Abdullah, O.
(2017). Effects of Service Quality, Perceived Value and Trust on Destination
Loyalty and Intention to-Revisit Malaysian.Festivals among International
Tourists. https://www.researchgate.net/publication/323847844

Ngoc, K. M., & Trinh, N. T.(2015). Factors Affecting Tourists’ Return Intention
towards Vung Tau City, Vietnam-A Mediation Analysis of Destination
Satisfaction.Journal of Advanced Management Science, 292—298.
https://doi.org/10.12720/joams.3.4.292-298

Pansari, A., & Kumar, V. (2017). Customer engagement: the construct,
antecedents, and consequences. Journal of the Academy of Marketing
Science, 45(3), 294-311. https://doi.org/10.1007/s11747-016-0485-6

Pham, L. T. M., Do, H. N., & Phung, T. M. (2016). The Effect of Brand Equity and
Perceived Value on Customer Revisit Intention: A Study in Quick-Service
Restaurants in Vietnam. Acta Oeconomica Pragensia,; 24(5), 14-30.
https://doi.org/10.18267/j.a0p.555

Pujiastuti, E. E., Soeprapto, A., Susanta, S., Utomo, H. S., & Maharaniputri, A.
(2022). The role/of perceived value in understanding tourist experience and
post experience at heritage destinations. Jurnal Siasat Bisnis, 26(1), 35-56.
https://doi.org/10.20885/jsb.vol26.iss1.art3

Quintal, V. A., & Polczynski, A. (2010). Factors influencing tourists’ revisit
intentions. Asia Pacific Journal of Marketing and Logistics, 22(4), 554-578.
https://doi.org/10.1108/13555851011090565

Ranjbarian, B., & Pool, J. K. (2015). The Impact of Perceived Quality and Value on

Tourists’ Satisfaction and Intention to Revisit Nowshahr City of Iran. Journal



111

of Quality Assurance in Hospitality and Tourism, 16(1), 103-117.
https://doi.org/10.1080/1528008X.2015.966295

Rasoolimanesh, S. M., Iranmanesh, M., Seyfi, S., Ari Ragavan, N., & Jaafar, M.
(2023). Effects of perceived value on satisfaction and revisit intention:
Domestic vs. international tourists. Journal of Vacation Marketing, 29(2),
222-241. https://doi.org/10.1177/13567667221086326

Rasoolimanesh, S. M., Seyfi, S., Hall, C. M., & Hatamifar, P. (2021). Understanding
memorable tourism experiences and behavioural intentions of heritage
tourists. Journal of Destination Marketing and Management, 21.
https://doi.org/10.1016/j.jdmm.2021.100621

Rather, R. A., Hollebeek, L. D., & Rasoolimanesh, S. M. (2022a). First-Time versus
Repeat Tourism Customer Engagement, Experience, and Value Cocreation:
An Empirical Investigation. Journal of Travel Research, 61(3), 549-564.
https://doi.org/10.1177/0047287521997572

Rather, R. A., Hollebeek, L. D., & Rasoolimanesh, S. M. (2022b). First-Time versus
Repeat Tourism Customer Engagement, Experience, and Value Cocreation:
An Empirical Investigation. Journal of Travel Research, 61(3), 549-564.
https://doi.org/10.1177/0047287521997572

Shen, Y. (2017). Travel and Tourism Research Association: Advancing Tourism
Research Globally.
https://scholarworks.umass.edu/ttra/2016/Grad _Student_Workshop/8

Shi, H., Liu, Y., Kumail, T., & Pan, L. (2022). Tourism destination brand equity,
brand authenticity and revisit intention: the mediating role of tourist
satisfaction and the moderating role of destination familiarity. Tourism
Review, 77(3), 751-779. https://doi.org/10.1108/TR-08-2021-0371

Soliman, M. (2021). Extending the Theory of Planned Behavior to Predict Tourism
Destination Revisit Intention. International Journal of Hospitality and
Tourism Administration, 22(5), 524-549.
https://doi.org/10.1080/15256480.2019.1692755



112

Sthapit, E., Coudounaris, D. N., & Bjork, P. (2019). Extending the memorable
tourism experience construct: an investigation of memories of local food
experiences. Scandinavian Journal of Hospitality and Tourism, 19(4-5), 333—
353. https://doi.org/10.1080/15022250.2019.1689530

Taheri, B., Gannon, M. J., & Kesgin, M. (2020). Visitors’ perceived trust in sincere,
authentic, and memorable heritage experiences. Service Industries Journal,
40(9-10), 705-725. https://doi.org/10.1080/02642069.2019.1642877

Tan, K. L., Sim, A. K. S., Chai, D., & Beck, L. (2020). Participant well-being and local
festivals: the case of the Miri country music festival, Malaysia. International
Journal of Event and Festival Management, 11(4), 433—451.
https://doi.org/10.1108/1JEFM-02-2020-0007

Tiwari, A. V., Bajpai, N., Singh, D., & Vyas, V. (2022). Antecedents of hedonism
affecting memorable tourism experience (MTE) leading to revisit intention in
tourists. International Journal of Tourism Cities, 8(3), 588—602.
https://doi.org/10.1108/1JTC-03-2021-0043

Tuzunkan, D., & Albayrak, A. (2016). The Importance of Restaurant Physical
Environment For Turkish Customers. Journal of Tourism Research &
Hospitality, 05(01). https://doi.org/10.4172/2324-8807.1000154

UNWTO. (2020). Global Guidelines to Restart Tourism.
https://webunwto.s3.euwest-1. amazonaws.com/s3fs-public/2020-
05/UNWTQ-Global Guidelines-to-Restart-To urism.pdf.

Vinh-Long Tran-Chi, Thanh-Thao Ly, Huyen-Trang Luu-Thi, Van-Son Huynh, & My-
Tien Nguyen-Thi. (2021). The Influence of COVID-19 Stress and Self-
Concealment on Professional Help-Seeking Attitudes: A Cross-Sectional Study
of University Students.

WHO. (2020). WHO Director-General’s opening remarks at the media briefing on
COVID-19-11 March 2020. . https://www.who.int/dg/speeches/detail/who-
director -general-s-opening-remarks-at-themedia-briefing-on-covid-19—11-

march-2020.



113

Wu, H. C., & Li, T. (2015). An Empirical Study of the Effects of Service Quality,
Visitor Satisfaction, and Emotions on Behavioral Intentions of Visitors to the
Museums of Macau. Journal of Quality Assurance in Hospitality and Tourism,
16(1), 80—-102. https://doi.org/10.1080/1528008X.2015.966298

Yan, X., Wang, J., & Chau, M. (2015). Customer revisit intention to restaurants:
Evidence from online reviews. Information Systems Frontiers, 17(3), 645—
657. https://doi.org/10.1007/s10796-013-9446-5

Yuniarti, Y., & Hidayat, A. (2021). The analysis of patients’ revisits intention factors
in sub-urban hospital. International Journal of Research in Business and
Social Science (2147- 4478), 10(4), 420-429.
https://doi.org/10.20525/ijrbs.v10i4.1232

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A
Means-End Model and Synthesis of Evidence. Journal of Marketing, 52(3),
2-22. https://doi.org/10.1177/002224298805200302

Zhang, H., Wu, Y., & Buhalis, D. (2018). A model of perceived image, memorable
tourism experiences and revisit intention. Journal of Destination Marketing
and Management, 8, 326-336. https://doi.org/10.1016/j.jdmm.2017.06.004

Zhou, Q., Pu, Y., & Su, C. (2023). The mediating roles of memorable tourism
experiences and destination image in the correlation between cultural
heritage rejuvenation experience quality and revisiting intention. Asia Pacific
Journal of Marketing and Logistics, 35(6), 1313-1329.
https://doi.org/10.1108/APJML-11-2021-0829



