DAFTAR PUSTAKA

Afshardoost, M., & Eshaghi, M. S. (2020). Destination image and tourist
behavioural intentions: A meta-analysis. Tourism Management, 81, 104154.

Ahn, T., Ekinci, Y., & Li, G. (2013). Self-congruence, functional congruence, and
destination choice. Journal of Business Research, 66(6), 719-723.

Ahn, T., Ekinci, Y., and Li, G. (2013). Self-congruence, functional congruence, and
destination choice. J. Bus. Res. 66, 719-723

Anggraeni, V., & Astini, R. (2020). The influence of motivation, destination image
& destination trust which had an impact on millennials’ visit decision to The

National Museum. Saudi Journal of Business and Management Studies,
5(10), 506-511.

Ardyan, E., & Wibisono, U. (2019). Between self congruity, destination relationship
and memorable tourist experience: an empiric study on the loyalty of tourist
destination. JDM (Jurnal Dinamika Manajemen), 10(1), 111-123.

Arefieva, V., Egger, R., & Yu, J. (2021). 4 machine learning approach to cluster
destination image on Instagram. Tourism Management, 85, 104318.

As’ad H. Abu Rumman dan Anas Y. Alhadid, 2014, “The Impact of Social Media
Marketing on Brand Equity:. An Empirical Study on Mobile Service
Provider in Jordan” Science Private University, Amman, Jordan. Rev.
Integr. Bus. Econ. Res Vol 3.

Awan, M. 1., Shamim, A., & Ahn, J. (2020). Implementing “cleanliness is half of
faith” in re-designing tourists, experiences and salvaging the hotel industry
in Malaysia during COVID-19 pandemic. Journal of Islamic Marketing.

Azeez, Z. A. (2021). The Impact of Social Media Platforms on Travel Decision
Making. Review of International Geographical Education Online, 11(3).

Belk, R.W. (1975), “Situational variables and consumer behavior”, Journal of
Consumer Research, Vol. 2 No. 3, pp. 157-164.

Bhat, M. A. (2012). Tourism Service Quality: A Dimension-specific Assessment of
SERVQUAL*. Global Business Review, 13(2), 327-337.

Blazeska, D., Strezovski, Z., & Klimoska, A. M. (2018). The influence of tourist
infrastructure on the tourist satisfaction in Ohrid. UTMS Journal of
Economics, 9(1), 85-93.

Bob Sabran Jilid I edisi 1, (Jakarta: Erlangga, 2008), 166.

96



97

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. D. (2013). Consumer engagement
in avirtual brand community: An exploratory analysis. Journal of Business
Research, 66(1), 105-114.

Buhalis, D. (2000). Marketing the competitive destination of the future. Tourism
Management, 21(1), 97-116.

Chahal, H., & Devi, A. (2015). Destination attributes and destination image
relationship in wvolatile tourist destination: role of perceived risk.
Metamorphosis, 14(2), 1-19.

Cifci, 1. (2021). Testing self-congruity theory in Bektashi faith destinations: The
roles of memorable tourism experience and destination attachment. Journal
of Vacation Marketing, 135676672110117.

Cifci, 1. (2022). Testing self-congruity theory in Bektashi faith destinations: The
roles of memorable tourism experience and destination attachment. Journal
of Vacation Marketing, 28(1), 3-19.

Data statistik pengguna media sosial Indonesia (2022). Diakses pada 23 Juni 2023
dari https://dataindonesia.id/internet/detail/indonesia-miliki-9717-juta-
pengguna-instagram-hingga-akhir-2022

de Arriba, R., Girardi, G., & Vidagan, M. (2019). Contemporary art in higher
education: Creative pedagogies in political economy. Thinking Skills and
Creativity, 33, 100577.

Eom, T., Han, H., & Song, H. (2020). Discovering the perceived attributes of CBT
destination travelers in South Korea: A mixed method approach.

Eusébio, C., & Vieira, A. (2013). Destination Attributes’ evaluation, satisfaction,
and behavioural intentions: A structural modelling approach. International
Journal of Tourism Research, 15(1), 66—80.

Fandy Tjiptono, Pemasaran Jasa: Prinsip, Penerapan, Penelitian, Yogyakarta: Andi,
2014.

Ferdinand. 2005. Metode Penelitian Manajemen. Edisi 2. BP Universitas
Diponegoro: Semarang

Gaffar, V., Tjahjono, B., Abdullah, T., & Sukmayadi, V. (2022). Like, tag and share:
bolstering social media marketing to improve intention to visit a nature-
based tourism destination. Tourism Review, 77(2), 451-470.

Ghozali, 1. (2017). Model Persamaan Struktural Konsep Dan Aplikasi Program
AMOS 24. Semarang: Badan Penerbit Universitas Diponegoro.

Granberg, L. (2019). The role of instagram in choosing a travel destination.

Hair J.F., et al. 2010.Multivariate Data Analysis. Seventh Edition. New Jersey:
Pearson Prentice Hall.



98

Halo Semarang (2023). Diakses pada 10 September 2022 dari
https://halosemarang.id/disbudpar-kota-semarang-targetkan-jumlah-
kunjungan-sebanyak-72-juta-
wisatawan#:~:text=Kepala%20Dinas%20Kebudayaan%20dan%20Pariwis
ata,sebanyak%205%2C3%?20juta%20wisatawan.

Harahap, M. (2018). Tanggapan Pengunjung Terhadap Fasilitas Objek Wisata
Rumah Batu Serombou di Kabupaten Rokanhulu. Jurnal Organisasi dan
Manajemen 5 (1), 1-8.

Holland, J. (2023). Risk to self: Self-congruity in cruise decision-making. Journal
of Vacation Marketing, 29(1), 22-37.

Hu, Y., & Ritchie, J. B. (1993). Measuring destination attractiveness: A contextual
approach. Journal of Travel Research, 32(2), 25-34.

Hysa, B., Karasek, A., & Zdonek, 1. (2021). Social media usage by different
generations as a tool for sustainable tourism marketing in society 5.0 idea.
Sustainability, 13(3), 1018.

Imikan, A. M., & Ekpo, K. J. (2012). Infrastructure and Tourism Development in
Nigeria: A case study of rivers state. International Journal of Economic
Development Research and Investment, 3(2), 53-60.

Jumlah Pengunjung Lawang Sewu (2022). Diakses pada 10 September 2022 dari
https://regional kompas.com/read/2022/12/26/220604478/libur-nataru-
wahana-lawang-sewu-semarang-ditambah-catat-harga-
tiketnya#:~:text=Hingga%2025%20Desember%202022%2C%20jumlah%
20wisatawan%20sepanjang%202022%20mencapai%20691.216.

Jumpa Pers Akhir Tahun Kemenparekraf (2022). Diakses pada 3 September 2022
dari https://www.youtube.com/live/GiiEeGJ7eGQ?feature=share

Kaosiri, Y.N., Callarisa Fiol, L.J., Moliner Tena, M.A., Rodriguez Artola, R.M. and
Sanchez Garcia, J. (2019), “User-generated content sources in social
media: a new approach to explore tourist satisfaction”, Journal of Travel
Research, Vol. 58 No. 2, pp. 253-265.

Kim, J. (2014). The antecedents of memorable tourism experiences: The
development of a scale to measure the destination attributes associated with
memorable experiences. Tourism Management, 44, 34-45.

Klabi, F. (2020). Self-image congruity affecting perceived quality and the
moderation of brand experience: The case of local and international brands
in the Kingdom of Saudi Arabia. Journal of Global Marketing, 33(2), 69-83.

Kotler Philip. 2008. Manajemen Pemasaran, Edisi Millenium diterjemahkan
Benyamin Molan: PT Prenhallindo: Jakarta.

Kotler, Philip; Armstrong, Garry, 2008. Prinsip-prinsip Pemasaran, Jilid 1,
Erlangga, Jakarta.



99

Kumar, V. (2016). Examining the role of destination personality and self-congruity
in predicting tourist behavior. Tourism Management Perspectives, 20, 217—
227.

Lazaridou, K., Vrana, V., & Paschaloudis, D. (2017). Museums + Instagram.
Springer Proceedings in Business and Economics, 73—84.

Li, F.,, Larimo, J., & Leonidou, L. C. (2021). Social media marketing strategy:
definition, conceptualization, taxonomy, validation, and future agenda.
Journal of the Academy of Marketing Science, 49, 51-70.

Mansfeld, Y. (1992). From motivation to actual travel. Annals of tourism research,
19(3), 399-419.

Mele, E., Kerkhof, P., & Cantoni, L. (2021). Analyzing cultural tourism promotion
on Instagram: A cross-cultural perspective. Journal of Travel & Tourism
Marketing, 38(3), 326-340.

Moon, H., & Han, H. (2018). Destination attributes influencing Chinese travelers'
perceptions of experience quality and intentions for island tourism: A case
of Jeju Island. Tourism Management Perspectives, 28, 71-82.

Muslim, A., Harun, A., Ismael, D., & Othman, B. (2020). Social media experience,
attitude and behavioral intention towards umrah package among generation
X and Y. Management Science Letters, 10(1), 1-12.

Nur'afifah, O., & Prihantoro, E. (2021). The Influence of SocialMedia on Millennial
Generation about Travel Decision-Making. Jurnal The Messenger, 13(3),
238-255.

Ompusunggu, V. M., Sos, S., Sitorus, R. A., & Siagian, C. (2023). PENGARUH
ATRIBUT PRODUK WISATA DAN ELECTRONIC WORD OF MOUTH
(E-WOM) TERHADAP KEPUTUSAN BERKUNJUNG PADA
KAWASAN WISATA DI KABUPATEN KARO. JURNAL
REGIONOMIC, 5(1), 64-77.

Osei, B.A.; Mensah, I.; Amenumey, E.K. Utilisation of social media by
international tourists to Ghana. Anatolia 2018, 29, 411-421.

Penurunan jumlah wisatawan Sam Poo Kong (2022). Diakses pada 10 September
2022 dari  https://duta.co/sam-poo-kong-alami-penurunan-pengunjung-
umkm-ikut-terdampak

Philip Kotler dan Kevin Lane Keller, Manajemen Pemasaran terjm.

Rancangan Rencana Strategis Kemenkominfo (2022 — 2024). Diakses pada 5
September 2022 dari
https://web.kominfo.go.id/sites/default/files/Lampiran%202%20Rancanga
n%20Rencana%?20Strategis%20Kemenkominfo%202020-2024.pdf

Sangadji, Etta Mamang; Sopiah. 2013. Perilaku Konsumen. Yogyakarta.



100

Schlesinger, W., Cervera-Taulet, A., & Pérez-Cabanero, C. (2020). Exploring the
links between destination attributes, quality of service experience and
loyalty in emerging Mediterranean destinations. Tourism Management
Perspectives, 35, 100699.

Sekaran, Uma dan Roger Bougie, (2017), Metode Penelitian untuk Bisnis:
Pendekatan Pengembangan-Keahlian, Edisi 6, Buku 1, Cetakan Kedua,
Salemba Empat, Jakarta Selatan 12610.

Sekaran, Uma., & Bougie, R. (2016). Research Methods for Business: A Skill-
Building Approach (7th Ed). United Kingdom: Wiley.

Sekilas Tentang Semarang, KRI (2019). Diakses pada 3 September 2022 dari
https://kri2019.dinus.ac.id/Frontsemarang#:~:text=Kota%20Semarang%20
adalah%?20ibukota%20Provinsi,Surabaya%2C%20Medan%2C%20dan%?2
OBandung.

Semarang Contemporary Art Gallery. Diakses pada 1 September 2022 dari
https://www.semaranggallery.com/

Semarang Contemporary Art Gallery. Diakses pada 1 September 2022 dari
https://www.instagram.com/semarang_gallery/?hl=en

Silaen, S. (2018). Metodologi Penelitian Sosial untuk Penulisan Skripsi dan Tesis.
Bogor: In Media.

Sirgy, M. J. (1985). Using self-congruity and ideal congruity to predict purchase
motivation. Journal of Business Research, 13(3), 195-206.

Sirgy, M. J., Johar, J. S., Samli, C. A., and Claiborne, C. B. (1991). Self-congruence
vs functional congruence: Predictors of consumer behavior. J. Acad. Mark.
Sci. 19, 363-375.

Sixt, M. (2013). Social Media in the Tourism Industry: How social media and The
Self-Congruity Theory Affect Destination Choice.

Sop, S. (2020). Self-congruity theory in tourism research: A systematic review and
future research directions. European Journal of Tourism Research, 26,
2604-2604.

Sugiyono. (2016). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung:
PT Alfabet.

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung:
Alfabeta, CV.

Sugiyono. (2018). Metode Penelitian Kombinasi (Mixed Methods). Bandung: CV
Alfabeta.

Sugiyono. (2018). Metode Penelitian Kuantitatif. Bandung: Alfabeta.



101

Sugiyono. 2010. Metode Penelitian Pendidikan Pendekatan Kuantitatif, kualitatif,
dan R&D. Bandung: Alfabeta

Suryanegara. 1977. Sumber Daya Alam dan Lingkungan. Jakarta: Rineka Cipta.
Tuten, T.L. and Solomon, M.R. (2018), Social Media Marketing, 3rd ed., Sage.
Uma Sekaran. 2009. Metode Penelitian Untuk Bisnis, Salemba Empat: Jakarta.

Wang, H., & Yan, J. (2022). Effects of social media tourism information quality on
destination travel intention: Mediation effect of self-congruity and trust.
Frontiers in Psychology, 13, 7985.

Whyte, L. J., Packer, J., & Ballantyne, R. (2018). Cruise destination attributes:
measuring the relative importance of the onboard and onshore aspects of
cruising. Tourism Recreation Research, 43(4), 470-482.

Wong, I. A. (2011, October). Using destination attributes to promote event travel:
The case of Macau. In Journal of Convention & Event Tourism (Vol. 12,
No. 4, pp. 241-252). Taylor & Francis Group.

Wu, X., & Lai, I. K. W. (2022). How destination personality dimensions influence
film tourists’ destination loyalty: an application of self-congruity theory.
Current Issues in Tourism, 1-16.

Yang, S., Isa, S. M., Wu, H., Ramayah, T., & Jermsittiparsert, K. (2020). Examining
the role of destination image, self-congruity and trip purpose in predicting
post-travel intention: The case of Chinese tourists in New Zealand. Revista
Argentina de Clinica Psicologica, 29(5), 1504-1517.

Ye, Z., Hashim, N. H., Baghirov, F., & Murphy, J. (2018). Gender differences in
Instagram hashtag use. Journal of Hospitality Marketing & Management,
27(4), 386—404.

Zemke, D. M. V., Neal, J., Shoemaker, S., & Kirsch, K. (2015). Hotel cleanliness.
will guests pay for enhanced disinfection? International Journal of
Contemporary Hospitality Management, 27(4), 690-710.

Zhong, Y., & Moon, H. C. (2020). What Drives Customer Satisfaction, Loyalty, and
Happiness in Fast-Food Restaurants in China? Perceived Price, Service
Quality, Food Quality, Physical Environment Quality, and the Moderating
Role of Gender. Foods, 9(4), 460.

Zivkovié, R., Gajié, J., & Brdar, I. (2014). The impact of social media on tourism.
Singidunum Journal of Applied Sciences, 758-761.



