
 

94 
 

DAFTAR PUSTAKA 

 

Adam, I. (2021). Negative tourist-to-tourist interactions, value destruction, 

satisfaction, and post consumption behavioral intention. Journal of 

Destination Marketing & Management, 20, 100557. 

Agapito, D., Oom do Valle, P., & da Costa Mendes, J. (2013). The cognitive-

affective-conative model of destination image: A confirmatory analysis. 

Journal of Travel & Tourism Marketing, 30(5), 471–481. 

Aj, M. (2012). Kepariwisataan dan perjalanan. Jakarta: Raja Grafindo Persada. 

Akgün, A. E., Senturk, H. A., Keskin, H., & Onal, I. (2020). The relationships 

among nostalgic emotion, destination images and tourist behaviors: An 

empirical study of Istanbul. Journal of Destination Marketing & 

Management, 16, 100355. 

An, S., Suh, J., & Eck, T. (2019). Examining structural relationships among service 

quality, perceived value, satisfaction and revisit intention for Airbnb guests. 

International Journal of Tourism Sciences, 19(3), 145–165. 

Andreassen, T. W., & Lindestad, B. (1998). Customer loyalty and complex 

services: The impact of corporate image on quality, customer satisfaction and 

loyalty for customers with varying degrees of service expertise. International 

Journal of Service Industry Management, 9(1), 7–23. 

Assaker, G., & Hallak, R. (2013). Moderating effects of tourists’ novelty-seeking 

tendencies on destination image, visitor satisfaction, and short-and long-term 

revisit intentions. Journal of Travel Research, 52(5), 600–613. 

Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioral 

intentions. Annals of Tourism Research, 27(3), 785–804. 

Ball, D., Coelho, P. S., & Machás, A. (2004). The role of communication and trust 

in explaining customer loyalty: An extension to the ECSI model. European 

Journal of Marketing, 38(9/10), 1272–1293. 

Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. 

Annals of Tourism Research, 26(4), 868–897. 

Beerli, A., & Martin, J. D. (2004). Factors influencing destination image. Annals of 

Tourism Research, 31(3), 657–681. 

Bigne, J. E., Sanchez, M. I., & Sánchez, J. (2001). Tourism image, evaluation 

variables and after purchase behaviour: inter-relationship. Tourism 

Management, 22(6), 607–616. 

Bitner, M. J. (2003). dan Zeithaml, VA, 2003, Service Marketing. Tata McGraw 

Hill, New Delhi. 

Bolton, R. N., & Drew, J. H. (1991). A multistage model of customers’ assessments 

of service quality and value. Journal of Consumer Research, 17(4), 375–384. 

Boo, S., & Busser, J. A. (2018). Tourists’ hotel event experience and satisfaction: 



95 
 

 
 

an integrative approach. Journal of Travel & Tourism Marketing, 35(7), 895–

908. 

Breiby, M. A., & Slåtten, T. (2018). The role of aesthetic experiential qualities for 

tourist satisfaction and loyalty. International Journal of Culture, Tourism and 

Hospitality Research, 12(1), 1–14. 

Cain, L. N., Busser, J., & Baloglu, S. (2016). Profiling the motivations and 

experiences of spa customers. Anatolia, 27(2), 262–264. 

Castro, C. B., Armario, E. M., & Ruiz, D. M. (2007). The influence of market 

heterogeneity on the relationship between a destination’s image and tourists’ 

future behaviour. Tourism Management, 28(1), 175–187. 

Chandralal, L., Rindfleish, J., & Valenzuela, F. (2015). An application of travel 

blog narratives to explore memorable tourism experiences. Asia Pacific 

Journal of Tourism Research, 20(6), 680–693. 

Chandralal, L., & Valenzuela, F.-R. (2013). Exploring memorable tourism 

experiences: Antecedents and behavioural outcomes. Journal of Economics, 

Business and Management, 1(2), 177–181. 

Charli, C. O. (2020). Pengaruh social media marketing, fasilitas wisata dan citra 

destinasi wisata terhadap minat wisatawan berkunjung. Jurnal Ekobistek, 40–

48. 

Chen, C.-F., & Chen, F.-S. (2010). Experience quality, perceived value, satisfaction 

and behavioral intentions for heritage tourists. Tourism Management, 31(1), 

29–35. 

Chen, C.-F., & Tsai, D. (2007). How destination image and evaluative factors affect 

behavioral intentions? Tourism Management, 28(4), 1115–1122. 

Chen, H.-B., Yeh, S.-S., & Huan, T.-C. (2014). Nostalgic emotion, experiential 

value, brand image, and consumption intentions of customers of nostalgic-

themed restaurants. Journal of Business Research, 67(3), 354–360. 

Chen, H., & Rahman, I. (2018). Cultural tourism: An analysis of engagement, 

cultural contact, memorable tourism experience and destination loyalty. 

Tourism Management Perspectives, 26, 153–163. 

Chen, N., & Funk, D. C. (2010). Exploring destination image, experience and 

revisit intention: A comparison of sport and non-sport tourist perceptions. 

Journal of Sport & Tourism, 15(3), 239–259. 

Cheng, Z., & Chen, X. (2022). The effect of tourism experience on tourists’ 

environmentally responsible behavior at cultural heritage sites: the mediating 

role of cultural attachment. Sustainability, 14(1), 565. 

Chi, C. G.-Q., & Qu, H. (2008). Examining the structural relationships of 

destination image, tourist satisfaction and destination loyalty: An integrated 

approach. Tourism Management, 29(4), 624–636. 

Chien, M. C. (2017). An Empirical Study on the Effect of Attractiveness of 



96 
 

 
 

Ecotourism Destination on Experiential Value and Revisit Intention. Applied 

Ecology & Environmental Research, 15(2). 

Chiu, W., Zeng, S., & Cheng, P. S.-T. (2016). The influence of destination image 

and tourist satisfaction on tourist loyalty: a case study of Chinese tourists in 

Korea. International Journal of Culture, Tourism and Hospitality Research, 

10(2), 223–234. 

Cho, H., Joo, D., & Woosnam, K. M. (2020). Sport tourists’ team identification and 

revisit intention: Looking at the relationship through a nostalgic lens. Journal 

of Hospitality & Tourism Research, 44(6), 1002–1025. 

Cifci, I. (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. 

Cole, S. T., & Scott, D. (2004). Examining the mediating role of experience quality 

in a model of tourist experiences. Journal of Travel & Tourism Marketing, 

16(1), 79–90. 

Coudounaris, D. N., & Sthapit, E. (2017). Antecedents of memorable tourism 

experience related to behavioral intentions. Psychology & Marketing, 34(12), 

1084–1093. 

Crompton, J. L. (1979). An assessment of the image of Mexico as a vacation 

destination and the influence of geographical location upon that image. 

Journal of Travel Research, 17(4), 18–23. 

Dairobi, M., & Anisah, H. U. (2025). Impact of halal destination image, value, 

experience, contact on revisit intentions of Haul Sekumpul attendees. 

Manajemen Dan Bisnis, 24(1), 27–42. 

Deagan, K., Rice, P. M., Schuyler, R. L., Ramenofsky, A. F., Schortman, E. M., 

Urban, P. A., Hill, J. D., Singleton, T. A., Terrell, J. E., & Stein, G. J. (2015). 

Studies in culture contact: Interaction, culture change, and archaeology 

(Issue 25). SIU Press. 

Fakeye, P. C., & Crompton, J. L. (1991). Image differences between prospective, 

first-time, and repeat visitors to the Lower Rio Grande Valley. Journal of 

Travel Research, 30(2), 10–16. 

Ferdinand, A. (2014). Metode penelitian manajemen: Pedoman penelitian untuk 

penulisan skripsi tesis dan disertasi ilmu manajemen. 

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish 

experience. Journal of Marketing, 56(1), 6–21. 

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable 

variables and measurement error: Algebra and statistics. Sage publications 

Sage CA: Los Angeles, CA. 

Gholipour Soleimani, A., & Einolahzadeh, H. (2018). The influence of service 

quality on revisit intention: The mediating role of WOM and satisfaction 



97 
 

 
 

(Case study: Guilan travel agencies). Cogent Social Sciences, 4(1), 1560651. 

Ghoochani, O. M., Torabi, R., Hojjati, M., Ghanian, M., & Kitterlin, M. (2018). 

Factors influencing Iranian consumers’ attitudes toward fast-food 

consumption. British Food Journal. 

Ghozali, I. (2008). Structural equation modeling: Metode alternatif dengan partial 

least square (pls). Badan Penerbit Universitas Diponegoro. 

Ghozali, I., & Latan, H. (2015). Partial least squares. Konsep, Teknik Dan Aplikasi 

Menggunakan Program SmartPLS, 3(9). 

Gitelson, R. J., & Crompton, J. L. (1984). Insights into the repeat vacation 

phenomenon. Annals of Tourism Research, 11(2), 199–217. 

Gnoth, J., & Zins, A. H. (2013). Developing a tourism cultural contact scale. 

Journal of Business Research, 66(6), 738–744. 

Gunn, C. A. (1988). Vacationscape: Designing tourist regions. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how 

to report the results of PLS-SEM. European Business Review, 31(1), 2–24. 

Hair Jr, J., Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2021). A 

primer on partial least squares structural equation modeling (PLS-SEM). 

Sage publications. 

Hallmann, K., Zehrer, A., & Müller, S. (2015). Perceived destination image: An 

image model for a winter sports destination and its effect on intention to 

revisit. Journal of Travel Research, 54(1), 94–106. 

Hasan, M. K., Abdullah, S. K., Lew, T. Y., & Islam, M. F. (2019). The antecedents 

of tourist attitudes to revisit and revisit intentions for coastal tourism. 

International Journal of Culture, Tourism and Hospitality Research, 13(2), 

218–234. 

Hasan, M. K., Ismail, A. R., & Islam, M. D. F. (2017). Tourist risk perceptions and 

revisit intention: A critical review of literature. Cogent Business & 

Management, 4(1), 1412874. 

He, X., & Luo, J. M. (2020). Relationship among travel motivation, satisfaction and 

revisit intention of skiers: A case study on the tourists of urumqi silk road ski 

resort. Administrative Sciences, 10(3), 56. 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

of the Academy of Marketing Science, 43, 115–135. 

Hidayat, S., Suwena, I. K., & Dewi, N. (2021). Pengaruh Promosi Dan Kualitas 

Pelayanan Terhadap Minat Berkunjung Wisatawan Domestik Ke Museum 

Surabaya. Jurnal IPTA (Industri Perjalanan Wisata) p-ISSN, 2338, 8633. 

Huang, Y., Zhang, Y., & Quan, H. (2019). The relationship among food perceived 

value, memorable tourism experiences and behaviour intention: The case of 

the Macao food festival. International Journal of Tourism Sciences, 19(4), 



98 
 

 
 

258–268. 

Iordanova, E. (2017). Tourism destination image as an antecedent of destination 

loyalty: The case of Linz, Austria. European Journal of Tourism Research, 

16, 214–232. 

Isa, M., & Istikomah, R. (2019). Analisis Perilaku Konsumen Dalam Keputusan 

Pembelian Makanan di Kota Surakarta. Jurnal Manajemen Dayasaing, 21(2), 

98–110. 

Jang, S. S., & Wu, C.-M. E. (2006). Seniors’ travel motivation and the influential 

factors: An examination of Taiwanese seniors. Tourism Management, 27(2), 

306–316. 

Jenkins, O. H. (1999). Understanding and measuring tourist destination images. 

International Journal of Tourism Research, 1(1), 1–15. 

Jin, M., Choi, Y., Lee, C.-K., & Ahmad, M. S. (2020). Effects of place attachment 

and image on revisit intention in an ecotourism destination: Using an 

extended model of goal-directed behavior. Sustainability, 12(18), 7831. 

Jovicic, D. (2016). Cultural tourism in the context of relations between mass and 

alternative tourism. Current Issues in Tourism, 19(6), 605–612. 

Juliandi, A. (2018). Structural equation model based partial least square SEM-PLS 

Menggunakan SmartPLS. Jurnal Pelatihan SEM-PLS Program 

Pascasarjana Universitas Batam, 1617. 

Kim, A. K., & Brown, G. (2012). Understanding the relationships between 

perceived travel experiences, overall satisfaction, and destination loyalty. 

Anatolia, 23(3), 328–347. 

Kim, K., Hallab, Z., & Kim, J. N. (2012). The moderating effect of travel experience 

in a destination on the relationship between the destination image and the 

intention to revisit. Journal of Hospitality Marketing & Management, 21(5), 

486–505. 

Kim, S., Park, J. H., Lee, D. K., Son, Y., Yoon, H., Kim, S., & Yun, H. J. (2017). 

The impacts of weather on tourist satisfaction and revisit intention: a study of 

South Korean domestic tourism. Asia Pacific Journal of Tourism Research, 

22(9), 895–908. 

Kock, F., Josiassen, A., & Assaf, A. G. (2016). Advancing destination image: The 

destination content model. Annals of Tourism Research, 61, 28–44. 

Lai, S., Zhang, S., Zhang, L., Tseng, H.-W., & Shiau, Y.-C. (2021). Study on the 

influence of cultural contact and tourism memory on the intention to revisit: 

a case study of cultural and creative districts. Sustainability, 13(4), 2416. 

Le Chi Cong, L. C. C. (2016). A formative model of the relationship between 

destination quality, tourist satisfaction and intentional loyalty: An empirical 

test in Vietnam. 

Lee, B., Lee, C.-K., & Lee, J. (2014). Dynamic nature of destination image and 



99 
 

 
 

influence of tourist overall satisfaction on image modification. Journal of 

Travel Research, 53(2), 239–251. 

Lee, T. H. (2009). A structural model to examine how destination image, attitude, 

and motivation affect the future behavior of tourists. Leisure Sciences, 31(3), 

215–236. 

Lehto, X. Y., O’leary, J. T., & Morrison, A. M. (2004). The effect of prior 

experience on vacation behavior. Annals of Tourism Research, 31(4), 801–

818. 

Lemeshow, S., Hosmer, D. W., Klar, J., & Lwanga, S. K. (1997). Besar sampel 

dalam penelitian kesehatan. Yogyakarta: Gajah Mada University. 

Li, R., Li, Y.-Q., Liu, C.-H., & Ruan, W.-Q. (2022). How to create a memorable 

night tourism experience: atmosphere, arousal and pleasure. Current Issues 

in Tourism, 25(11), 1817–1834. 

Li, X. R., Cheng, C.-K., Kim, H., & Petrick, J. F. (2008). A systematic comparison 

of first-time and repeat visitors via a two-phase online survey. Tourism 

Management, 29(2), 278–293. 

Li, Y.-Q., & Liu, C.-H. (2020). Impact of cultural contact on satisfaction and 

attachment: mediating roles of creative experiences and cultural memories. 

Journal of Hospitality Marketing & Management, 29(2), 221–245. 

Likert, R. (1932). A technique for the measurement of attitudes. Archives of 

Psychology. 

Lu, Y., & Hu, Y. (2021). Research on the relationships between destination image, 

perceived value and tourism experience of gastronomy tourism--A case of 

Macao Food Tourists. E3S Web of Conferences, 251, 3038. 

Marliana, R. R. (2020). Partial least square-structural equation modeling pada 

hubungan antara tingkat kepuasan mahasiswa dan kualitas Google classroom 

berdasarkan metode webqual 4.0. Jurnal Matematika, Statistika Dan 

Komputasi, 16(2), 174–186. 

Martín-Santana, J. D., Beerli-Palacio, A., & Nazzareno, P. A. (2017). Antecedents 

and consequences of destination image gap. Annals of Tourism Research, 62, 

13–25. 

Martin, B. (2012). Hanington В. Universal Methods of Design: 100 Ways to 

Research Complex Problems, Develop Innovative Ideas, and Design Effective 

Solutions. Rockport Publishers. 

Matzler, K., Teichmann, K., Strobl, A., & Partel, M. (2019). The effect of price on 

word of mouth: First time versus heavy repeat visitors. Tourism Management, 

70, 453–459. 

McKercher, B. (2002). Towards a classification of cultural tourists. International 

Journal of Tourism Research, 4(1), 29–38. 

Meng, B., & Cui, M. (2020). The role of co-creation experience in forming tourists’ 



100 
 

 
 

revisit intention to home-based accommodation: Extending the theory of 

planned behavior. Tourism Management Perspectives, 33, 100581. 

Meng, B., & Han, H. (2018). Working-holiday tourism attributes and satisfaction 

in forming word-of-mouth and revisit intentions: Impact of quantity and 

quality of intergroup contact. Journal of Destination Marketing & 

Management, 9, 347–357. 

Nguyen Viet, B., Dang, H. P., & Nguyen, H. H. (2020). Revisit intention and 

satisfaction: The role of destination image, perceived risk, and cultural 

contact. Cogent Business & Management, 7(1), 1796249. 

Nwatu, B. C., Nwaizugbo, I. C., & Rahim, A. G. (2021). Antecedents of Tourists 

behavioural intentions, perspectives of expectations confirmation model: A 

study of select Tourism Cites in South-East Nigeria. 

O’Leary, S., & Deegan, J. (2005). Ireland’s image as a tourism destination in 

France: Attribute importance and performance. Journal of Travel Research, 

43(3), 247–256. 

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. 

McGraw-Hill. 

Pai, C.-K., Liu, Y., Kang, S., & Dai, A. (2020). The role of perceived smart tourism 

technology experience for tourist satisfaction, happiness and revisit intention. 

Sustainability, 12(16), 6592. 

Papadimitriou, D., Apostolopoulou, A., & Kaplanidou, K. (2015). Destination 

personality, affective image, and behavioral intentions in domestic urban 

tourism. Journal of Travel Research, 54(3), 302–315. 

Parrey, S. H., Hakim, I. A., & Rather, R. A. (2019). Mediating role of government 

initiatives and media influence between perceived risks and destination 

image: A study of conflict zone. International Journal of Tourism Cities, 5(1), 

90–106. 

Pratiwi, D. A., & Uripi, C. R. (2023). Pengaruh Promosi Media Sosial, Citra 

Destinasi, Fasilitas Wisata dan Motivasi Wisatawan Terhadap Minat 

Berkunjung Kembali di Objek Wisata Air Bojongsari. Majalah Imiah 

Manajemen Dan Bisnis, 20(2), 55–66. 

Pratminingsih, S. A., Rudatin, C. L., & Rimenta, T. (2014). Roles of motivation and 

destination image in predicting tourist revisit intention: A case of Bandung-

Indonesia. International Journal of Innovation, Management and 

Technology, 5(1), 19. 

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G. (2017). Understanding the 

relationships between tourists’ emotional experiences, perceived overall 

image, satisfaction, and intention to recommend. Journal of Travel Research, 

56(1), 41–54. 

Prayag, G., Hosany, S., Taheri, B., & Ekiz, E. H. (2019). Antecedents and outcomes 

of relationship quality in casual dining restaurants: The mediating effects of 



101 
 

 
 

relationship quality and moderating roles of gender. International Journal of 

Contemporary Hospitality Management, 31(2), 575–593. 

Prayag, G., & Ryan, C. (2012). Antecedents of tourists’ loyalty to Mauritius: The 

role and influence of destination image, place attachment, personal 

involvement, and satisfaction. Journal of Travel Research, 51(3), 342–356. 

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: 

Integrating the concepts of the branding and destination image. Tourism 

Management, 32(3), 465–476. 

Quintal, V. A., & Polczynski, A. (2010). Factors influencing tourists’ revisit 

intentions. Asia Pacific Journal of Marketing and Logistics, 22(4), 554–578. 

Rahmayanti, P. L. D., Suartina, I. W., Wijaya, N. S., Wardana, M. A., Sumerta, K., 

& Yasa, N. N. K. (2022). Pengaruh Kualitas Pelayanan dan Persepsi Harga 

Terhadap Kepuasan dan Niat Berkunjung Kembali Pada The Sila’s 

Agrotourism. Journal of Innovation in Management, Accounting and 

Business, 1(2), 48–56. 

Rather, R. A. (2019). Consequences of consumer engagement in service marketing: 

An empirical exploration. Journal of Global Marketing, 32(2), 116–135. 

Rather, R. A. (2021). Monitoring the impacts of tourism-based social media, risk 

perception and fear on tourist’s attitude and revisiting behaviour in the wake 

of COVID-19 pandemic. Current Issues in Tourism, 24(23), 3275–3283. 

Richards, G. (2011). Creativity and tourism: The state of the art. Annals of Tourism 

Research, 38(4), 1225–1253. 

Riptiono, S., & Wibawanto, S. (2022). Experience Tour pada Era New Normal 

Berbasis Neophilian Personality: Peran Travel Motives. Jurnal Manajemen 

Kewirausahaan, 18(2), 173–184. 

Romão, J., Neuts, B., Nijkamp, P., & Van Leeuwen, E. (2015). Culture, product 

differentiation and market segmentation: A structural analysis of the 

motivation and satisfaction of tourists in Amsterdam. Tourism Economics, 

21(3), 455–474. 

Ryu, K., Lee, H., & Kim, W. G. (2012). The influence of the quality of the physical 

environment, food, and service on restaurant image, customer perceived 

value, customer satisfaction, and behavioral intentions. International Journal 

of Contemporary Hospitality Management, 24(2), 200–223. 

Safarani, E., & Elmas, M. S. H. (2024). Pengaruh sapta pesona, citra destinasi dan 

promosi terhadap niat berkunjung kembali pada wisata beejay bakau resort 

kota probolinggo. Jurnal Ilmiah Ecobuss, 12(2), 146–161. 

Sarjono, H., & Julianita, W. (2015). Structural equation modeling (sem): sebuah 

pengantar, aplikasi untuk penelitian bisnis. Salemba Empat, 7. 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial least squares structural 

equation modeling. In Handbook of market research (pp. 587–632). Springer. 



102 
 

 
 

Schortman, E. M., & Urban, P. A. (1998). Culture contact structure and process. 

Studies in Culture Contact: Interaction, Culture Change, and Archaeology, 

102–125. 

Sharma, P., & Nayak, J. K. (2018). RETRACTED: Testing the role of tourists’ 

emotional experiences in predicting destination image, satisfaction, and 

behavioral intentions: A case of wellness tourism. Tourism Management 

Perspectives, 28, 41–52. 

Smith, T. A. (2020). The role of customer personality in satisfaction, attitude-to-

brand and loyalty in mobile services. Spanish Journal of Marketing-ESIC, 

24(2), 155–175. 

Som, A. P. M., & Badarneh, M. B. (2011). Tourist satisfaction and repeat visitation; 

toward a new comprehensive model. International Journal of Human and 

Social Sciences, 6(1), 38–45. 

Steiner, C. J., & Reisinger, Y. (2004). Enriching the tourist and host intercultural 

experience by reconceptualising communication. Journal of Tourism and 

Cultural Change, 2(2), 118–137. 

Stylos, N., Bellou, V., Andronikidis, A., & Vassiliadis, C. A. (2017). Linking the 

dots among destination images, place attachment, and revisit intentions: A 

study among British and Russian tourists. Tourism Management, 60, 15–29. 

Stylos, N., Vassiliadis, C. A., Bellou, V., & Andronikidis, A. (2016). Destination 

images, holistic images and personal normative beliefs: Predictors of 

intention to revisit a destination. Tourism Management, 53, 40–60. 

Sugiyono, P. D. (2018). METODE PENELITIAN KUANTITATIF KUALITATIF 

dan R&D. ALFABETA. 

Suryaningsih, I. B., SE, M. M., R Andi Sularso, M. S. M., & Tanti Handriana, S. E. 

(2020). Manajemen pemasaran pariwisata dan indikator pengukuran. 

Samudra Biru. 

Tan, S.-K., Kung, S.-F., & Luh, D.-B. (2013). A model of ‘creative experience’in 

creative tourism. Annals of Tourism Research, 41, 153–174. 

Tan, W.-K., & Wu, C.-E. (2016). An investigation of the relationships among 

destination familiarity, destination image and future visit intention. Journal 

of Destination Marketing & Management, 5(3), 214–226. 

Tasci, A. D. A., & Gartner, W. C. (2007). Destination image and its functional 

relationships. Journal of Travel Research, 45(4), 413–425. 

Thipsingh, S., Srisathan, W. A., Wongsaichia, S., Ketkaew, C., Naruetharadhol, P., 

& Hengboriboon, L. (2022). Social and sustainable determinants of the tourist 

satisfaction and temporal revisit intention: A case of Yogyakarta, Indonesia. 

Cogent Social Sciences, 8(1), 2068269. 

Tjørve, E., Lien, G., & Flognfeldt, T. (2018). Properties of first-time vs. repeat 

visitors: Lessons for marketing Norwegian ski resorts. Current Issues in 



103 
 

 
 

Tourism, 21(1), 78–102. 

Tung, V. W. S., & Ritchie, J. R. B. (2011). Exploring the essence of memorable 

tourism experiences. Annals of Tourism Research, 38(4), 1367–1386. 

Umar, H. (1997). Riset Akuntansi: Panduan Lengkap untuk Membuat Skripsi. 

Jakarta: PT Gramedia Pustaka Utama. 

Valle, P. O. do, Guerreiro, M., Mendes, J., & Silva, J. A. (2011). The cultural offer 

as a tourist product in coastal destinations: The Case of Algarve, Portugal. 

Tourism and Hospitality Research, 11(4), 233–247. 

Vinzi, V. E., Chin, W. W., Henseler, J., & Wang, H. (2010). Handbook of partial 

least squares (Vol. 201). Springer. 

Vu, N. T., Dung, H. T., Van Dat, N., Duc, P. M., Hung, N. T., & Phuong, N. T. T. 

(2020). Cultural contact and service quality components impact on tourist 

satisfaction. Journal of Southwest Jiaotong University, 55(1), 1–10. 

Walpole, R. E. (1997). Pengantar Metode Statistika (Ketiga ed.). Jakarta: PT. 

Gramedia Pustaka Utama. 

Wang, B., & Wang, B. (2000). Memory, Narcissism, and Sublimation: Reading 

Lou Andreas-Salomé’s Freud Journal. American Imago, 57(2), 215–234. 

Wang, C., & Hsu, M. K. (2010). The relationships of destination image, 

satisfaction, and behavioral intentions: An integrated model. Journal of 

Travel & Tourism Marketing, 27(8), 829–843. 

Wang, D. (2004). Tourist behaviour and repeat visitation to Hong Kong. Tourism 

Geographies, 6(1), 99–118. 

Wang, D., Park, S., & Fesenmaier, D. R. (2012). The role of smartphones in 

mediating the touristic experience. Journal of Travel Research, 51(4), 371–

387. 

Wei, C., Zhao, W., Zhang, C., & Huang, K. (2019). Psychological factors affecting 

memorable tourism experiences. Asia Pacific Journal of Tourism Research, 

24(7), 619–632. 

Wong, K. K.-K. (2013). Partial least squares structural equation modeling (PLS-

SEM) techniques using SmartPLS. Marketing Bulletin, 24(1), 1–32. 

Wu, H.-C., Ai, C.-H., Yang, L.-J., & Li, T. (2015). A study of revisit intentions, 

customer satisfaction, corporate image, emotions and service quality in the 

hot spring industry. Journal of China Tourism Research, 11(4), 371–401. 

Wu, H.-C., Li, M.-Y., & Li, T. (2018). A study of experiential quality, experiential 

value, experiential satisfaction, theme park image, and revisit intention. 

Journal of Hospitality & Tourism Research, 42(1), 26–73. 

Xu, H., & Ye, T. (2018). Dynamic destination image formation and change under 

the effect of various agents: The case of Lijiang,’The Capital of Yanyu’. 

Journal of Destination Marketing & Management, 7, 131–139. 



104 
 

 
 

Yang Jie, Y. J., Yuan BingHui, Y. B., & Hu Ping, H. P. (2009). Tourism destination 

image and visit intention: examining the role of familiarity. 

Yi, X., Fu, X., Yu, L., & Jiang, L. (2018). Authenticity and loyalty at heritage sites: 

The moderation effect of postmodern authenticity. Tourism Management, 67, 

411–424. 

Yunanza, D. D., & Isa, M. (2025). The Impact of Service Quality and Promotion 

on Revisit Intention of Museum Tourism with Customer Satisfaction and 

Destination Image as Mediating Variables. Indonesian Interdisciplinary 

Journal of Sharia Economics (IIJSE), 8(1), 2110–2129. 

Zeng, B. (2017). Cultural centre, destination cultural offer and visitor satisfaction. 

Sustainability, 9(11), 1984. 

Zhang, H., Fu, X., Cai, L. A., & Lu, L. (2014). Destination image and tourist 

loyalty: A meta-analysis. Tourism Management, 40, 213–223. 

Zhang, L., Chen, L., Wu, Z., Zhang, S., & Song, H. (2018). Investigating young 

consumers’ purchasing intention of green housing in China. Sustainability, 

10(4), 1044. 

Zhang, S.-N., Li, Y.-Q., Liu, C.-H., & Ruan, W.-Q. (2019). How does authenticity 

enhance flow experience through perceived value and involvement: The 

moderating roles of innovation and cultural identity. Journal of Travel & 

Tourism Marketing, 36(6), 710–728. 

Zhang, S.-N., Li, Y.-Q., Liu, C.-H., & Ruan, W.-Q. (2021). Does live performance 

play a critical role in building destination brand equity—A mixed-method 

study of “Impression Dahongpao. Journal of Retailing and Consumer 

Services, 59, 102392. 

 

 
 

 

 

 

 

 

 

 

 

 

 


