DAFTAR PUSTAKA

Abubakar, A. M., llkan, M., Meshall Al-Tal, R., & Eluwole, K. K. (2017). eWOM,
revisit intention, destination trust and gender. Journal of Hospitality and Tourism
Management, 31, 220-227. https://doi.org/10.1016/j.jhtm.2016.12.005

Ahmad, H., Hamad, A. G., Raed, H., & Maram, A. H. (2019). The impact of electronic
word of mouth on intention to travel. International Journal of Scientific and
Technology Research, 8(12), 1356-1362.

Bayih, B. E., & Singh, A. (2020). Modeling domestic tourism: motivations, satisfaction
and tourist behavioral intentions. Heliyon, 6(9), e04839.
https://doi.org/10.1016/j.heliyon.2020.e04839

Caber, M., Albayrak, T., & Crawford, D. (2020). Perceived value and its impact on
travel outcomes in youth tourism. Journal of Outdoor Recreation and Tourism,
31(August), 100327. https://doi.org/10.1016/j.jort.2020.100327

Chen, X., Cheng, Z. feng, & Kim, G. B. (2020). Make it memorable: Tourism
experience, fun, recommendation and revisit intentions of Chinese outbound
tourists. Sustainability (Switzerland), 12(5), 1-24.
https://doi.org/10.3390/su12051904

Chomeya, R. (2010). Quality of Psychology Test Between Likert Scale 5 and 6 Points.
Journal of Social Sciences, 6(3).

Damanik, J., & Yusuf, M. (2022). Effects of perceived value, expectation, visitor
management, and visitor satisfaction on revisit intention to Borobudur Temple,
Indonesia. Journal of Heritage Tourism, 17(2), 174-189.
https://doi.org/10.1080/1743873X.2021.1950164

Dean, D., & Suhartanto, D. (2019). The formation of visitor behavioral intention to
creative tourism: the role of push—Pull motivation. Asia Pacific Journal of
Tourism Research, 0(0), 1-11. https://doi.org/10.1080/10941665.2019.1572631

Goyette, 1., Richard, L., Bergeron, J., & Marticotte, F. (2010). Word-of-mouth

measurement scale for eservice context. Canadian Journal of Administrative

70



71

Sciences, 27(1), 5-23.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (2019). Multivariate Data
Analysis, Multivariate Data Analysis. In Book (\Vol. 87, Issue 4).

Hair, J. F., JR, Anderson, R. E., Ronald, L., Tatham, & Black, W. C. (1998).
Multivariate Data Analysis (5th ed). Prentice Hall.

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

He, X., & Luo, J. M. (2022). QT-1- BAN GOC - Mdi quan hé giiza Pong luc Du lich,
Sy hai 1ong va Quay lgi.pdf. 2003(Vanat 2020).

Huang, S., & Hsu, C. H. C. (2009). Effects of travel motivation, past experience,
perceived constraint, and attitude on revisit intention. Journal of Travel Research,
48(1), 29-44. https://doi.org/10.1177/0047287508328793

Jamal, A., & Sharifuddin, J. (2015). Perceived value and perceived usefulness of halal
labeling: The role of religion and culture. Journal of Business Research, 68(5),
933-941. https://doi.org/10.1016/j.jbusres.2014.09.020

Kim, J. H. (2018). The Impact of Memorable Tourism Experiences on Loyalty
Behaviors: The Mediating Effects of Destination Image and Satisfaction. Journal
of Travel Research, 57(7), 856-870. https://doi.org/10.1177/0047287517721369

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

Kodhyat, H. (1998). Sejarah Pariwisata dan Perkembangannya di Indonesea. In
Grasindo.

Kozak, M. (2001). Repeater’s behavior at two distinct destinations. Annals of Tourism
Research, 28(3), 784-807. https://doi.org/10.1016/S0160-7383(00)00078-5

Larsen, S. (2007). Aspects of a Psychology of the Tourist Experience. Scandinavian

Journal of Hospitality and Tourism, 7(1), 7-18.



72

https://doi.org/10.1080/15022250701226014

Lee, S., Jeong, E., & Qu, K. (2020). Exploring Theme Park Visitors’ Experience on
Satisfaction and Revisit Intention: A Utilization of Experience Economy Model.
Journal of Quality Assurance in Hospitality and Tourism, 21(4), 474-497.
https://doi.org/10.1080/1528008X.2019.1691702

Lerrthaitrakul, W., & Panjakajornsak, V. (2014). The Impact of Electronic Word-of-
Mouth Factors on Consumers’ Buying Decision-Making Processes in the Low
Cost Carriers: A Conceptual Framework. International Journal of Trade,
Economics and Finance, 5(2), 142—-146. https://doi.org/10.7763/ijtef.2014.v5.357

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in
hospitality and tourism management. Tourism Management, 29(3), 458-468.
https://doi.org/10.1016/j.tourman.2007.05.011

Luvsandavaajav, O., & Narantuya, G. (2021). Mongolian Domestic Tourists’
Motivation and Revisit Intention: Mediating Effect of Perceived Benefit and
Perceived Value. Central European Journal of Geography and Sustainable
Development, 3(1), 32-48. https://doi.org/10.47246/cejgsd.2021.3.1.3

MacCallum, R. C., Browne, M. W., & Sugawara, H. M. (1996). Power analysis and
determination of sample size for covariance structure modeling. Psychological
Methods, 1(2). https://doi.org/10.1037/1082-989X.1.2.130

Maghrifani, D., Liu, F., & Sneddon, J. (2022). Understanding Potential and Repeat
Visitors” Travel Intentions: The Roles of Travel Motivations, Destination Image,
and Visitor Image Congruity. Journal of Travel Research, 61(5), 1121-1137.
https://doi.org/10.1177/00472875211018508

Meng, B., & Cui, M. (2020). The role of co-creation experience in forming tourists’
revisit intention to home-based accommodation: Extending the theory of planned
behavior. Tourism Management Perspectives, 33(July 2019), 100581.
https://doi.org/10.1016/j.tmp.2019.100581

Nanggong, A., & Mohammad, A. (2020). The impact of cultural tourism experience

on electronic word-of-mouth (e-WOM) and destination image. Diponegoro



73

International Journal of Business, 3(2), 68-79.
https://doi.org/10.14710/dijb.3.2.2020.68-79

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 (Switzerland), 12(16). https://doi.org/10.3390/su12166592

Paisri, W., Ruanguttamanun, C., & Sujchaphong, N. (2022). Customer experience and
commitment on eWOM and revisit intention: A case of Taladtongchom Thailand.
Cogent Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2108584

Park, S., & Santos, C. A. (2017). Exploring the Tourist Experience: A Sequential
Approach. Journal of Travel Research, 56(1), 16-27.
https://doi.org/10.1177/0047287515624017

Pramudita, A. I., Widiharih, T., & Santoso, R. (2020). Penerapan Structural Equation
Modelling (Sem) Untuk Menganalisis Faktor — Faktor Yang Mempengaruhi
Kinerja Bisnis (Studi Kasus Kafe Di Kecamatan Tembalang Dan Kecamatan
Banyumanik Pada Januari 2019). Jurnal Gaussian, 9(2), 122-134.
https://doi.org/10.14710/j.gauss.v9i2.27814

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

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(January), 100621.
https://doi.org/10.1016/j.jJdmm.2021.100621

Semrad, K. J., & Rivera, M. (2018). Advancing the 5E’s in festival experience for the
Gen 'Y framework in the context of eWOM. Journal of Destination Marketing and
Management, 7(2010), 58-67. https://doi.org/10.1016/j.jdmm.2016.08.003

Sharma, J., Mohapatra, S., & Roy, S. (2022). Memorable Tourism Experiences (Mte):



74

Integrating Antecedents, Consequences and Moderating Factor. Tourism and
Hospitality Management, 28(1), 29-59. https://doi.org/10.20867/THM.28.1.2
Sholikhah, N. I. (2018). Pengaruh Travel Motivation Dan Electronic Word Of Mouth
Terhadap Niat Berkunjung Pada Pariwisata Syariah Pulau Santen Banyuwangi.

http://digilib.uinsby.ac.id/24277/

Simpson, G. D., Sumanapala, D. P., Galahitiyawe, N. W. K., Newsome, D., & Perera,
P. (2020). Exploring motivation, satisfaction and revisit intention of ecolodge
visitors.  Tourism and Hospitality Management, 26(2), 359-379.
https://doi.org/10.20867/THM.26.2.5

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

Sotiriadis, M. D. (2017). Sharing tourism experiences in social media: A literature
review and a set of suggested business strategies. In International Journal of
Contemporary ~ Hospitality =~ Management  (Vol. 29, Issue  1).
https://doi.org/10.1108/IJCHM-05-2016-0300

Sthapit, E., & Coudounaris, D. N. (2018). Memorable tourism experiences: antecedents
and outcomes. Scandinavian Journal of Hospitality and Tourism, 18(1), 72-94.
https://doi.org/10.1080/15022250.2017.1287003

Suhartanto, D., Brien, A., Primiana, I., Wibisono, N., & Triyuni, N. N. (2020). Tourist
loyalty in creative tourism: the role of experience quality, value, satisfaction, and
motivation. Current Issues in Tourism, 23(7), 867-879.
https://doi.org/10.1080/13683500.2019.1568400

Tung, V.W.S., & Ritchie, J. R. B. (2011). Exploring the essence of memorable tourism
experiences.  Annals of  Tourism  Research, 38(4), 1367-1386.
https://doi.org/10.1016/j.annals.2011.03.009

Wong, J. W. C,, Lai, I. K. W., & Tao, Z. (2020). Sharing memorable tourism
experiences on mobile social media and how it influences further travel decisions.
Current Issues in Tourism, 23(14), 1773-1787.



75

https://doi.org/10.1080/13683500.2019.1649372

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(February), 326-336. https://doi.org/10.1016/j.jdmm.2017.06.004



