
 

123 

 

DAFTAR PUSTAKA 

 

Aaker, J. L. (1997). Dimensions of Brand Personality. Journal of Marketing 

Research, 34(3), 347–356. https://doi.org/10.1177/002224379703400304 

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/SJME-12-2019-0109 

Adhi, V. K., Gunawan, J., & Hakim, N. S. (2021). Investigasi Karakteristik 

Demografi dan Perilaku Bepergian Wisatawan Domestik di Masa Pandemi 

COVID-19. Jurnal Teknik ITS, 10(2). 

https://doi.org/10.12962/j23373539.v10i2.65461 

Afshardoost, M., & Eshaghi, M. S. (2020). Destination image and tourist 

behavioural intentions: A meta-analysis. Tourism Management, 81(May), 

104154. https://doi.org/10.1016/j.tourman.2020.104154 

Akhrani, L. A., & Najib, A. (2020). Tell me who you are and i will tell you where 

to go: Examining the role of big five personality in soft-adventure traveling 

type. Geojournal of Tourism and Geosites, 32(4), 1299–1303. 

https://doi.org/10.30892/GTG.32416-572 

Alves, P., Saraiva, P., Carneiro, J., Campos, P., Martins, H., Novais, P., & 

Marreiros, G. (2020). Modeling Tourists’ Personality in Recommender 

Systems: How Does Personality Influence Preferences for Tourist Attractions? 

UMAP 2020 - Proceedings of the 28th ACM Conference on User Modeling, 

Adaptation and Personalization, 4–13. 

https://doi.org/10.1145/3340631.3394843 

American Psychological Association. (2022a). Agreeableness. APA dictionary of 

psychology. https://dictionary.apa.org/agreeableness 

American Psychological Association. (2022b). Conscientiousness. APA dictionary 

of psychology. https://dictionary.apa.org/conscientiousness 

American Psychological Association. (2022c). Extraversion. APA dictionary of 

psychology. https://dictionary.apa.org/extraversion 

American Psychological Association. (2022d). Neuroticism. APA dictionary of 

psychology. https://dictionary.apa.org/neuroticism 

American Psychological Association. (2022e). Openness to experience. APA 

dictionary of psychology. https://dictionary.apa.org/openness-to-experience 

Badan Pusat Statistik Indonesia. (2018). Statistik Wisatawan Nusantara 2018. 

Badan Pusat Statistik Indonesia. (2019). Statistik Wisatawan Nusantara 2019. 

Badan Pusat Statistik Indonesia. (2021). Statistik Wisatawan Nusantara 2021. 

Badan Pusat Statistik Indonesia, & Kementerian Dalam Negeri. (2021). Hasil 

Sensus Penduduk 2020. In Berita Resmi Statistik (Nomor 7). 

Bank Indonesia. (2021). Laporan Nusantara: Februari 2021. 

Bastos, W., & Levy, S. J. (2012). A history of the concept of branding: Practice and 

theory. Journal of Historical Research in Marketing, 4(3), 347–368. 

https://doi.org/10.1108/17557501211252934 

Becker, J. M., Cheah, J. H., Gholamzade, R., Ringle, C. M., & Sarstedt, M. (2023). 



 

124 

 

PLS-SEM’s most wanted guidance. International Journal of Contemporary 

Hospitality Management, 35(1), 321–346. https://doi.org/10.1108/IJCHM-04-

2022-0474 

Becker, R. (2022). Gender and Survey Participation. An Event History Analysis of 

the Gender Effects of Survey Participation in a Probability-based Multi-wave 

Panel Study with a Sequential Mixed-mode Design. Methods, Data, Analyses, 

16(1), 3–32. https://doi.org/10.12758/mda.2021.08 

Becker, R., & Glauser, D. (2018). Are Prepaid Monetary Incentives Sufficient for 

Reducing Panel Attrition and Optimizing the Response Rate? An Experiment 

in the Context of a Multi-Wave Panel with a Sequential Mixed-Mode Design. 

BMS Bulletin of Sociological Methodology/ Bulletin de Methodologie 

Sociologique, 139(1), 74–95. https://doi.org/10.1177/0759106318762456 

Becker, R., Möser, S., & Glauser, D. (2019). Cash vs. vouchers vs. gifts in web 

surveys of a mature panel study––Main effects in a long-term incentives 

experiment across three panel waves. Social Science Research, 81(November 

2018), 221–234. https://doi.org/10.1016/j.ssresearch.2019.02.008 

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

Tourism Research, 31(3), 657–681. 

https://doi.org/10.1016/j.annals.2004.01.010 

Bisnis.com. (2018). Kemenpar: Target Wisman Ke Sumbar Tahun Depan 100.000. 

https://kabar24.bisnis.com/read/20180208/78/735753/kemenpar-target-

wisman-ke-sumbar-tahun-depan-100.000- 

Bleidorn, W., Hopwood, C. J., & Lucas, R. E. (2018). Life Events and Personality 

Trait Change. Journal of Personality, 86(1), 83–96. 

https://doi.org/10.1111/jopy.12286 

Bosnjak, M., Ajzen, I., & Schmidt, P. (2020). The theory of planned behavior: 

Selected recent advances and applications. Europe’s Journal of Psychology, 

16(3), 352–356. https://doi.org/10.5964/ejop.v16i3.3107 

CEIC. (2022). Indonesia Tourism Revenue. 

https://www.ceicdata.com/en/indicator/indonesia/tourism-revenue 

Chaulagain, S., Wiitala, J., & Fu, X. (2019). The impact of country image and 

destination image on US tourists’ travel intention. Journal of Destination 

Marketing and Management, 12(October 2018), 1–11. 

https://doi.org/10.1016/j.jdmm.2019.01.005 

Demir, M., Dalgıç, A., & Ergen, F. D. (Ed.). (2021). Handbook of Research on the 

Impacts and Implications of COVID-19 on the Tourism Industry. IGI Global. 

https://www.igi-global.com/dictionary/travel-risk-and-intention-to-visit-a-

destination-during-the-covid-19-pandemic/100449 

Denisa, D., & Verinita, V. (2021). The Influence of Destination Image, Food Image, 

and Perception on Revisit Intention on Culinary Tourism at Permindo Night 

Market in Padang City. Inovbiz: Jurnal Inovasi Bisnis Seri Manajemen, 

Investasi dan Kewirausahaan, 1(1), 28. 

https://doi.org/10.35314/inovbizmik.v1i1.1807 

Dinas Pariwisata Provinsi Sumatera Barat. (2021a). Neraca Satelit Pariwisata 

Daerah (NESPARDA) Provinsi Sumatera Barat 2021. 

Dinas Pariwisata Provinsi Sumatera Barat. (2021b). Rencana Strategis Tahun 



 

125 

 

2021-2026. 

Dinas Pariwisata Provinsi Sumatera Barat. (2022). Laporan Kinerja Instansi 

Pemerintah. 

Dinas Pariwisata Provinsi Sumatera Barat. (2023). Logo. 

https://dispar.sumbarprov.go.id/logo 

Dinnie, K. (2011). City Branding: Theory and Cases. Palgrave Macmillan. 

Diskominfotik Sumbar. (2021). Sumbar Raih Peringkat I Terbaik Penghargaan 

Pembangunan Daerah dari Bappenas RI. 

https://sumbarprov.go.id/home/news/20868-sumbar-raih-peringkat-i-terbaik-

penghargaan-pembangunan-daerah-dari-bappenas-ri 

Ekinci, Y., & Hosany, S. (2006). Destination personality: An application of brand 

personality to tourism destinations. Journal of Travel Research, 45(2), 127–

139. https://doi.org/10.1177/0047287506291603 

Ekinci, Y., Sirakaya-Turk, E., & Baloglu, S. (2007). Host image and destination 

personality. Tourism Analysis, 12(5–6), 433–446. 

https://doi.org/10.3727/108354207783227885 

Fega, M. H. (2020). Branding “Taste Of Padang” oleh Dinas Pariwisata Provinsi 

Sumatera Barat dalam Upaya Menciptakan Awareness Masyarakat. 

Universitas Andalas. 

Govers, P. C. M., & Schoormans, J. P. L. (2005). Product personality and its 

influence on consumer preference. Journal of Consumer Marketing, 22(4), 

189–197. https://doi.org/10.1108/07363760510605308 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data 

Analysis (Eight). Cengage Learning. 

https://doi.org/10.1002/9781119409137.ch4 

Hair, J. F., Hult, G. T., Ringle, C., & Sarstedt, M. (2017). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM). In Sage (Second Ed.). 

SAGE Publications, Inc. 

Hamouda, M., & Yacoub, I. (2018). Explaining visit intention involving eWOM, 

perceived risk motivations and destination image. International Journal of 

Leisure and Tourism Marketing, 6(1), 65. 

https://doi.org/10.1504/ijltm.2018.089236 

Heider, K. G. (2011). The Cultural Context of Emotion: Folk Psychology in West 

Sumatra. Palgrave Macmillan. 

Hidayat, M. R., & Thamrin. (2019). Analisis Proses City Branding’ Taste Of 

Padang’ sebagai Brand Destinasi Pariwisata Sumatera Barat. Jurnal Kajian 

Manajemen dan Wirausaha, 1(1), 241–258. 

Horn, J., Nelson, C. E., & Brannick, M. T. (2004). Integrity, Conscientiousness, 

and Honesty. Psychological Reports, 27–38. 

Horner, S., & Swarbrooke, J. (2021). Consumer Behaviour in Tourism. In Taylor 

& Francis (Fourth, Vol. 18). Routledge. 

Hosany, S., Ekinci, Y., & Uysal, M. (2006). Destination image and destination 

personality: An application of branding theories to tourism places. Journal of 

Business Research, 59(5), 638–642. 

https://doi.org/10.1016/j.jbusres.2006.01.001 

Hosany, S., Ekinci, Y., & Uysal, M. (2007). Destination image and destination 



 

126 

 

personality. International Journal of Culture, Tourism and Hospitality 

Research, 1(1), 62–81. https://doi.org/10.1108/17506180710729619 

Huete-Alcocer, N., Martinez-Ruiz, M. P., López-Ruiz, V. R., & Izquiedo-Yusta, A. 

(2019). Archeological tourist destination image formation: Influence of 

information sources on the cognitive, affective and unique image. Frontiers in 

Psychology, 10(OCT). https://doi.org/10.3389/fpsyg.2019.02382 

Ipsos. (2022). London maintains top “city brand” ranking from 2020 to 2022. Paris 

rises to second and Sydney lands in third. https://www.ipsos.com/en/anholt-

ipsos-city-brands-index-2022 

Jeong, Y., & Kim, S. (2020). A study of event quality, destination image, perceived 

value, tourist satisfaction, and destination loyalty among sport tourists. Asia 

Pacific Journal of Marketing and Logistics, 32(4), 940–960. 

https://doi.org/10.1108/APJML-02-2019-0101 

Kanwel, S., Lingqiang, 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 

Kaplan, M. D., Yurt, O., Guneri, B., & Kurtulus, K. (2010). Branding places: 

Applying brand personality concept to cities. European Journal of Marketing, 

44(9), 1286–1304. https://doi.org/10.1108/03090561011062844 

Kementerian Pariwisata dan Ekonomi Kreatif. (2020). Rencana Strategis 2020-

2024. 

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, W., Malek, K., Kim, N. J., & Kim, S. H. (2018). Destination personality, 

destination image, and intent to recommend: The role of gender, age, cultural 

background, and prior experiences. Sustainability (Switzerland), 10(1). 

https://doi.org/10.3390/su10010087 

Kim, Y.-E., Lee, J.-W., & Lee, Y.-K. (2008). Relationship between Brand 

Personality and the Personality of Consumers, and its Application to Corporate 

Branding Strategy. Journal of Global Academy of Marketing Science, 18(3), 

27–57. https://doi.org/10.1080/12297119.2008.9707516 

Kompas.com. (2023). Sumbar Kehilangan 3,5 Juta Potensi Wisatawan akibat 

Pandemi. https://travel.kompas.com/read/2023/01/19/071400927/sumbar-

kehilangan-35-juta-potensi-wisatawan-akibat-pandemi 

Kotler, P., Bowen, J. T., Makens, J. C., & Baloglu, S. (2021). Marketing for 

Hospitality and Tourism, Global Edition. In Pearson. 

Kotler, P., Keller, K. L., & Chernev, A. (2022). Marketing Management. In Pearson 

Practice Hall (16 ed.). Pearson Education Limited. 

Kovacić, S., Jovanović, T., & Dinić, B. M. (2020). Development and validation of 

a new measure of travel destination personality. Psihologija, 53(1), 65–85. 

https://doi.org/10.2298/PSI190423016K 

Kovačić, S., Jovanović, T., Vujičić, M. D., Morrison, A. M., & Kennell, J. (2022). 

What Shapes Activity Preferences? The Role of Tourist Personality, 



 

127 

 

Destination Personality and Destination Image: Evidence from Serbia. 

Sustainability (Switzerland), 14(3). https://doi.org/10.3390/su14031803 

Lam, I. K. V., & Ryan, C. (2020). Can marketing create destination personality? 

The case of Macau. Tourism Critiques: Practice and Theory, 1(1), 5–20. 

https://doi.org/10.1108/trc-03-2020-0006 

Lam, J. M. S., Ismail, H., & Lee, S. (2020). From desktop to destination: User-

generated content platforms, co-created online experiences, destination image 

and satisfaction. Journal of Destination Marketing and Management, 18(July), 

100490. https://doi.org/10.1016/j.jdmm.2020.100490 

Lee, R., & Lockshin, L. (2011). Halo effects of tourists’ destination image on 

domestic product perceptions. Australasian Marketing Journal, 19(1), 7–13. 

https://doi.org/10.1016/j.ausmj.2010.11.004 

Leung, R., & Law, R. (2010). A review of personality research in the tourism and 

hospitality context. Journal of Travel and Tourism Marketing, 27(5), 439–459. 

https://doi.org/10.1080/10548408.2010.499058 

Li, T. (Tina), Liu, F., & Soutar, G. N. (2021). Experiences, post-trip destination 

image, satisfaction and loyalty: A study in an ecotourism context. Journal of 

Destination Marketing and Management, 19(December 2020), 100547. 

https://doi.org/10.1016/j.jdmm.2020.100547 

Lin, C. H. (2013). Determinants of Revisit Intention to a Hot Springs Destination: 

Evidence from Taiwan. Asia Pacific Journal of Tourism Research, 18(3), 183–

204. https://doi.org/10.1080/10941665.2011.640698 

Matzler, K., Strobl, A., Stokburger-Sauer, N., Bobovnicky, A., & Bauer, F. (2016). 

Brand personality and culture: The role of cultural differences on the impact 

of brand personality perceptions on tourists’ visit intentions. Tourism 

Management, 52, 507–520. https://doi.org/10.1016/j.tourman.2015.07.017 

Menpan.go.id. (2022). Hingga Oktober 2022, Jumlah Wisman ke Indonesia Capai 

3,92 Juta Orang. https://www.menpan.go.id/site/berita-terkini/berita-

daerah/hingga-oktober-2022-jumlah-wisman-ke-indonesia-capai-3-92-juta-

orang 

Metrokini.com. (2021). Butuh Dukungan Semua Pihak, Pariwisata Sumbar Dinilai 

Mahal dan Kurang Ramah. Metrokini.com. 

https://www.metrokini.com/2021/10/13/butuh-dukungan-semua-pihak-

pariwisata-sumbar-dinilai-mahal-dan-kurang-ramah/ 

Morgan, N. J., Pritchard, A., & Piggott, R. (2003). Destination branding and the 

role of the stakeholders: The case of New Zealand. Journal of Vacation 

Marketing, 9(3), 285–299. https://doi.org/10.1177/135676670300900307 

Nandan, S. (2005). An exploration of the brand identity–brand image linkage: A 

communications perspective. Journal of Brand Management, 12(4), 264–278. 

https://doi.org/10.1057/palgrave.bm.2540222 

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

Destination Personality, Affective Image, and Behavioral Intentions in 

Domestic Urban Tourism. Journal of Travel Research, 54(3), 302–315. 

https://doi.org/10.1177/0047287513516389 

Park, K., Park, N., Heo, W., & Gustafson, K. (2018). What Prompts College 

Students to Participate in Online Surveys? International Education Studies, 



 

128 

 

12(1), 69. https://doi.org/10.5539/ies.v12n1p69 

Passafaro, P., Cini, F., Boi, L., D’angelo, M., Heering, M. S., Luchetti, L., Mancini, 

A., Martemucci, V., Pacella, G., Patrizi, F., Sassu, F., & Triolo, M. (2015). 

The “sustainable tourist”: Values, attitudes, and personality traits. Tourism and 

Hospitality Research, 15(4), 225–239. 

https://doi.org/10.1177/1467358415576086 

Pereira, R. L. G., Correia, A. L., & Schutz, R. L. A. (2012). Destination Branding: 

A Critical Overview. Journal of Quality Assurance in Hospitality and 

Tourism, 13(2), 81–102. https://doi.org/10.1080/1528008X.2012.645198 

Plog, S. (2001). Why Destination Areas Rise and Fall in Popularity: An Update of 

a Cornell Quarterly Classic. The Cornell Hospitality Quarterly, 42(3). 

Qiu, R. T. R., Masiero, L., & Li, G. (2018). The psychological process of travel 

destination choice. Journal of Travel and Tourism Marketing, 35(6), 691–705. 

https://doi.org/10.1080/10548408.2018.1435332 

Rafiq, F., Adil, M., & Wu, J. Z. (2022). Examining ecotourism intention: The role 

of tourists’ traits and environmental concerns. Frontiers in Psychology, 

13(2019). https://doi.org/10.3389/fpsyg.2022.940116 

Saleh, A., & Bista, K. (2017). Examining Factors Impacting Online Survey 

Response Rates in Educational Research: Perceptions of Graduate Students. 

Journal of MultiDisciplinary Evaluation, 13(29), 63–74. 

http://journals.sfu.ca/jmde/index.php/jmde_1/article/view/487 

Salehzadeh, R., Khazaei Pool, J., & Soleimani, S. (2016). Brand personality, brand 

equity and revisit intention: an empirical study of a tourist destination in Iran. 

Tourism Review, 71(3), 205–218. https://doi.org/10.1108/TR-02-2016-0005 

Schiffman, L. G., Kanuk, L. L., & Hansen, H. (2012). Consumer Behaviour: A 

European Outlook. In Pearson Education. 

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building 

Approach (Seventh). John Wiley & Sons. 

Sirgy, M. J. (2018). Self-congruity theory in consumer behavior: A little history. 

Journal of Global Scholars of Marketing Science, 28(2), 197–207. 

https://doi.org/10.1080/21639159.2018.1436981 

Statista. (2023). Breakdown of social media users by age and gender Indonesia 

2021. https://www.statista.com/statistics/997297/indonesia-breakdown-

social-media-users-age-gender/ 

Surtini, Sudarto, & Suwandari, L. (2022). Understanding the Culture-Based Tourist 

Personality in Building Memorable Based Tourism Experience And Improve 

Tourist Revisit Intention With Pentagon Tourism Identity As Moderating. 

International Conference on Sustainable Competitive Advantage. 

Talwar, S., Srivastava, S., Sakashita, M., Islam, N., & Dhir, A. (2022). Personality 

and travel intentions during and after the COVID-19 pandemic: An artificial 

neural network (ANN) approach. Journal of Business Research, 

142(December 2021), 400–411. https://doi.org/10.1016/j.jbusres.2021.12.002 

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

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

https://doi.org/10.1177/0047287507299569 

Tempo.co. (2022). BPS: Kunjungan Wisman Naik Nyaris 2.000 Persen pada Juni 



 

129 

 

2022. SWA Online. https://swa.co.id/swa/trends/bps-kunjungan-wisman-naik-

nyaris-2-000-persen-pada-juni-2022 

Tešin, A., Kovačić, S., & Obradović, S. (2023). The experience I will remember: 

The role of tourist personality, motivation, and destination personality. 

Journal of Vacation Marketing. https://doi.org/10.1177/13567667231164768 

Türktarhan, G., & Kozak, N. (2022). The Impact of Destination Personality and 

Experience Quality on Satisfaction and Behavioral Intentions. KMU Journal 

of Social and Economic Researc, 24(42), 144–168. 

Usakli, A., & Baloglu, S. (2011). Brand personality of tourist destinations: An 

application of self-congruity theory. Tourism Management, 32(1), 114–127. 

https://doi.org/10.1016/j.tourman.2010.06.006 

van Raaij, W. F. (2016). Understanding Consumer Financial Behavior. Palgrave 

Macmillan. 

Verma, V. K., Kumar, S., & Chandra, B. (2017). Big five personality traits and 

tourist’s intention to visit green hotels. Indian Journal of Scientific Research, 

15(2), 79–87. https://www.researchgate.net/publication/317674176 

Wall, G., & Mathieson, A. (2006). Tourism: Change, Impacts, and Opportunities. 

In Pearson Prentice Hall (First). Pearson Education Limited. 

Xu, J., & Tavitiyaman, P. (2018). How young tourists are motivated: The role of 

destination personality. Tourism Analysis, 23(1), 165–170. 

https://doi.org/10.3727/108354217X15143857878723 

Yang, S., Isa, S. M., Ramayah, T., Wen, J., & Goh, E. (2022). Developing an 

extended model of self-congruity to predict Chinese tourists’ revisit intentions 

to New Zealand: the moderating role of gender. Asia Pacific Journal of 

Marketing and Logistics, 34(7), 1459–1481. https://doi.org/10.1108/APJML-

05-2021-0346 

Yilmaz, Y., & Yilmaz, Y. (2020). Pre- and post-trip antecedents of destination 

image for non-visitors and visitors: A literature review. International Journal 

of Tourism Research, 22(4), 518–535. https://doi.org/10.1002/jtr.2353 

Yoo, K.-H., & Gretzel, U. (2011). Influence of personality on travel-related 

consumer-generated media creation. Computers in Human Behavior, 27(2), 

609–621. https://doi.org/10.1016/j.chb.2010.05.002 

Yuki, W. (2021). Ini 3 Motif Kenapa Wisatawan Datang Berkunjung ke Sumbar. 

Langgam.id. https://langgam.id/ini-3-motif-kenapa-wisatawan-datang-

berkunjung-ke-sumbar/ 

Zhang, S., Kim, K., Yim, B. H., Hyun, B., & Chai, W. (2022). Destination 

Personality and Behavioral Intention in Hainan’s Golf Tourism during 

COVID-19 Pandemic: Mediating Role of Destination Image and Self-

Congruity. Sustainability (Switzerland), 14(11). 

https://doi.org/10.3390/su14116528 

 

 

 

 

 

 


