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ABSTRAK

Pariwisata adalah kumpulan kegiatan yang melibatkan perjalanan ke destinasi wisata
dengan tujuan menikmati berbagai atraksi, makanan, kegiatan, dan hiburan. Seiring
dengan pertumbuhan yang terus menerus dalam penggunaan media sosial, platform ini
dapat menjadi media yang efektif dalam memasarkan berbagai produk, termasuk yang
terkait dengan pariwisata. Melalui strategi pemasaran di media sosial, citra destinasi
pariwisata dapat terbentuk dan diingat oleh wisatawan. Dengan begitu, tujuan penelitian
ini untuk mengetahui bagaimana implementasi pemasaran melalui media sosial dalam
membentuk citra destinasi wisata serta sejauh mana kesesuaiannya dengan yang
diharapkan oleh dinas pariwisata. Metode penelitian yang digunakan adalah penelitian
kualitatif dengan pendekatan analisis tematik. Pengumpulan data dilakukan melalui
teknik wawancara online dengan pengelola media pemasaran Dinas Pariwisata,
wisatawan dan observasi pada platform media sosial Facebook, Instagram, Twitter, dan
Youtube milik dinas pariwisata. Hasil penelitian menunjukkan bahwa Dinas Pariwisata
menggunakan media sosial, terutama Instagram, sebagai media utama untuk pemasaran
melalui media sosialnya. Selanjutnya, dinas paiwisata berusaha untuk konsisten
membagikan informasi melalui unggahan di media sosial mengenai daya tarik wisata
yang ada di kota Sabang agar dikenal sebagai destinasi wisata yang beragam. Namun
hampir semua wisatawan pengikut akun media sosial dinas pariwisata yang diwawancarai
mengungkapkan bahwa Kota Sabang merupakan destinasi wisata bahari, hanya sedikit
dari wisatawan yang mengetahui bahwa Kota Sabang memiliki daya tarik wisata lainnya.
Kata kunci : Pemasaran melalui media sosial, citra destinasi wisata



ABSTRACT

Tourism is a collection of activities that involve traveling to tour destinations with a
view to enjoying attractions, food, activities, and entertainment. As it grows increasingly
in the use of social media, platforms can become an effective medium in marketing a variety
of products, including those associated with tourism. Through social media marketing
strategies, the image of tourism destinations can be captured and remembered by tourists.
Thus, the purpose of the study is to find out how successful marketing throughsocial media
is in shaping the image of tourist destination and how well it matches the expectations of
the tourist service. The method of research used is qualitative work with athematic analysis
approach. Data collection is done through online interviews with marketing operators for
the tourist service, tourists and observations on social media platforms facebook,
instagram, twitter, and youtube belonging to the tourist service. Studies have shown that
the tourism service use social media, especially instagram, asa major medium for social
media marketing. In turn, the tourism service has attempted to consistently share
information through Unggahs on social media about the attraction of the tourist attraction
in the town of sabang so that the town of sabang is known as a tourist destination. But
almost all the followers of the social media service's social media accounts were
interviewed in uncovering.

Keywords : Marketing through social media, destination image



DAFTAR ISl

LEMBAR HAK CIPTA ..ottt i
LEMBAR PENGESAHAN ...ttt i
SURAT PERNYATAAN ..ottt sttt iii
ABSTRAK e \Y]
ABSTRACT e e Y
KATA PENGANTAR L.ttt vi
UCAPAN TERIMA KASIH ...t vii
DAFTAR IS .ottt IX
DAFTAR TABEL ...ttt e Xii
DAFTAR GAMBAR ..ottt e Xiii
DAFTAR LAMPIRAN ...oiiiiitse ettt st Xiv
BAB | ————————— 1
PENDAHULUAN . ...t et 1
1.1 Latar Belakang Penelitian ..........cccccoooeiieiiii i 1
1.2 Konteks Penelitian (Lokasi Penelitian) ...........cccccoevieiieiiiniieenienn, 4
1.3 Rumusan Masalah Penelitian............cccooevovivinieiciene e 8
1.4 Tujuan Penelitian ..o s 8
1.5 Manfaat Penelitian ... e 8
1.5.1 Manfaat TEOFITIS. ......ccuuveiiiirere e 8
1.5.2 Manfaat PraktiS .........ccccovviriieiiiie e 9
1.6 Sistematika PenuUIISAN ..........cccovieiiiieneee e 9
BAB T .o e 11
KAJIAN PUSTAKA ..ot 11
2.1 Pemasaran Digital .........ccccooveiiiiiii i 11
2.2 Citra Destinasi WiSALa...........cccueiverieiieiiese s s 14
2.3 Keterkaitan antara Pemasaran Digital dengan Citra Destinasi Wisata
.................................... 15
BAB T ..ot sttt 17
METODE PENELITIAN ...t 17
3.1 Desain Penelitian .........cccovveiiiie e 17



3.2 Partisipan Penelitian ...........cccooeiieiiiiiiiece e 18

3.3 Teknik Pengumpulan Data............ccccoevieiiee e 20
3.3.1 WAWANCAIA.......eiiiieiie ittt e sa ettt 20
3.3.2 ODSEIVAST ..ottt s 23

3.4 EtiKa Penelitian........cccooiiiiiiiee e 25

3.5 ANALISIS DAta.......ccviiiiieiieieieee s 28

3.6 Kredibilitas Data ...........ccovieiiiieiieecie e 30
3.6.1 Triangulasi SUMDEY .........cooviiiiiiiereee s 31
3.6.2 Member ChecKing......cccvovveiieiieecece s 31

3.7 REFIEKSI DIFT .ot 31

BAB IV e ———— 34
TEMUAN DAN PEMBAHASAN ... e 34

4.1 Implementasi Kegiatan Pemasaran Melalui Media Sosial Dinas
Pariwisata Dalam Membentuk Citra Destinasi Wisata Kota Sabang

.................................... 34
4.1.1 Teknis Pemasaran Melalui Media Sosial .........cccoooveeveiivieinnn. 34
4.1.2 Konten Pemasaran Media Sosial.........cccooveooeeeieeoiee e, 43

4.2 Kesesuaian Citra Destinasi Kota Sabang Yang Terbentuk Melalui
Media Sosial Yang Telah Dilakukan Dengan Yang Diharapkan Dinas

Pariwisata Kota Sabang..........ccocooiiiiiiiiiicee e 47
4.2.1 Citra Destinasi Yang Terbentuk Di Benak Wisatawan
.................................... 47
4.2.2 Citra Destinasi Yang Diharapkan Dinas Pariwisata Pada
Pemasaran Melalui Media Sosial ..o 48
BAB Ve 52
KESIMPULAN, KONTRIBUSI DAN IMPLIKASI ........ccoooiiiiiiinninns 52
5.1 KESIMPUIAN ..o 52
5.2 Kontribusi Teoritis (Theoretical Contribution) .............ccoceevvniennen. 53
5.3 Implikasi Praktis (Practical Implication) ..........cccccocvvninienennennen, 53



5.4 Limitasi Penelitian Dan Arahan Penelitian Selanjutnya

.................................... 54
DAFTAR PUSTAKA .ttt st 56
LAMPIRAN ...ttt e nrbe e n e e naee e 67
I 10 0] 01 > o T OSSR USRT SRS 67
Surat 1Zin Penelitian ... 67
LAMPITAN 2 ... e 68
Pedoman Wawawancara Penelitian ...........ccccoeviiiiiinienenenene s 68
LampPiran 3 ... et 74
Informasi Terkait Penelitian ..........c.ccooveiiiiien e 74
LaMPITAN 4 ... s 77
Formulir Persetujuan Menjadi Partisipan Penelitian ......................... 77
LampPiran 5 ... e 78
Lembar Bimbingan SKIipSi..........ccocviiiiiii e 78



DAFTAR PUSTAKA

Afshardoost, M., & Eshaghi, M. S. (2020). Destination image and tourist
behavioural intentions: A meta-analysis. Tourism Management, 81, 104154.
https://doi.org/10.1016/j.tourman.2020.104154

Alalwan, A. A. (2018). International Journal of Information Management
Investigating the impact of social media advertising features on customer
purchase intention. International Journal of Information Management,
42(June), 65-77. https://doi.org/10.1016/j.ijinfomgt.2018.06.001

Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2017). Social media
in marketing: A review and analysis of the existing literature. Telematics

and Informatics, 34(7), 1177-1190.
https://doi.org/10.1016/j.tele.2017.05.008

Ali, D., & Xiaoying, L. (2021). The influence of content and non-content cues of
tourism information quality on the creation of destination image in social
media: A study of Khyber Pakhtunkhwa, Pakistan. Liberal Arts & Social
Sciences International Journal (LASSI)), 5(1), 245-265.
https://doi.org/10.47264/idea.lassij/5.1.17

Almeida, A., David-negre, T., & Moreno-gil, S. (2020). New digital tourism
ecosystem : understanding the relationship between information sources and
sharing economy platforms. International Journal of Tourism Cities, 6(2),
335-345. https://doi.org/10.1108/1JTC-09-2019-0173

AMA. (2017). Definition of Marketing Research. American Marketing Association.

https://www.ama.org/the-definition-of-marketing-what-is-
marketing/

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media
in marketing. Journal of the Academy of Marketing Science, 48(1), 79-95.
https://doi.org/10.1007/s11747-019-00695-1

Archibald, M. M., Ambagtsheer, R. C., Casey, M. G., & Lawless, M. (2019). Using
Zoom Videoconferencing for Qualitative Data Collection : Perceptionsand
Experiences of Researchers and Participants. International Journal of
Qualitative Methods, 18, 1-8. https://doi.org/10.1177/1609406919874596

Arturo Molina, Mar Gomez, & David Martin. (2010). Tourism marketing


http://www.ama.org/the-definition-of-marketing-what-is-

information and destination image. African Journal of Business Management,
4(5)(May), 722—728. http://www.academicjournals.org/AJBM

Bala, M., & Verma, D. (2018). A Critical Review of Digital. International Journal

of Management, 8(10), 321-339.

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3545505

Baldauf, A., Cravens, K. S., & Binder, G. (2003). Performance consequences of
brand equity management: Evidence from organizations in the value chain.
Journal of Product & Brand Management, 12(4), 220-236.
https://doi.org/10.1108/10610420310485032

Baloglu & McCleary, W. K. (1999). A Model of Destination Image Formation.
Annals of Tourism Research, 26(4), 868-897.
https://doi.org/10.20867/thm.21.1.3

Bashari, B. (2020). Influential post identification on Instagram through caption
and hashtag analysis. Measurement and Control, 54(3), 1-7.
https://doi.org/10.1177/0020294019877489

Beig, F. A. (2018). Impact of Social Media Marketing on Brand Experience : A
Study of Select Apparel Brands on Facebook. Journal of Bussiness
Perspektive, 22 (3), 1-12. https://doi.org/10.1177/0972262918785962

Birt, L., Scott, S., Cavers, D., Campbell, C., & Walter, F. (2016). Member
Checking: A Tool to Enhance Trustworthiness or Merely a Nod to Validation?
Qualitative Health Research, 26(13), 1802-1811.
https://doi.org/10.1177/1049732316654870

Bonevski, B., Randell, M., Paul, C., Chapman, K., Twyman, L., Bryant, J., Brozek,
I., & Hughes, C. (2014). Reaching the hard-to-reach: A systematic review of
strategies for improving health and medical research with socially
disadvantaged groups. BMC Medical Research Methodology, 14(1).
https://doi.org/10.1186/1471-2288-14-42

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology Using
thematic analysis in psychology. Qualitative Research in Psychology, 3(2),
77-101. https://doi.org/10.1191/1478088706qp0630a

Briassoulis, H. (2002). Sustainable tourism and the question of the commons.
Annals of Tourism Research, 29(4), 1065-1085.

10


http://www.academicjournals.org/AJBM

https://doi.org/10.1016/S0160-7383(02)00021-X

Brooks, J., Cluskey, S. M. C., Turley, E., & King, N. (2015). The Utility of
Template Analysis in Qualitative Psychology Research. Qualitative Research
in Psychology, 12, 202—222. https://doi.org/10.1080/14780887.2014.955224

Caliskan, A. (2020). Digital transformation of traditional marketing business model
in new industry era. Journal of Enterprise Information Management.
https://doi.org/10.1108/JEIM-02-2020-0084

Cao, Q., Yu, B., & Tian Tian, X. X. (2017). The Effect of Social Media on Tourism
Consumer Adoption Intention: Evidence from Urumgi. Journal of Accounting
& Marketing, 06(01), 1-10. https://doi.org/10.4172/2168-
9601.1000219

Chawla, Y., & Chodak, G. (2021). Social media marketing for businesses: Organic
promotions of web-links on Facebook. Journal of BusinessResearch, 135, 49—
65. https://doi.org/10.1016/j.jbusres.2021.06.020

Chi, C. G., & Qu, H. (2008). Examining the structural relationships of destination
image , tourist satisfaction and destination loyalty : An integrated approach.
Tourism Management, 29, 624-636.
https://doi.org/10.1016/j.tourman.2007.06.007

Clarke, V., & Braun, V. (2017). Thematic analysis. The Journal of Positive
Psychology, 12(3), 297-298.
https://doi.org/10.1080/17439760.2016.1262613

Colorafi, K. J., & Evans, B. (2016). Qualitative Descriptive Methods in Health
Science Research. Health Environments Research &Design Journal, 9(4), 1-
11. https://doi.org/10.1177/1937586715614171

Conti, J. A., & O’Neil, M. (2007). Studying power: Qualitative methods and the
global elite. Qualitative Research, 7(1), 63-82.
https://doi.org/10.1177/1468794107071421

Cousin, G. (2006). Case Study Research. Journal of Geography in Higher

Education, 29(3), 421-427. https://doi.org/10.1080/03098260500290967

Creswell, J. W. (2003). Research design Qualitative, Quantitative, and Mixed
Methods Approaches (2nd ed.). SAGE Publications.

Creswell, J. W. (2018). Qualitative, Quantitative and Mixed Methods Approaches

11



(D. C. Fe  (ed.); 5th ed). SAGE  Publications  Ltd.
http://lib.ibs.ac.id/index.php?p=show_detail&id=2346

Deakin, H., & Wakefield, K. (2014). Skype interviewing: reflections of two PhD
researchers. Qualitative Research, 14(5), 603-616.
https://doi.org/10.1177/1468794113488126

Drury, G. (2008). Opinion piece : Social media : Should marketers engage and how
can it be done effectively ? Journal of Direct, Data and Digital Marketing

Practice, 9(3), 274-277.

https://doi.org/10.1057/palgrave.dddmp.4350096

Espiner, S., Orchiston, C., & Higham, J. (2017). Resilience and sustainability: a
complementary relationship? Towards a practical conceptual model for the
sustainability—resilience nexus in tourism. Journal of Sustainable Tourism,
25(10), 1385-1400. https://doi.org/10.1080/09669582.2017.1281929

Fakeye, P. C., Crompton, J. L., 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.
https://doi.org/10.1177/004728759103000202

Fatima Ahmed Almazrouei, Muhammad Alshurideh, B. A. K. (2020). SocialMedia
Impact on Business: A Systematic Review. In Proceedings of the International
Conference on Advanced Intelligent Systems and Informatics 2020 (pp. 697—
705). Springer International Publishing. https://doi.org/10.1007/978-3-030-
58669-0_62

Gaffar, V., Tjahjono, B., Abdullah, T., & Sukmayadi, V. (2021). Like , Tag and
Share : Bolstering Social Media Marketing to Improve Intention to Visit a
Nature-based Tourism Destination. Tourism Review, 77(2), 451-470.
https://doi.org/10.1108/TR-05-2020-0215

Gartner, W. C. (1994). Journal of Travel & Image Formation Process. Journal of
Travel & Tourism Marketing, 2(2-3), 191-216.
https://doi.org/10.1300/j073v02n02_12

Given, L. M. (2008). The SAGE Encyclopedia of Qualitative Research Methods. In
The Sage Encyclopedia of qualitative research methods (1st ed). SAGE

Publications, Inc.

12


http://lib.ibs.ac.id/index.php?p=show_detail&id=2346

Gunelius, S. (2010). 30-Minute Social Media Marketing : Step-By-Step Techniques
To Spread the Word About Your Business Fast and Free (1st Editio). McGraw-
Hill.

lacono, L., Symonds, P., & Brown, D. H. K. (2016). Skype as a Tool for Qualitative
Research Interviews. Sociological Research Online, 21(2), 1-15.
https://doi.org/10.5153/sr0.3952

llavarasan, K. R. & P. V. (2016). Social media content and product co-creation: an
emerging paradigm. Journal of Enterprise Information Management, 29(1), 7—
18. https://doi.org/10.1108/JEIM-06-2015-0047

Ivankova, N. V. (2015). Applying Mixed Methods in Action Research:
Methodological Potentials and Advantages. American Behavioral Scientist,
16(7). https://doi.org/org/10.1177/0002764218772673

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on
brand image and purchase intention: An empirical study in the automobile
industry in lran. Marketing Intelligence and Planning, 30(4), 460-476.
https://doi.org/10.1108/02634501211231946

Jamal, T., & Stronza, A. (2009). Collaboration theory and tourism practice in
protected areas: stakeholders , structuring and sustainability. Journal of
Sustainable Tourism, 17(2), 169-189.
https://doi.org/10.1080/09669580802495741

Javier, S., & Bign, J. E. (2001). Tourism image , evaluation variables and after
purchase behaviour : Tourism Management, 22, 607-616.
https://doi.org/10.1016/S0261-5177(01)00035-8

Jefford Michael, M. R. (2008). Improvement of informed consent and the quality
of consent documents. Lancet Oncol, 9, 485-493.
https://doi.org/10.1002/9781119681328.chl

Kaplan, A. M., & Haenlein, M. (2010). Users of the world , unite ! The challenges
and opportunities of Social Media. Business Horizons, 53, 59-68.
https://doi.org/10.1016/j.bushor.2009.09.003

Keller, K. L. (2016). Marketing Management (16th Globa). Pearson Education
Limited 2016.

Kim, S. E,, Lee, K. Y., Shin, S. Il, & Yang, S. B. (2017). Effects of tourism

13



information quality in social media on destination image formation.
Information and Management, 54(6), 687-702.
https://doi.org/10.1016/j.im.2017.02.009

Kladou, S., & Mavragani, E. (2015). Assessing destination image: An online
marketing approach and the case of TripAdvisor. Journal of Destination
Marketing and Management, 4(3), 187-193.
https://doi.org/10.1016/j.jdmm.2015.04.003

Kolb, B. (2017). Tourism Marketing For Cities and Town : Using Social Media and
Branding to Attract Tourists (2nd Editio). Routledge.
https://doi.org/10.4324/9781315543413

Laing, J., Wheeler, F., Reeves, K., & Frost, W. (2014). Assessing the experiential
value of heritage assets : A case study of a Chinese heritage precinct, Bendigo
, Australia. Tourism Management, 40, 180-192.
https://doi.org/10.1016/j.tourman.2013.06.004

Laucuka, A. (2018). Communicative Functions Of Hashtags. Economics And
Culture, 15(1), 56-62. https://doi.org/10.2478/jec-2018-0006

Lee, H.,, & Cho, C. (2019). Digital advertising: present and future prospects.
International Journal of Advertising, 0(0), 1-10.
https://doi.org/10.1080/02650487.2019.1642015

Li, F., Larimo, J., & Leonidou, L. C. (2020). Social media marketing strategy:
definition, conceptualization, taxonomy, validation, and future agenda.
Journal of the Academy of Marketing Science, 49, 51-70.
https://doi.org/10.1007/s11747-020-00733-3

Lida Puspaningtyas. (2023). Kilometer Nol dan Iboih Sabang Jadi Objek Wisata
Favorit Saat Libur Lebaran. Republika.Co.ld.
https://sharia.republika.co.id/berita/rtuv2z502/kilometer-nol-dan-iboih-
sabang-jadi-objek-wisata-favorit-saat-libur-lebaran

Mahdi, M. 1. (2022). Pengguna Media Sosial di Indonesia Capai 191 Juta pada
2022. Https://Dataindonesia.ld/.
https://dataindonesia.id/internet/detail/pengguna-media-sosial-di-indonesia-
capai-191-juta-pada-2022

Marti, J. D. (2004). Factor influencing Dedtination Image. Annals of Tourism

14



Research, 31(3), 657-681. https://doi.org/10.1016/j.annals.2004.01.010
Maxwell, J. A. (2016). Qualitative Research Design : An Interactive Approach. In
Designing a Qualitative Study (3rd ed, p. 215). SAGE Publications Inc.
Mistilis, N., Buhalis, D., & Gretzel, U. (2014). Future eDestination Marketing:
Perspective of an Australian Tourism Stakeholder Network. Journal of Travel
Research, 53(6)(March), 778-790.

https://doi.org/10.1177/0047287514522874

Mkwizu, H. K. (2020). Digital marketing and tourism : opportunities for Africa.
Digital Marketing and Tourism, 34(1), 5-12. https://doi.org/10.1108/IHR-09-
2019-0015

Mohaidin Z, Koay T.W, M. M. (2017). "Factors influencing the tourists’ intention
to select sustainable tourism destination: a case study of Penang, Malaysia™.
International  Journal  of  Tourism  Cities,  3(4), 442-465.
https://doi.org/10.1108/1JTC-11-2016-0049

Mohamad Mahadzirah, Ali bdul Manan, A. G. N. I. (2011). A Structural Model
Of Destination Image, Tourists’ Satisfaction And Destination Loyalty.
International Journal Of Business And Management Studies, 3(2), 167-177.

Mweshi, G., & Sakyi, K. A. (2020). Application Of Sampling Methods For The
Research Design. Archives of Business Research, 8(11), 180-193.
https://doi.org/10.14738/abr.811.9042

Mwita, K. M. (2022). Factors influencing data saturation in qualitative studies.
International Journal of Research in Business and Social Science, 11(4), 414—
420. https://doi.org/10.20525/ijrbs.v11i4.1776

Olanrewaju, A. T., Hossain, M. A., Whiteside, N., & Mercieca, P. (2020).
International Journal of Information Management Social media and
entrepreneurship research: A literature review. International Journal of
Information Management, 50, 90-110.
https://doi.org/10.1016/j.ijinfomgt.2019.05.011

Orb, A., Eisenhauer, L., & Wynaden, D. (2001). Ethics in Qualitative Research.
Journal of Nurshing Scholarship, 33(2), 93-96.
https://doi.org/10.1111/j.1547-5069.2001.00093.x

Parsons, A. L., & Lepkowska-white, E. (2018). Social Media Marketing

15



Management: A Conceptual Framework. Journal of Internet Commerce,
17((2)), 81-95. https://doi.org/10.1080/15332861.2018.1433910

Petit, O., Velasco, C., & Spence, C. (2019). ScienceDirect Digital Sensory
Marketing : Integrating New Technologies Into Multisensory Online
Experience.  Journal  of Interactive  Marketing, 45,  42-61.
https://doi.org/10.1016/j.intmar.2018.07.004

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

Integrating the concepts of the branding and destination image. Tourism

Management, 32(3), 465-476. https://doi.org/10.1016/j.tourman.2010.03.014

Raco, J. (2018). Metode penelitian kualitatif: jenis, karakteristik dan
keunggulannya. Grasindo, PT Gramedia Widiasarana Indonesia.
https://doi.org/10.31219/osf.io/mfzuj

Rajaratnam Devi Sushila, V. N. (2015). Destination quality and tourists’
behavioural intentions: rural tourist destinations in Malaysia. Worldwide
Hospitality and Tourism Themes, 7((5)), 463-472.
https://doi.org/10.1108/WHATT-06-2015-0026

Reisinger, Y., & Turner, L. (1999). A cultural analysis of Japanese tourists:
challenges for tourism marketers. European Journal of Marketing, 33(11-12),
1203-1227. https://doi.org/10.1108/03090569910292348

Sabangkota.go.id. (2023). PKA ke-8, Sabang promosikan budaya dan sejarah
kejayaan Pulau Weh. Https://Www.Sabangkota.Go.ld/.
https://sabangkota.go.id/berita/kategori/berita-media/pka-ke-8-sabang-
promosikan-budaya-dan-sejarah-kejayaan-pulau-weh

Sam Al-Kwifi, O. (2015). The impact of destination images on tourists’ decision
making: A technological exploratory study using FMRI. Journal ofHospitality
and Tourism Technology, 6(2), 174-194. https://doi.org/10.1108/JHTT-06-
29015-0024

Sania Mashabi, N. T. (2023). 4 Tempat Snorkeling dan Diving di Sabang, Asyik
Lihat Terumbu Karang. Kompas.Com.
https://travel.kompas.com/read/2023/05/28/164500227/4-tempat-snorkeling-
dan-diving-di-sabang-asyik-lihat-terumbu-karang?page=all

Sharmin, F., Tipu Sultan, M., Badulescu, D., Badulescu, A., Borma, A., & Li, B.

16



(2021). Sustainable destination marketing ecosystem through smartphone-
based social media: The consumers’ acceptance perspective. Sustainability
(Switzerland), 13(4), 1-24. https://doi.org/10.3390/su13042308

Shylet Y Chivanga, P. B. M. (2021). Back To Basics: Qualitative Research
Methodology For Beginners. Journal Of Critical Review, 8(02), 11-17.

Smith, B., & Mcgannon, K. R. (2017). Developing rigor in qualitative research :
problems and opportunities within sport and exercise psychology.
International Review of Sport and Exercise Psychology, 1-21.
https://doi.org/10.1080/1750984X.2017.1317357

Solis, B. (2011). The complete guide for brands and businesses to build, cultivate
and measure succes in the new web. John Wiley & Sons Inc Publisher.
http://www.wiley.com/go/permissions.

Stepchenkova, S., & Mills, J. E. (2010). Destination image: A meta-analysis of
2000-2007 research. Journal of Hospitality Marketing and Management,
19(6), 575-609. https://doi.org/10.1080/19368623.2010.493071

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.
https://doi.org/10.1016/j.tourman.2015.09.006

Sugiyono, P. D. (2018). Metode penelitian kuantitatif, kualitatif, dan R&D
(Cetakan ke). Alfabeta.

Tasneem, S., & Khulna, T. (2023). Effectiveness of Digital Marketing in the
Challenging Age: An Empirical Study. International Journal of Management
Science and Business Administration, 1(5), 69-80.
https://doi.org/10.18775/ijmsba.1849-5664-5419.2014.15.1006

Thorne, S. (2016). INTERPRETIVE DESCRIPTION : Qualitative Research for
Applied Practice (2nd ed). Routledge.
https://doi.org/10.4324/9781315545196

Todor, R. D. (2016). Blending traditional and digital marketing. Engineering
Sciences, vol 9(1), 51-56.

Tuten & Solomon. (2018). Social Media Marketing (M. Waters (ed.); 3rd ed.).
SAGE Publications Inc. https://slims.umn.ac.id/

17


http://www.wiley.com/go/permissions

Tuttas, C. A. (2015). Lessons Learned Using Web Conference Technology for
Online Focus Group Interviews. Qualitative Health Research, 25(1), 122—
133. https://doi.org/10.1177/1049732314549602

Walker, J. H. (2001). The Measurement of Word-of-Mouth Communication and
an Investigation of Service Quality and Customer Commitment as Potential
Antecedents the primary focus of these studies is not on measure devel.
Journal of Service Research, 4(1), 60-75.
https://doi.org/10.1117/109467050141

We Are Social, & Meltwater. (2023). Digital 2023 Global Overview Report.
https://datareportal.com/

Wibowo, A., Chen, S. C., Wiangin, U., Ma, Y., & Ruangkanjanases, A. (2021).
Customer behavior as an outcome of social media marketing: The role of social
media marketing activity and customer experience. Sustainability
(Switzerland), 13(1), 1-18. https://doi.org/10.3390/su13010189

Wing, W., Cheng, H., Tak, E., Lam, H., & Chiu, D. K. W. (2020). The Journal of
Academic Librarianship Social media as a platform in academic library
marketing : A comparative study. The Journal of Academic Librarianship,
46(5), 102188. https://doi.org/10.1016/j.acalib.2020.102188

Yadav, U. S., Tripathi, R., Tripathi, M. A., Ghosal, 1., Kumar, A., Mandal, M., &
Singh, A. (2023). Digital and innovative entrepreneurship in the Indian
handicraft sector after the COVID-19 pandemic: challenges and opportunities.
Journal of Innovation and Entrepreneurship, 12(1).
https://doi.org/10.1186/s13731-023-00337-5

Yeng, S. K., & Mohamad, A. A. (2020). A Critical Review of Literature in the
Rising Tide of Social Media towards Promoting Tourism. Enlightening
Tourism A Pathmaking Journal, 10((2)).
https://doi.org/10.33776/et.v10i2.4887

Yip Camile, Han Reena Nian-Lin, L. S. B. (2016). Legal and ethical issues in
research.  Indian  Journal of  Anaesthesia, 60(9), 684-688.
https://doi.org/10.4103/0019-5049.190627

Yulianti, R. (2017). Dunia mengenal wisata bahari pulau terdepan melalui Sail

Sabang. Goodnewsfromindonesia.ld.

18



https://www.goodnewsfromindonesia.id/2017/10/25/dunia-mengenalkan-
wisata-bahari-pulau-terdepan-indonesia-melalui-sail-sabang

Zappavigna, M. (2015). Searchable talk : the linguistic functions of hashtags.Social

Semiotics, 25(3), 274-291.

https://doi.org/10.1080/10350330.2014.996948

Zhu, Y. Q., & Chen, H. G. (2015). Social media and human need satisfaction:
Implications for social media marketing. Business Horizons, 58(3), 335-345.
https://doi.org/10.1016/j.bushor.2015.01.006

19


http://www.goodnewsfromindonesia.id/2017/10/25/dunia-mengenalkan-

