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ABSTRAK

Pada era digital, social media marketing (SMM) menjadi strategi utama dalam membentuk
personality brand dan menjangkau audiens secara luas, termasuk pada sektor edukasi
seperti museum. SMM memungkinkan institusi membangun hubungan interaktif dan
memperkuat daya tarik melalui ruang digital. Penelitian ini bertujuan untuk menganalisis
strategi social media marketing yang digunakan Museum Geologi dalam memperkuat
personality brand sebagai smart museum, serta menganalisis perspektif wisatawan
terhadap strategi tersebut. Penelitian ini menggunakan pendekatan kualitatif dengan
metode studi kasus. Data diperoleh melalui in-depth interview dan semi-structured
interview terhadap 3 pengelola Museum Geologi dan 21 wisatawan, serta observasi melalui
media sosial. Hasil penelitian menunjukkan bahwa Museum Geologi telah berhasil
menggunakan berbagai platform yang dinilai “mainstream” sebagai salah satu strategi yang
digunakan dalam strategi social media marketing dengan memperhatikan karakteristik dari
setiap platform serta segmentasi audiens. Konsistensi dan keteraturan dalam publikasi
konten juga menjadi fokus penting. Konten yang diunggah oleh Museum Geologi tidak
hanya memberikan informasi secara umum, tetapi juga edukatif sesuai dengan tren digital
saat ini. Museum Geologi memanfaatkan berbagai fitur pada media sosial yang digunakan
seperti feeds, reels, story, direct message, caption, hashtag, bio, audio atau music, bahkan
kolaborasi dengan pengunjung. Temuan lain menunjukkan bahwa informasi yang
disampaikan oleh Museum Geologi diterima dengan baik oleh wisatawan, dinilai
informatif, edukatif, serta mencerminkan karakter yang modern dan adaptif terhadap
teknologi. Hal ini membentuk persepsi Museum Geologi sebagai smart museum dan
menegaskan keberhasilan strategi social media marketing dalam memperkuat personality
brand melalui media sosial.

Kata Kunci: Strategi Social Media Marketing, Personality Brand, Smart Museum,
Museum
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ABSTRACT

In the digital era, social media marketing (SMM) has become a key strategy in shaping
personality brands and reaching wider audiences, including in the educational sector such
as museums. SMM enables institutions to build interactive relationships and enhance
appeal through digital platforms. This study aims to analyze the social media marketing
strategies employed by the Museum Geologi in strengthening its personality brand as a
smart museum, as well as to explore visitor perspectives on these strategies. This research
uses a qualitative approach with a case study method. Data were collected through in-
depth and semi-structured interviews with 3 museum management team and 21 visitors,
supported by social media observations. The results show that the Museum Geologi has
successfully utilized various mainstream platforms as part of its SMM strategy by adapting
to each platform's characteristics and audience segmentation. Content consistency and
regularity are also emphasized. The content shared by the Geological Museum is not only
informative but also educational and aligned with current digital trends. The museum
maximizes various social media features such as feeds, reels, stories, direct messages,
captions, hashtags, bios, audio or music, and even collaborations with visitors. Further
findings indicate that the information shared by the museum is well-received by visitors
perceived as informative, educational, modern, and technologically adaptive. This has
fostered the perception of the Museum Geologi as a smart museum and highlights the
effectiveness of social media marketing in strengthening its personality brand.

Keywords: Social Media Marketing Strategy, Personality Brand, Smart Museum, Museum



KATA PENGANTAR

Dengan rasa syukur yang mendalam, segala puji dan syukur penulis
panjatkan ke hadirat Allah SWT atas limpahan rahmat dan penyertaan-Nya,
sehingga penulis dapat menyelesaikan skripsi yang berjudul “Membentuk Karakter
Museum di Era Digital: Analisis Strategi Social Media Marketing Dalam
Memperkuat Personality Brand Museum Geologi Sebagai Smart Museum”. Skripsi
ini disusun sebagai salah satu syarat untuk memperoleh gelar Sarjana Pariwisata
pada Program Studi Manajemen Pemasaran Pariwisata, Fakultas Pendidikan IImu
Pengetahuan Sosial, Universitas Pendidikan Indonesia. Proses penyusunan skripsi
ini merupakan bagian dari perjalanan panjang yang memberikan banyak
pembelajaran, baik secara akademis maupun secara pribadi.

Penulis menyampaikan terima kasih kepada seluruh dosen, keluarga, serta
pihak-pihak yang telah memberikan dukungan selama perjalanan akademik penulis.
Penulis menyadari bahwa penulisan skripsi ini masih memiliki keterbatasan.
Penulis berharap karya ini mampu memberikan kontribusi dalam memperluas
khazanah keilmuan serta dapat dijadikan sebagai referensi bagi penelitian di masa
mendatang. Oleh karena itu, penulis dengan terbuka menerima segala bentuk kritik

dan saran yang membangun demi perbaikan di masa mendatang.

Purwakarta, 20 Juni 2025

Kinanti Putri Emanika
NIM. 2105966

Vi



HALAMAN UCAPAN TERIMA KASIH

. Dengan penuh rasa syukur, penulis mengucapkan terima kasih kepada Allah
SWT atas rahmat, kasih sayang, dan karunia-Nya yang senantiasa menyertai.
Dalam setiap langkah perkuliahan, Allah menghadirkan ketenangan,
kekuatan, dan kemudahan hingga penulis dapat sampai pada tahap ini.
Segala puji hanya bagi-Nya, tempat penulis bersandar dan kembali.

. Kedua orang tua penulis, Bapak Djatnika Oechriadi Martadiredja dan Ibu
Lies Emalya Ratnasari. Terima kasih karena selalu mengusahakan anak
terakhirnya ini untuk bisa menempuh pendidikan sampai saat ini, meskipun
masih banyak sikap dan tindakan yang belum sepenuhnya membahagiakan
atau memenuhi harapan. Teruntuk Papah, terima kasih atas kerja keras,
upaya, teladan, dan bimbingan yang selalu menguatkan. Teruntuk Mamah,
terima kasih karena selalu memastikan keadaan penulis dan setia
mendengarkan keluh kesah hingga saat ini. Doa, cinta, dan ketulusan
mamah dan papah menjadi anugerah yang tidak ternilai, yang menjadi
kekuatan terbesar dalam menyelesaikan perjalanan ini.

. Kakak, eni, dan keluarga penulis atas doa dan dukungan yang selalu
mengiringi langkah penulis. Kehangatan dan kebersamaan yang diberikan
telah menjadi sumber kekuatan tersendiri dalam setiap tahapan perjalanan
penulis.

. Bapak Prof. Dr. H. Didi Sukyadi, M.A., selaku Rektor Universitas
Pendidikan Indonesia.

. Bapak Prof. Dr. Cecep Darmawan, S.H., S.I.P., S.A.P., S.Pd., M.Si.,, M.H.,
CPM., selaku Dekan Fakultas Pendidikan Ilmu Pengetahuan Sosial
Universitas Pendidikan Indonesia.

. Bapak Taufik Abdullah, Ph.D., selaku Ketua Program Studi Manajemen
Pemasaran Pariwisata Universitas Pendidikan Indonesia. Sekaligus dosen
wali penulis yang selalu memberikan arahan dan masukan selama masa
perkuliahan.

. Ibu Dr. Rini Andari, S.Pd., SE.Par., M.M., selaku Dosen Pembimbing I, atas
segala bimbingan, saran, dan waktu yang telah diberikan sepanjang proses

penyusunan skripsi ini. Setiap koreksi dan arahannya menjadi pedoman

vii


http://s.pd/

10.

11.

12.

13.

penting yang sangat membantu penulis dalam menyelesaikan penulisan
skripsi ini.

Bapak Rijal Khaerani, S.Si., M. Stat., selaku Dosen Pembimbing II, atas
bimbingan, waktu, dan saran yang tidak hanya informatif dan membangun,
tetapi juga disampaikan dengan cara yang menenangkan, sehingga proses
konsultasi terasa lebih nyaman dan tidak menimbulkan tekanan.

Seluruh dosen dan staf administrasi Program Studi Manajemen Pemasaran
Pariwisata atas ilmu, bimbingan, serta bantuan yang telah diberikan selama
masa perkuliahan. Segala kontribusi yang diberikan telah menjadi bagian
penting dalam perjalanan akademik penulis hingga mencapai tahap ini.
Muhammad Akmal Nur Hakim, atas segala bentuk dukungan moril,
motivasi, serta pendampingan emosional yang diberikan sejak tahun 2021,
saat penulis memulai perkuliahan hingga memasuki tahap akhir dalam
penyusunan skripsi ini. Terima kasih atas ketersediaannya untuk membantu,
sabar, menjadi pendengar yang baik, serta atas semangat dan dorongan yang
tidak terhenti, yang memberikan dampak baik selama masa perkuliahan.
Fayza, Hana, Fikri, Meitha, Syakira, Savina, Hilda, Dela, Alya, Shakila, dan
Ummi yang telah menjadi bagian penting dalam perjalanan studi ini. Terima
kasih atas dukungan, kebersamaan, dan semangat yang diberikan selama
masa perkuliahan. Kehadiran mereka tidak hanya berperan dalam
mendukung proses akademik, tetapi juga menjadi orang yang senantiasa
hadir dan menemani penulis selama menjalani masa perkuliahan, khususnya
dalam menghadapi berbagai dinamika yang muncul selama masa
perkuliahan.

Anggun dan Ananda yang telah menemani penulis dalam menjalani
perkuliahan di semester 6, keberadaannya turut menciptakan lingkungan
perkuliahan yang menyenangkan dan memberikan motivasi bagi penulis.
Seluruh rekan angkatan 2021 serta kakak tingkat yang tidak dapat
disebutkan satu per satu. Terima kasih atas kebersamaan, arahan, serta
nasihat yang telah penulis terima sepanjang perjalanan ini, sehingga secara
perlahan membentuk penulis menjadi pribadi yang lebih dewasa dalam

menghadapi dinamika kehidupan kampus.

viii


http://s.si/

DAFTAR ISI

LEMBAR HAK CIPTA i
LEMBAR PENGESAHAN .....couiiininnininsninsnnssenssisssissessssssssssssssssssssssssssssssssssss ii
SURAT PERNYATAAN iii
ABSTRAK .auciiiitiiiniinnninsensesssisssnssessssssssssssssssssissssssssssssssssssssassssssssssssssasssssses iv
ABSTRACT ...uuaeaonnennvenvrsnensrinsansenssssssssessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss v
KATA PENGANTAR vi
HALAMAN UCAPAN TERIMA KASIH vii
DAFTAR ISL.uucuiiiiiiiiinsninsnnsessacsssnsssssssssssssssssssssssssssssssssssssssssssssssssssssssssasssssses ix
DAFTAR TABEL xii
DAFTAR GAMBAR xiii
DAFTAR LAMPIRAN xiv
BAB IL.......ccovueevuruennccnnnnne 1
PENDAHULUAN |
1. 1 Latar Belakang Penelitian ...........cccoooieriierieeiieniecieceeeeeee e 1

1. 2 Rumusan Masalah Penelitian ............ccccooeriinieniiiinienieeecceseeee 7

1. 3 Tujuan Penelitian..........ccoovcuiiiiiiieeiiie et e 7

1. 4 Manfaat Penelitian.........cccccoviiiiiiiiiiiiiiiceeceeee e 8
1.4.1 Manfaat Akademis (TeOTItiK).......cccveeeiuiieriiiiniie e 8
1.4.2 Manfaat Praktis (Empirik) .......ccccoeovieniiiiniiiieeeeeee e 8

L. 5 Struktur SKIIPST...ceeeeueeeeiieeeiieeeiee ettt e e e e 8
3N 5 2 11
KAJIAN PUSTAKA 11
2. 1 Strategi Social Media Marketing di Industri Pariwisata ...........ccccceceenenee. 11
2.2 Personality Brand.................cooeveeeuieiieiiiesiieeieeeieeee et 14

2. 3 SMATE MUSEUIM ...ttt ettt et et 16
BAB IHL....ccouuiiiiiiiiiinininsnicsnicsenssncssessesssecssissssssesssessssssssssessssssassasssssssassssssasssssses 20
METODE PENELITIAN 20
3. 1 Desain Penelitian .........cocueveeiirieniiiieienieieeeeseeee e 20
3.2 Lokasi Penelitian .........cocueveeiiiriiniiiiiiinieieceseceeee s 21

3. 3 Partisipan Penelitian ...........ccccooouiiiiiieiieniiieiieieee e 21

1X



3. 4 Teknik Pengumpulan Data...........cccoeeiieiiiiiiiiiiiiiieeceee e 23

3. 5 Etika Penelitian........ccccooieiiiiiiiinieeeeeeeseeee s 24
3.6 ANALISIS DAta.....oouiiiiiiiiieiieieee s 25
3. 7 KIEAIDIIAS ..ottt 28
3. 8 REfICKST DT weeuviiieiieiieieeeee et 29
BAB IV uuiiitintineitinnisensisssissssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssassses 31
TEMUAN DAN PEMBAHASAN .....uconinininsuinsnnsesssisssissesssssssssssssssssssssassasssns 31
4.1 Strategi Social Media Marketing yang Diterapkan Museum Geologi dalam
Memperkuat Personality Brand Sebagai Smart Museum ................cccccueen.... 31
4.1.1 Strategi Social Media Marketing .................ccccocuevcerceeneesencecneenennenn. 31
4.1.2 Personality Brand Sebagai Smart Museum ................ccccccceevcveenennnene. 49

4.2 Perspektif Wisatawan Mengenai Strategi Social Media Marketing yang
Dilakukan Museum Geologi dalam Memperkuat Personality Brand Sebagai

SIATE MUS@UIN ...ttt et 55
4.2.1 Perspektif Wisatawan Terhadap Strategi Social Media Marketing....... 55
4.2.2 Perspektif Wisatawan Terhadap Personality Brand ............................. 58

BAB V....ccevueeerceneccnnnnne 65
SIMPULAN, IMPLIKASI, DAN REKOMENDASI ......ccoceevuecunsuecsuncnesancsaee 65
5.1 KeSIMPUIAN....coiiiiiiiiiiicc s 65

5.1.1 Strategi Social Media Marketing yang Diterapkan Museum Geologi
dalam Memperkuat Personality Brand Sebagai Smart Museum ................... 65

5.1.2 Perspektif Wisatawan Mengenai Strategi Social Media Marketing yang
Dilakukan Museum Geologi dalam Memperkuat Personality Brand Sebagai

SIAFTE MUSEUNL ...ttt 66

5.2 KONIIDUST .ottt 67
5.3 Implikasi Praktis.......ccccoovieriiiiiiiniiiieeeeeeeee e 68
5.4 Limitasi Penelitian dan Arahan Penelitian Selanjutnya...........cccoeeeeeennnne. 69
DAFTAR PUSTAKA 70
LAMPIRAN ..cotirtintintininnnnssnnsssssessessessssssssssssssassasssssssssessssssssssssssssssssassssssessssses 79
Lampiran 1 Surat [zin Penelitian..........ccoceovierieniniinieniiienienecceeeecee 79
Lampiran 3 Informasi Terkait Penelitian..........cccccooevveniiiiniinnnenicncccnne 81
Lampiran 4 Pedoman Wawancara .............ceceveeverienieneniienienenieseesieeee s &3

Partisipan dari Admin Media Sosial, Kepala Museum Geologi, dan Humas
MUSEUM GEOLOZ ..vveiiieiiieiiieie ettt ettt ettt et e et e e ereens 83



Lampiran 5 Pedoman Wawancara ...........ccceeecveeviienieeniienieeniiesie e sie e 86
Partisipan dari Wisatawan Museum Geologi ..........cceevveeriierieeiiienieeieenreeieans 86

Lampiran 6 Formulir Persetujuan Menjadi Partisipan (Informed Consent Form)

X1



DAFTAR TABEL

Tabel 3. 1 Karakteristik Partisipan

Tabel 3. 2 Struktur Data.................

Xii



Gambar 2.
Gambar 2.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.
Gambar 4.

DAFTAR GAMBAR

1 Kerangka Personality Brand................cccccceeevveeeveceesceeeiieneeeeneennnns 15
2 Model Smart Management yang Diusulkan Untuk Museum........... 18
1 AKUN INSTAZTAM ...oviiiiieiiieieee et 33
2 AKUN TIKTOK ..ottt 33
3 Akun Facebook.......cccoiiiiiiiiiiiiiiiieee e 33
4 AKUN YOUTUDE ..ot 33
S TWEBSTLO. ... e 33
6 WHALS A PP .eieeieeeiiee ettt ettt e e et e s be e e eesnreeeenreeennseeenaeeens 33
7 Informasi Perubahan Harga Tiket ...........cccccovveviiiiiniiiieiieciee e 35
8 Feeds INStAIAM ....c...eoviiiieeiieiiecieeeiie ettt ettt eseea 37
O Feeds TIKTOK ......coceiieiiiiieiecieeeeset e 37
10 Konten TiKTOK.......ccerieriiiiiiiieieeeeeeeee e 38
11 Konten YOUTUDE.......coveriiiiiiieieieseeeee e 38
12 Halaman Kegiatan di Website............ccccccueeieinoeeiiasiiiienieeeene. 40
13 Halaman Koleksi di Website..........ccccceeveieiiiniiiiiiiiiiieeeeeeeee, 40
14 Informasi Tutup Sementara..........ccceecveeveeiiienieeiienie e, 40
15 Caption INStagram ..........coovueeiiiiiiiiienieeeieeeeeeee e 42
16 Caption TIKTOK ......cccooiieiiieiiieiiecie ettt 42
17 Repost Story INStaGram.........ceeeuveeerieeeiiieeeiieeeiieeeieeereeeeveeeieee e 43
18 Komentar InStagram ...........ccceeoveeevieeniiiieniieeeiieeeiee e 44
19 Komentar TIKTOK .......ccoveeriiriinieieiieieeeeeeeseeeee e 44
20 DM INStAZIAM .....eeiiiiiiiieiienieeieeeee ettt 44
21 Collab Dengan Badan Geologi ..........ccoevverieneriienienenicnieneeens 45
22 Collab Dengan Pengunjung .........c.cceceeveeviereenennieneenenieneeneenens 45
23 Insight Waktu Teraktif..........cccooiiiiniiiiiceee, 47
24 Insight Pengikut Instagram...........ccccceeeeveeenieeeniiieeniee e, 47
25 Penggunaan Hashtag Smart Museum................ccceeeveveeeceveenceeennnnen. 50
26 Konten Kegiatan..........cccuveeeiieeriiieeniieeeiieeiee e e 52
27 Konten Kegiatan..........cccuvveevieeriieeniieeeiee e e e 52
28 Konten Kegiatan..........occuvveeiieeriieeniieeciie et 52
29 Konten Tanya Ahli.....c..cooeriiniiiiiiiniiiceeceeeee e 53
30 Poster Kegiatan DNTM.......cccooiiiiniiiiiiinieeneeneceeeeeeie e 54
31 Konten Kegiatan DNTM........ccccooiiiiiiiinieiiieieeeeeee e 54

xiil



DAFTAR LAMPIRAN

Lampiran 1 Surat [zin Penelitian...........cccoccveriiiiiiiniiiiieiieeeee e 79
Lampiran 2 Surat Balasan [zin Penelitian............cccccoeeieniieiiienieiiienieeceieee 80
Lampiran 3 Informasi Terkait Penelitian ...........cccooceveieniieiiiiniieiienieecee e 81
Lampiran 4 Pedoman WawancCara.............cceeeveeviierieeiiienieeiiesieeieesieeeveeseneennens 83
Lampiran 5 Pedoman WawancCara...........cc.eecueeeiieeeciieesiieeeiee e eeveeevee e 86
Lampiran 6 Formulir Persetujuan Menjadi Partisipan (/nformed Consent Form) 88
Lampiran 7 Lembar BImbingan ............cccceeviiieiiieeiiieeieeee e 112

Xiv



DAFTAR PUSTAKA

Aaker, J. L. (1997). Dimensions of Brand Personality. JOURNAL OF MARKETING
RESEARCH.

Aaker, J. L., Benet-Martinez, V., & Garolera, J. (2001). Consumption symbols as
carriers of culture: A study of Japanese and Spanish brand personality
constucts. Journal of Personality and Social Psychology, 81(3), 492—-508.
https://doi.org/10.1037/0022-3514.81.3.492

Abbasi, G. A., Goh, Y. N., & Ariffin, S. K. (2019). STIMULATING ONLINE
BUYING BEHAVIOUR AMONG MILLENNIALS IN PAKISTAN: A
CONCEPTUAL MODEL AND RESEARCH PROPOSITIONS.

Abed, S. S., Dwivedi, Y. K., & Williams, M. D. (2015). SMEs’ adoption of e-
commerce using social media in a Saudi Arabian context: A systematic
literature review. International Journal of Business Information Systems,
19(2), 159. https://doi.org/10.1504/1JBI1S.2015.069429

Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., & Algharabat, R. (2017). Social media
in marketing: A review and analysis of the existing literature. 7Telematics and
Informatics, 34(7), 1177-1190. https://doi.org/10.1016/.tele.2017.05.008

Alzaydi, Z. M., & Elsharnouby, M. H. (2023). Using social media marketing to pro-
tourism behaviours: The mediating role of destination attractiveness and
attitude towards the positive impacts of tourism. Future Business Journal,
9(1), 42. https://doi.org/10.1186/s43093-023-00220-5

Arnaboldi, M., & Diaz Lema, M. L. (2021). The participatory turn in museums: The
online facet. Poetics, 89, 101536.
https://doi.org/10.1016/j.poetic.2021.101536

Ashley, C., & Tuten, T. (2015). Creative Strategies in Social Media Marketing: An
Exploratory Study of Branded Social Content and Consumer Engagement.
Psychology & Marketing, 32(1), 15-27. https://doi.org/10.1002/mar.20761

Bashar, A., Wasiq, M., Nyagadza, B., & Maziriri, E. T. (2024). Emerging trends in
social media marketing: A retrospective review using data mining and
bibliometric  analysis.  Future  Business  Journal, 10(1), 23.
https://doi.org/10.1186/s43093-024-00308-6

Bastiaansen, M., Lub, X. D., Mitas, O., Jung, T. H., Ascen¢do, M. P., Han, D.-L.,
Moilanen, T., Smit, B., & Strijbosch, W. (2019). Emotions as core building
blocks of an experience. International Journal of Contemporary Hospitality
Management, 31(2), 651-668. https://doi.org/10.1108/IJCHM-11-2017-
0761

Bekhet, A. K., & Zauszniewski, J. A. (2012). Methodological triangulation: An
approach to understanding data. Nurse Researcher, 20(2), 40-43.
https://doi.org/10.7748/nr2012.11.20.2.40.¢9442

Belenioti, Z.-C., Tsourvakas, G., & Vassiliadis, C. A. (2019). Do Social Media
Affect Museums’ Brand Equity? An Exploratory Qualitative Study. In A.
Kavoura, E. Kefallonitis, & A. Giovanis (Eds.), Strategic Innovative

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu

70



71

Marketing and Tourism (pp. 533—540). Springer International Publishing.
https://doi.org/10.1007/978-3-030-12453-3 61

Benitez, J., Ruiz, L., Castillo, A., & Llorens, J. (2020). How corporate social
responsibility activities influence employer reputation: The role of social
media  capability.  Decision  Support  Systems, 129, 113223.
https://doi.org/10.1016/5.dss.2019.113223

Berhanu, K., & Raj, S. (2024). The role of social media marketing in Ethiopian
tourism and hospitality organizations: Applying the unified theory of
acceptance and use of technology model. Cogent Social Sciences, 10(1),
2318866. https://doi.org/10.1080/23311886.2024.2318866

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

Braun, V., & Clarke, V. (2019). Reflecting on reflexive thematic analysis.
Qualitative Research in Sport, Exercise and Health, 11(4), 589-597.
https://doi.org/10.1080/2159676X.2019.1628806

Busetto, L., Wick, W., & Gumbinger, C. (2020). How to use and assess qualitative
research methods. Neurological Research and Practice, 2(1), 14.
https://doi.org/10.1186/s42466-020-00059-z

Calderon-Fajardo, V., Molinillo, S., Anaya-Sanchez, R., & Ekinci, Y. (2023). Brand
personality: Current insights and future research directions. Journal of
Business Research, 166, 114062.
https://doi.org/10.1016/j.jbusres.2023.114062

Carter, N., Bryant-Lukosius, D., DiCenso, A., Blythe, J., & Neville, A. J. (2014).
The Use of Triangulation in Qualitative Research. Oncology Nursing Forum,
41(5), 545-547. https://doi.org/10.1188/14.ONF.545-547

Chen, C.-F., & Phou, S. (2013). A closer look at destination: Image, personality,
relationship and loyalty. Tourism Management, 36, 269-278.
https://doi.org/10.1016/j.tourman.2012.11.015

Ch’ng, E., Cai, S., Leow, F.-T., & Zhang, T. E. (2019). Adoption and use of
emerging cultural technologies in China’s museums. Journal of Cultural
Heritage, 37, 170—-180. https://doi.org/10.1016/j.culher.2018.11.016

Cornellia, A. H., & Hermawan, H. (2020). Upaya Meningkatkan Angka Kunjungan
Museum Melalui Social Media Marketing — Studi Pendahuluan. Jurnal
Kepariwisataan Indonesia :  Jurnal Penelitian dan Pengembangan
Kepariwisataan Indonesia, 14(1), 1-8.
https://doi.org/10.47608/jki.v14112020.1-8

Creswell, J. W., & Creswell, J. D. (2018). Research Design: Qualitative,
Quantitative, and Mixed Methods Approaches.

Da Silva Wegner, R., Da Silva, D. J. C., Da Veiga, C. P., De Fatima Barros Estivalete,
V., Rossato, V. P., & Malheiros, M. B. (2024). Performance analysis of
social media platforms: Evidence of digital marketing. Journal of Marketing
Analytics, 12(3), 599—-610. https://doi.org/10.1057/s41270-023-00211-z

David, F. R., David, F. R., & David, M. E. (2020). Strategic management: Concepts
and cases, a competitive advantage approach (Seventeenth edition).
Pearson.

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



72

Davies, G., Rojas-Méndez, J. 1., Whelan, S., Mete, M., & Loo, T. (2018). Brand
personality: Theory and dimensionality. Journal of Product & Brand
Management, 27(2), 115-127. https://doi.org/10.1108/JPBM-06-2017-1499

Della Corte, V., Aria, M., & Del Gaudio, G. (2017). Smart, open, user innovation
and competitive advantage: A model for museums and heritage sites.
Museum Management and Curatorship, 32(1), 50-79.
https://doi.org/10.1080/09647775.2016.1247380

Deng, Q., Deng, Q., Hine, M., Ji, S., & Wang, Y. (2020). Investigating the Impacts
of Brand Social Media Posts’ Linguistic Styles on Consumer Engagement.

Dickinger, A., & Lalicic, L. (2016). An analysis of destination brand personality
and emotions: A comparison study. Information Technology & Tourism,
15(4), 317-340. https://doi.org/10.1007/s40558-015-0044-x

Duffett, R. G. (2017). Influence of social media marketing communications on
young consumers’ attitudes. Young Consumers, 18(1), 19-39.
https://doi.org/10.1108/YC-07-2016-00622

Dwivedi, Y. K., Kapoor, K. K., & Chen, H. (2015). Social media marketing and
advertising. The Marketing Review, 15(3), 289-309.
https://doi.org/10.1362/146934715X14441363377999

Emerald, S., & Paramita, S. (2024). Marketing Public Relations dalam
Mempopulerkan Seni Modern dan Kontemporer di Museum. Prologia, 8(1),
160—-169. https://doi.org/10.24912/pr.v8i1.27575

Fournier, S. (1998). Consumers and Their Brands: Developing Relationship Theory
in Consumer Research. Journal of Consumer Research, 24(4), 343-353.
https://doi.org/10.1086/209515

Freling, T. H., & Forbes, L. P. (2005). An empirical analysis of the brand personality
effect. Journal of Product & Brand Management, 14(7), 404—413.
https://doi.org/10.1108/10610420510633350

Fronzetti Colladon, A., Grippa, F., & Innarella, R. (2020). Studying the association
of online brand importance with museum visitors: An application of the
semantic brand score. Tourism Management Perspectives, 33, 100588.
https://doi.org/10.1016/j.tmp.2019.100588

Fusch, P., Fusch, G. E., & Ness, L. R. (2018). Denzin’s Paradigm Shift: Revisiting
Triangulation in Qualitative Research. Journal of Social Change, 10(1).
https://doi.org/10.5590/JOSC.2018.10.1.02

Geuens, M., Weijters, B., & De Wulf, K. (2009). A new measure of brand
personality. International Journal of Research in Marketing, 26(2), 97-107.
https://doi.org/10.1016/j.ijresmar.2008.12.002

Gomez Aguilar, A., Yagiie Guillén, M. J., & Villasefior Roman, N. (2016).
Destination Brand Personality: An Application to Spanish Tourism.
International  Journal of Tourism  Research, 18(3), 210-219.
https://doi.org/10.1002/jtr.1997

Gretzel, U., Sigala, M., Xiang, Z., & Koo, C. (2015). Smart tourism: Foundations
and developments. Electronic ~ Markets, 25(3), 179-188.
https://doi.org/10.1007/s12525-015-0196-8

Guion, L. A., Diehl, D. C., & McDonald, D. (2011). Conducting an In-depth
Interview. EDIS, 2011(8). https://doi.org/10.32473/edis-fy393-2011

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



73

Gupta, G. (2019). Inclusive Use of Digital Marketing in Tourism Industry. In S. C.
Satapathy, V. Bhateja, R. Somanah, X.-S. Yang, & R. Senkerik (Eds.),
Information Systems Design and Intelligent Applications (Vol. 862, pp. 411—
419). Springer Singapore. https://doi.org/10.1007/978-981-13-3329-3 38

Hennink, M., Hutter, 1., & Bailey, A. (2019). Qualitative research methods (2nd
ed.). SAGE Publications Ltd.

Herhausen, D., Miocevi¢, D., Morgan, R. E., & Kleijnen, M. H. P. (2020). The
digital marketing capabilities gap. Industrial Marketing Management, 90,
276-290. https://doi.org/10.1016/j.indmarman.2020.07.022

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer Brand
Engagement in Social Media: Conceptualization, Scale Development and
Validation. Journal of Interactive Marketing, 28(2), 149-165.
https://doi.org/10.1016/j.intmar.2013.12.002

Hultman, M., Skarmeas, D., Oghazi, P., & Beheshti, H. M. (2015). Achieving tourist
loyalty through destination personality, satisfaction, and identification.
Journal of Business Research, 68(11), 2227-2231.
https://doi.org/10.1016/j.jbusres.2015.06.002

Ibrahim, B., Aljarah, A., & Ababneh, B. (2020). Do Social Media Marketing
Activities Enhance Consumer Perception of Brands? A Meta-Analytic
Examination. Journal of Promotion Management, 26(4), 544-568.
https://doi.org/10.1080/10496491.2020.1719956

Javed, M., Tuckova, Z., & Jibril, A. B. (2020). The Role of Social Media on Tourists’
Behavior: An Empirical Analysis of Millennials from the Czech Republic.
Sustainability, 12(18), 7735. https://doi.org/10.3390/sul2187735

Juhaidi, A., Syaifuddin, Salamah, Ma’ruf, H., Yuseran, M., Shapiah, Janah, R.,
Mudhiah, Saputri, R. A., Muharramah, N., Fuady, M. N., Ramadan, W., &
Lisdariani, R. (2024). The effect of brand personality, brand-self congruity,
and brand love on E-WOM in Islamic higher education in Indonesia: A
mediating effect of brand trust. Social Sciences & Humanities Open, 10,
100955. https://doi.org/10.1016/j.ssah0.2024.100955

Kapoor, K. K., Tamilmani, K., Rana, N. P, Patil, P., Dwivedi, Y. K., & Nerur, S.
(2018). Advances in Social Media Research: Past, Present and Future.
Information Systems Frontiers, 20(3), 531-558.
https://do1.org/10.1007/s10796-017-9810-y

Keinédnen, H., & Kuivalainen, O. (2015). Antecedents of social media B2B use in
industrial marketing context: Customers’ view. Journal of Business &
Industrial Marketing, 30(6), 711-722. https://doi.org/10.1108/JBIM-04-
2013-0095

Khaidir, S. N. F., Malik, 1., & Akbar, M. R. (2022). Ethics of Government Public
Communication in Social Media for COVID-19 Management in Makassar
City. Journal of Government and Political Issues, 2(3), 156-166.
https://doi.org/10.53341/jgpi.v2i3.88

Khairani, F. F., Indriana, L. U., Tirabusky, V. D., Dalimunthe, M. A., & Sazali, H.
(2022). The Use of Tiktok in Increasing Brand Awareness (Case Study on
Mie Gacoan Followers in Medan). Jurnal ISO: Jurnal Ilmu Sosial, Politik
dan Humaniora, 2(2). https://doi.org/10.53697/1s0.v212.832

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



74

Kim, S., & Lehto, X. Y. (2013). Projected and Perceived Destination Brand
Personalities: The Case of South Korea. Journal of Travel Research, 52(1),
117-130. https://doi.org/10.1177/0047287512457259

Kiralova, A., & Pavlic¢eka, A. (2015). Development of Social Media Strategies in
Tourism Destination. Procedia - Social and Behavioral Sciences, 175, 358—
366. https://doi.org/10.1016/j.sbspro.2015.01.1211

Klipfel, J. A. L., Barclay, A. C., & Bockorny, K. M. (2014). Self-Congruity: A
Determinant of Brand Personality.

Koay, K. Y., Ong, D. L. T., Khoo, K. L., & Yeoh, H. J. (2020). Perceived social
media marketing activities and consumer-based brand equity: Testing a
moderated mediation model. Asia Pacific Journal of Marketing and
Logistics, 33(1), 53—72. https://doi.org/10.1108/APJIML-07-2019-0453

Kontogianni, A., & Alepis, E. (2020). Smart tourism: State of the art and literature
review for the last six  years. Array, 0, 100020.
https://doi.org/10.1016/j.array.2020.100020

Kotler, P., & Armstrong, G. (2019). Principles of marketing (18th ed.). Pearson
Education.

Kusumastuti, R. D., & Rouli, J. (2021). Smart City Implementation and Citizen
Engagement in Indonesia. [OP Conference Series: Earth and
Environmental Science, 940(1), 012076. https://doi.org/10.1088/1755-
1315/940/1/012076

Laradi, S., Berber, N., Rehman, H. M., Hossain, M. B., Hiew, L.-C., & Ill¢s, C. B.
(2023). Unlocking the power of social media marketing: Investigating the
role of posting, interaction, and monitoring capabilities in building brand
equity. Cogent  Business &  Management, 10(3), 2273601.
https://doi.org/10.1080/23311975.2023.2273601

Laskey, H. A., Day, E., & Crask, M. R. (1989). Typology of Main Message
Strategies for Television Commercials. Journal of Advertising, 18(1), 36—
41. https://doi.org/10.1080/00913367.1989.10673141

Lee, S., & Kim, D.-Y. (2018). Brand personality of Airbnb: Application of user
involvement and gender differences. Journal of Travel & Tourism
Marketing, 35(1), 32—-45. https://doi.org/10.1080/10548408.2017.1284030

Liao, C.-S., & Chuang, H.-K. (2020). Tourist preferences for package tour attributes
in tourism destination design and development. Journal of Vacation
Marketing, 26(2), 230-246. https://doi.org/10.1177/1356766719880250

Liasidou, S. (2018). Representation of cultural tourism on the Web: Critical
discourse analysis of tourism websites. International Journal of Culture,
Tourism and Hospitality Research, 12(3), 327-347.
https://doi.org/10.1108/IJCTHR-07-2017-0078

Liu, C.-H., Horng, J.-S., Chou, S.-F., Yu, T.-Y., Huang, Y.-C., & Lin, J.-Y. (2023).
Integrating big data and marketing concepts into tourism, hospitality
operations and strategy development. Quality & Quantity, 57(2), 1905—
1922. https://doi.org/10.1007/s11135-022-01426-5

Lu, S. E., Moyle, B., Reid, S., Yang, E., & Liu, B. (2023). Technology and museum
visitor experiences: A four stage model of evolution. Information

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



75

Technology & Tourism, 25(2), 151-174. https://doi.org/10.1007/s40558-
023-00252-1

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013).
Managing Customer Relationships in the Social Media Era: Introducing the
Social CRM House. Journal of Interactive Marketing, 27(4), 270-280.
https://doi.org/10.1016/j.intmar.2013.09.008

Marty, P. F., & Buchanan, V. (2022). Exploring the Contributions and Challenges
of Museum Technology Professionals during the COVID-19 Crisis. Curator:
The Museum Journal, 65(1), 117—133. https://doi.org/10.1111/cura.12455

Matloka, J., & Buhalis, D. (2010). Destination Marketing through User
Personalised Content (UPC).

Maziriri, E. T., Nyagadza, B., Mapuranga, M., & Maramura, T. C. (2022). Habitual
Facebook use as a prognosticator for life satisfaction and psychological
well-being: Social safeness as a moderator. Arab Gulf Journal of Scientific
Research, 40(2), 153—179. https://doi.org/10.1108/AGJSR-04-2022-0011

McCreary, A., Seekamp, E., Davenport, M., & Smith, J. W. (2020). Exploring
qualitative applications of social media data for place-based assessments in
destination planning. Current Issues in Tourism, 23(1), 82-98.
https://doi.org/10.1080/13683500.2019.1571023

McLeod, S. (2024). What Is Triangulation In Qualitative Research?
https://doi.org/10.13140/RG.2.2.12884.51845

Meenaghan, T. (1995). The role of advertising in brand image development. Journal
of Product & Brand Management, 4(4), 23-34.
https://doi.org/10.1108/10610429510097672

Murray, J. (2010). Qualitative Research Methods. In C. Morgan & D. Bhugra (Eds.),
Principles of Social Psychiatry (1st ed., pp. 77-87). Wiley.
https://doi.org/10.1002/9780470684214.ch7

Nguyen, H. T., & Chaudhuri, M. (2019). Making new products go viral and succeed.
International Journal of Research in Marketing, 36(1), 39-62.
https://doi.org/10.1016/j.1jresmar.2018.09.007

Novera, C. N., Ahmed, Z., Kushol, R., Wanke, P., & Azad, Md. A. K. (2022).
Internet of Things (IoT) in smart tourism: A literature review. Spanish
Journal of Marketing - ESIC, 26(3), 325-344. https://doi.org/10.1108/sjme-
03-2022-0035

Novita Matildis Stefania Ersam, I Made Rajeg, & Anak Agung Sagung Shanti Sari
Dewi. (2023). Language Disorder In The Main Character Of Tyson’s Run
Movie. International Journal of Education, Language, Literature, Arts,
Culture, and Social Humanities, 1(3), 13-30.
https://doi.org/10.59024/ijellacush.v1i3.291

Nurhadi, M., Suryani, T., & Fauzi, A. A. (2024). Cultivating domestic brand love
through social media marketing activities: Insights from young consumers
in an emerging market. Asia Pacific Management Review, 100349.
https://doi.org/10.1016/j.apmrv.2024.100349

Nuseir, M., & Refae, G. E. (2022). The effect of digital marketing capabilities on
business performance enhancement: Mediating the role of customer

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



76

relationship management (CRM). International Journal of Data and
Network Science, 6(2), 295-304. https://doi.org/10.5267/j.1jdns.2022.1.008

Nuseir, M. T., El Refae, G. A., Aljumah, A., Alshurideh, M., Urabi, S., & Kurdi, B.
A. (2023). Digital Marketing Strategies and the Impact on Customer
Experience: A Systematic Review. In M. Alshurideh, B. H. Al Kurdi, R.
Masa’deh, H. M. Alzoubi, & S. Salloum (Eds.), The Effect of Information
Technology on Business and Marketing Intelligence Systems (Vol. 1056, pp.
21-44). Springer International Publishing. https://doi.org/10.1007/978-3-
031-12382-5 2

Oji, O. N. E. (2017). The use of social media marketing strategies by SMMEs in
the hospitality sector in Cape Metropole, South Africa. Tourism and Leisure,
6.

Paetz, F., & Schultz, C. D. (2025). Smart product brands — The interrelation of smart
products and buyer personality traits. Journal of Retailing and Consumer
Services, 84, 104220. https://doi.org/10.1016/].jretconser.2024.104220

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

Parsons, A. L., & Lepkowska-White, E. (2018). Social Media Marketing
Management: A Conceptual Framework. Journal of Internet Commerce,
17(2), 81-95. https://doi.org/10.1080/15332861.2018.1433910

Peco-Torres, F., Polo-Pefia, A. 1., & Frias-Jamilena, D. M. (2021). Brand personality
in cultural tourism through social media. Tourism Review, 76(1), 164—183.
https://doi.org/10.1108/TR-02-2019-0050

Peng, J. (2022). Research on the Transformation of Amart Museums under the
Internet Thinking: A Case Study on the Palace Museum. Art and Society,
1(1). https://doi.org/10.56397/AS.2022.08.05

Pérez, A. (2023). Smart Museums. Definition and presentation of a smart
management model for museums. Tourism and Heritage Journal, 4, 126—
139. https://doi.org/10.1344/THJ.2022.4.8

Phan, T. N., Ho, T. V., & Le-Hoang, V. P. (2020). THE IMPACT OF CONTENT
MARKETING ON CUSTOMER ENGAGEMENT ON INSTAGRAM - A
CASE STUDY OF FASHION BRANDS.

Pletikosa Cvijikj, 1., & Michahelles, F. (2013). Online engagement factors on
Facebook brand pages. Social Network Analysis and Mining, 3(4), 843—-861.
https://doi.org/10.1007/s13278-013-0098-8

Ranfagni, S., Milanesi, M., & Guercini, S. (2023). An online research approach for
a dual perspective analysis of brand associations in art museums.
International Review on Public and Nonprofit Marketing, 20(1), 149-167.
https://doi.org/10.1007/s12208-022-00332-8

Rowley, J., & Keegan, B. J. (2020). An overview of systematic literature reviews in
social media marketing. Journal of Information Science, 46(6), 725-738.
https://doi.org/10.1177/0165551519866544

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



77

Roy, P., Khandeparkar, K., & Motiani, M. (2016). A lovable personality: The effect
of brand personality on brand love. Journal of Brand Management, 23(5),
97-113. https://doi.org/10.1057/s41262-016-0005-5

Rutledge, P. B., & Hogg, J. L. C. (2020). In-Depth Interviews. In J. Bulck (Ed.),
The International Encyclopedia of Media Psychology (1st ed., pp. 1-7).
Wiley. https://doi.org/10.1002/9781119011071.iemp0019

Shah, P. (2017). Why do firms delete brands? Insights from a qualitative study.
Journal of Marketing Management, 1-18.
https://doi.org/10.1080/0267257X.2017.1319405

Shaheen, H. (2025). Social media marketing research: A bibliometric analysis from
Scopus. Future Business Journal, 11(1),41. https://doi.org/10.1186/s43093-
025-00465-2

Sheena, & Naresh, G. (2012). Do Brand Personalities Make a Difference to
Consumers? Procedia - Social and Behavioral Sciences, 37, 31-37.
https://doi.org/10.1016/j.sbspro.2012.03.272

Smith, T., Johnson, E., & Davis, C. (2024). Social Media Marketing is an Effective
Strategy for Increasing Brand Awareness, Customer Loyalty, and Sales.

Solima, L., Della Peruta, M. R., & Maggioni, V. (2016). Managing adaptive
orientation systems for museum visitors from an IoT perspective. Business
Process Management Journal, 22(2), 285-304.
https://doi.org/10.1108/BPMJ-08-2015-0115

Tarsakoo, P., & Charoensukmongkol, P. (2019). Dimensions of social media
marketing capabilities and their contribution to business performance of
firms in Thailand. Journal of Asia Business Studies, 14(4), 441-461.
https://doi.org/10.1108/JABS-07-2018-0204

Taylor, S. J. (2016). Introduction to Qualitative Research Methods.

Todua, N. (2018). IMPACT OF SOCIAL MEDIA MARKETING ON CONSUMER
BEHAVIOR IN THE GEORGIAN TOURISM INDUSTRY.

Tuten, T. L., & Solomon, M. R. (2018). Social media marketing (3rd edition).
SAGE.

Vargas-Sanchez, A., & Saltos, A. E. (2019). Smartness and social networks as
shapers of the tourism industry: What is being done in Academia in this
intersection? Worldwide Hospitality and Tourism Themes, 11(6), 748—759.
https://doi.org/10.1108/WHATT-09-2019-0057

Voorveld, H. A. M., Van Noort, G., Muntinga, D. G., & Bronner, F. (2018).
Engagement with Social Media and Social Media Advertising: The
Differentiating Role of Platform Type. Journal of Advertising, 47(1), 38-54.
https://doi.org/10.1080/00913367.2017.1405754

Walsh, P., Clavio, G., Lovell, M. D., & Blaszka, M. (2013.). Differences in Event
Brand Personality Between Social Media Users and Non- Users.

Wang, B. (2021). Digital Design of Smart Museum Based on Artificial Intelligence.
Mobile Information Systems, 2021, 1-13.
https://doi.org/10.1155/2021/4894131

Wang, H., Song, C., & Li, H. (2024). Application of social media communication
for museum based on the deep mediatization and artificial intelligence.

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



78

Scientific Reports, 14(1), 28661. https://doi.org/10.1038/s41598-024-
80378-2

Wang, H., Zhang, M., & Zhong, M. (2019). Opportunities and Challenges for the
Construction of a Smart City Geo-Spatial Framework in a Small Urban Area
in Central China. Smart Cities, 2(2), 245-258.
https://doi.org/10.3390/smartcities2020016

Wang, J., Li, M., Li, C., Li, D., & Lin, G. (2022). Revisit the formation of
destination brand personality. Annals of Tourism Research, 95, 103408.
https://doi.org/10.1016/j.annals.2022.103408

Wang, Y., Zhang, G., Sun, F.,, Yang, Y., & Li, W. (2023). Digital Marketing of
Museum: How UCCA Achieves Audience Strategy on Red and Tiktok in
China. Lecture Notes in Education Psychology and Public Media, 4(1),
313-321. https://doi.org/10.54254/2753-7048/4/20220367

Wantini, E., & Yudiana, F. E. (2021). Social media marketing and brand personality
to brand loyalty with brand trust and brand equity as a mediator.

Wojciechowski, R., & Cellary, W. (2013). Evaluation of learners’ attitude toward
learning in ARIES augmented reality environments. Computers &
Education, 68, 570-585. https://doi.org/10.1016/j.compedu.2013.02.014

Wu, Y., Jiang, Q., Liang, H., & Ni, S. (2022). What Drives Users to Adopt a Digital
Museum? A Case of Virtual Exhibition Hall of National Costume Museum.
Sage Open, 12(1), 21582440221082105.
https://doi.org/10.1177/21582440221082105

Yang, J., Basile, K., & Letourneau, O. (2020). The impact of social media platform
selection on effectively communicating about corporate social responsibility.
Journal of  Marketing Communications, 26(1), 65-87.
https://doi.org/10.1080/13527266.2018.1500932

Yang, M. (2025). Social Presence in Live-Streaming: Explore the Role of Audience
Interaction in Traffic and Sales Conversions on TikTok. Lecture Notes in
Education  Psychology —and  Public  Media, 84(1), 165-173.
https://doi.org/10.54254/2753-7048/2025.20781

Yoon, Y., Deng, R., & Joo, J. (2022). The Effect of Marketing Activities on Web
Search Volume: An Empirical Analysis of Chinese Film Industry Data.
Applied Sciences, 12(4), 2143. https://doi.org/10.3390/app12042143

Zarouali, B. (2021). WhatsApp Marketing: A Study on WhatsApp Brand
Communication and the Role of Trust in Self-Disclosure.

Zhang, Y., & Li, Q. (2022). The Development Status and Trend of Urban Smart
Tourism Based on Internet of Things Technology. Scientific Programming,
2022, 1-11. https://doi.org/10.1155/2022/4378765

Zheng, Y.-H., Xu, T., Shi, G., & Jiang, L. (2023). I want to go there too! Tourism
destination envy in social media marketing. Heliyon, 9(12), €22889.
https://doi.org/10.1016/j.heliyon.2023.e22889

Kinanti Putri Emanika, 2025

MEMBENTUK KARAKTER MUSEUM DI ERA DIGITAL: ANALISIS STRATEGI SOCIAL MEDIA
MARKETING DALAM MEMPERKUAT PERSONALITY BRAND MUSEUM GEOLOGI SEBAGAI SMART
MUSEUM

Universitas Pendidikan Indonesia |repository.upi.edu | perpustakaan.upi.edu



