
References  

Aaker, D. A. (1991). Managing brand equity. New York: Free Press. 

Aaker, D. A. (1996). Building strong brands. New York: Free Press 

Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The social influence of brand community: Evidence 
from European car clubs. Journal of Marketing, 69(3), 19–34. https://doi.org/10.1509/jmkg.69.3.19.66363 

Anderson, B. (1983). Imagined communities: Reflections on the origin and spread of nationalism. London: 
Verso. 

Berry, L. L. (2000). Cultivating service brand equity. Journal of the Academy of Marketing Science, 28(1), 128-

137.

Bhattacharya, C.B., & Sen, S. (2003). Consumer-company identification: A framework for understanding 
consumers’ relationships with companies. Journal of Marketing, 67(2), 76-88. 

Bianchi, C., & Pike, S.D. (2009). Australia’s brand equity as a tourism destination for Latin American 
consumers. Australia and New Zealand Marketing Academy Conference 2009, 1–8. Retrieved from 
https://eprints.qut.edu.au/30247/  

Boo, S., Busser, J., & Baloglu, S. (2009). A model of customer-based brand equity and its application to multiple 
destinations. Tourism Management, 30(2), 219–231. https://doi.org/10.1016/j.tourman.2008.06.003 

Brodie, R. J., Whittome, J. R. M., & Brush, G. J. (2009). Investigating the service brand: A customer value 
perspective. Journal of Business Research, 62(3), 345-355. 

Chow, W. S., & Chen, Y. (2012). Corporate sustainable development: Testing a new scale based on the 
mainland Chinese context. Journal of Business Ethics, 105(4), 519–533. https://doi.org/10.1007/s10551-
011-0983-x 

Costello, A. B., & Osborne, J. W. (1994). Denpasar declaration on population and development. Integration 
(Tokyo, Japan), 10(40), 27–29. https://doi.org/10.1.1.110.9154 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand communities: 
A social media perspective. Journal of Product and Brand Management, 24(1), 28–42. 
https://doi.org/10.1108/JPBM-06-2014-0635 

Dichter, E. (1985). What’s in an image. Journal of Consumer Marketing, 2(1), 75-81. 
http://dx.doi.org/10.1108/eb038824 

Dosen, D.O., Vranesevic, T. & Prebezac, D. (1998). The importance of branding in the development of 
marketing strategy of Croatia as tourist destination. Acta Turistica, 10(2), 93-182. 

Dwivedi, M. (2009). Online destination image of India: A consumer based perspective. International Journal of 
Contemporary Hospitality Management, 21(2), 226–232. https://doi.org/10.1108/09596110910935714 

Dwivedi, M., Yadav, A., & Patel, V.R. (2009). The online destination image of Goa. Worldwide Hospitality and 
Tourism Themes, 1(1), 25–39. https://doi.org/10.1108/17554210910949869 

Echtner, C. M., & Ritchie, J. R. B. (1993). The measurement of destination image: An empirical assessment. 
Journal of Travel Research, 31(4), 3-13. 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and 
measurement error. Journal of Marketing Research, 18(1), 39-50. 

Furr, R. (2011). Scale construction and psychometrics for social and personality psychology. California: Sage 
Publications. 



Fyall, A., & Leask, A. (2007). Destination marketing: Future issues-strategic challenges. Tourism and 
Hospitality Research, 7(1), 50–63. https://doi.org/10.1057/palgrave.thr.6050029 

Gie Yong, A., & Pearce, S. (2013). A beginner’s guide to factor analysis: Focusing on exploratory factor 

analysis. Tutorials in Quantitative Methods for Psychology, 9(2), 79–94.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis: A global perspective 
(7th ed.)., United States: Pearson. 

Hankinson, G. (2004). Relational network brands: Towards a conceptual model of place brands. Journal of 
Vacation Marketing, 10(2), 109-121. 

Hankinson, G. (2005). Destination brand images: A business tourism perspective. Journal of Services 
Marketing, 19(1), 24–32. https://doi.org/10.1108/08876040510579361 

Hankinson, G. (2007). The management of destination brands: Five guiding principles based on recent 
developments in corporate branding theory. Journal of Brand Management, 14(3), 240-54. 

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 

Huang, C.C., Wang, Y.M., Wu, T.W., & Wang, P.A. (2013). An empirical analysis of the antecedents and 
performance consequences of using the moodle platform. International Journal of Information and 
Education Technology, 3(2), 217–221. https://doi.org/10.7763/IJIET.2013.V3.267 

Jo ˘ Sko Brakus, J., Schmitt, B.H., Zarantonello, L., Calkins, R.D., & Zarantonello, L. (2009). Brand experience: 
What is it? how is it measured? does it affect loyalty? Journal of Marketing, 73, 52–68. 
https://doi.org/10.1509/jmkg.73.3.52 

Keller, K.L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. Journal of 
Marketing, 57(1), 1-22. 

Keller, K. L. (2003). Understanding brands, branding and brand equity. Journal of Direct, Data and Digital 
Marketing Practice, 5(1), 7-20. 

Konecnik, M., & Gartner, W. C. (2007). Customer-based brand equity for a destination. Annals of Tourism 
Research, 34(2), 400–421. https://doi.org/10.1016/j.annals.2006.10.005 

Matsunaga, M. (2010). How to factor-analyze your data right : Do’s, don’ts , and how to’s. International Journal 
of Psychological Research, 3(1), 97–110. https://doi.org/10.4090/juee.2008.v2n2.033040 

Merz, M. A., He, Y., & Vargo, S. L. (2009). The evolving brand logic: A service-dominant logic perspective. 
Journal of the Academy of Marketing Science, 37(3), 328–344. https://doi.org/10.1007/s11747-009-0143-
3 

Milman, A., & Pizam, A. (1995). The role of awareness and familiarity with a destination: The Central Florida 
case. Journal of Travel Research, 33(3), 21-27. 

Morgan, N., & Pritchard, A. (1998). Tourism promotion and power: Creating images, creating identities. 
Chichester: Wiley. 

Morgan, N., & Pritchard, A. (2002). Contextualizing destination branding. InN. Morgan, A. Pritchard & A. Pride 
(Eds.), Destination branding: Creating the unique destination proposition (pp. 11–43). Oxford, UK: 

Butterworth-Heinemann.

Muniz Jr, A.M., & O’Guinn, T. C. (2001). Brand community. Journal of Consumer Research, 27(4), 412-432. 

Oppermann, M. (2000). Tourism destination loyalty. Journal of Travel Research, 39(1), 78-84. 



Park, C. W., Bernard, J., & Deborah, M. (1986). Strategic brand concept-Image management. Journal of 
Marketing, 50, 135-145. 

Pike, S. (2005), Tourism destination branding complexity. Journal of Product & Brand Management, 14(4), 
258-259. 

Pike, S. D. (2005). Destination brand performance measures : A consumer based brand equity approach. 
International Conference on Destination Brandingand Marketing for Regional Tourism Development, 
Institute for Tourism Studies, Macau, China. 

Pike, S., Bianchi, C., Kerr, G., & Patti, C. (2010). Consumer-based brand equity for Australia as a long-haul 
tourism destination in an emerging market. International Marketing Review, 27(4), 434–449. 

Pritchard, A., & Morgan, N. (1998). Mood marketing – the new destination branding strategy: A case study of 
‘Wales’ the brand. Journal of Vacation Marketing, 4(3), 215-229. 

Quazi, A., Amran, A., & Nejati, M. (2016). Conceptualizing and measuring consumer social responsibility: A 
neglected aspect of consumer research. International Journal of Consumer Studies, 40(1), 48–56. 
https://doi.org/10.1111/ijcs.12211 

Sääksjärvi, M., & Morel, K.P.N. (2010). The development of a scale to measure consumer doubt toward new 
products. European Journal of Innovation Management, 13(3), 272–293. 
https://doi.org/10.1108/14601061011060120 

Saraniemi, S. (2010). Destination brand identity development and value system. Tourism Review, 65(2), 52–
60. https://doi.org/10.1108/16605371011061624 

Saraniemi, S. (2011). From destination image building to identity-based branding. International Journal of 
Culture, Tourism and Hospitality Research, 5(3), 247–254. https://doi.org/10.1108/17506181111156943 

Schmitt, B., & Zarantonello, L. (2013). Consumer experience and experiential marketing: A critical review. 
Review of Marketing Research, 10, 25-61.  

Sekaran, U. (2000). Research methods for business: A skill-building approach. New York: John Wiley & Sons. 

Sekaran, U., & Bougie, R. (2010). Research methods for business: A skill-building approach (5th ed.). 
Haddington: John Wiley & Sons. 
Woodside, A. G., & Dubelaar, C. (2002). A general theory of tourism consumption systems: A conceptual 

framework and an empirical exploration. Journal of Travel Research, 41(2), 120-132. 


