Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

DAFTAR PUSTAKA

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

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

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

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211.

Al-Debei, M. M., Al-Lozi, E., & Papazafeiropoulou, A. (2013). Why people keep
coming back to Facebook: Explaining and predicting continuance
participation from an extended theory of planned behaviour perspective.
Decision Support Systems, 55(1), 43-54.
doi:https://doi.org/10.1016/j.dss.2012.12.032

Andaresta, L. (2023, Januari 11). Synchronize Fest 2023 Bakal Makin Seru
dengan Tema dan Lineup Baru. Diambil kembali dari Hypeabis.id:
https://hypeabis.id/read/20810/synchronize-fest-2023-bakal-makin-seru-
dengan-tema-dan-lineup-baru

Arica, R., Cobanoglu, C. C., Corbaci, A., Hsu, M.-J., & Della Corte, V. (2022).
Travel experience sharing on social media: Effects of the importance
attached to content sharing and what factors inhibit and facilitate it.
International Journal of Contemporary Hospitality Management, 34(4),
1566-1586. doi:https://doi.org/10.1108/IJCHM-01-2021-0046

Bai, L., & Yan, X. (2020). Impact of firm-generated content on firm performance
and consumer engagement: Evidence from social media in China. Journal
of Electronic Commerce Research, 21(1), 56-74.

Bandura, A. (1986). Social Foundations of Thought and Action: A Social
Cognitive Theory. Englewood Cliffs, New Jersey: Prentice-Hall.

Battle, L., & Diab, D. L. (2022). Is Envy Always Bad? An Examination of Benign
and Malicious Envy in the Workplace. Psychological Reports, 0(0).
https://doi-org.ezproxy.ugm.ac.id/10.1177/00332941221138476

Belk, R. (2011). Benign Envy. Academy of Marketing Science Review, 1(3-4),
117-134.



UNIVERSITAS
GADJAH MADA

Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Belk, R. W, Ger, G., & Askegaard, S. (2003). The fire of desire: A multisited
inquiry into consumer passion. Journal of Consumer Research, 30(3), 326-
351. doi:https://doi.org/10.1086/378613

Boven, L. V., Campbell, M., & Gilovich, T. (2010). Stigmatizing materialism: on
stereotypes and impressions of materialistic and experiential pursuits.
Personality and Social Psychology Bulletin, 36(4), 551-563.
doi:https://doi.org/10.1177/0146167210362790.

Cahigas, M. M., Prasetyo, Y. T., & Persada, S. F. (2023). Examining Filipinos’
intention to revisit Siargao after Super Typhoon Rai 2021 (Odette): An

extension of the theory of planned. International Journal of Disaster Risk
Reduction, 84, 103455. doi:https://doi.org/10.1016/j.1jdrr.2022.103455

Carroll, B., & Ahuvia, A. (2006). Some antecedents and outcomes of brand love.
Marketing Letters, 17(2), 79-89.

Chen, Y., & Xie, J. (2008). Online consumer review: Word-of-mouth as a new
element of marketing communication mix. Management Science, 54(3),

477-491. doi:https://doi. org/10.1287/mnsc.1070.0810

Chen, Y., Liu, Y., Wu, L., & Li, X. (2023). How does mobile social media sharing
benefit travel experiences? Journal of Travel Research, 62(4), 841-858.

Chin, W., & Marcoulides, G. (1998). The Partial Least Squares Approach to
Structural Equation Modeling. Modern Methods for Business Research, 8.

CNN Indonesia. (2023, September 21). 97 Ribu Tiket Pestapora Diklaim Ludes
Terjual. Diambil kembali dari CNN Indonesia:
https://www.cnnindonesia.com/hiburan/20230920210632-227-
1001673/97-ribu-tiket-pestapora-2023-diklaim-ludes-terjual

Colmekcioglu, N., Dedeoglu, B. B., & Okumus, F. (2023). Resolving the
complexity in Gen Z’s envy occurrence: A cross-cultural perspective.
Psychology & Marketing, 40(1), 48-72. Diambil kembali dari
https://onlinelibrary.wiley.com/doi/10.1002/mar.21745

Creative Industry Task Force. (1998). Creative Industries: Mapping Document.
Creative Industries, Department for Culture, Media and Sport.

Crusius, J., & Lange, J. (2014). What catches the envious eye? Attentional biases
within malicious and benign envy. Journal of Experimental Social
Psychology, 55, 1-11. doi:https://doi.org/10.1016/j.jesp.2014.05.007

Danar. (2019, Juli 8). Tiga Hari, Prambanan Jazz Sedot 57 Ribu Penonton.
Diambil kembali dari krjogja.com:
https://www.krjogja.com/sleman/1242546388/tiga-hari-prambanan-jazz-
sedot-57-ribu-penonton

Davari, D. V. (2022). Hotel experiences during the COVID-19 pandemic: High-
touch versus high-tech. International Journal of Contemporary Hospitality



UNIVERSITAS
GADJAH MADA

Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Management, 34(4), 1312-1330. doi:https://doi.org/10.1108/IJCHM-07-
2021-0919

Dedeoglu, B. B., Taheri, B., Okumus, F., & Gannon, M. (2020). Understanding
the importance that consumers attach to social media sharing (ISMS):

Scale development and validation. Tourism Management, 76, 103954.
doi:https://doi.org/10.1016/j. Tourman.2019.103954

Del Chiappa, G. (2011). Trustworthiness of Travel 2.0 applications and their
influence on tourist behaviour: an empirical investigation in Italy.

Information and Communication Technologies in Tourism.
doi:https://doi.org/10.1007/978-3-7091-0503-0 27

Dufty, M., Scott, K., Shaw, J., Tepper, B., & Aquino, K. (2012). A social context
model of envy and social undermining. Academy of Management Journal,
55(3), 643-666. doi:https://doi.org/10.5465/amj.2009.0804

F. Hair Jr, J., Sarstedt, M., Hopkins, L., & G. Kuppelwieser, V. (2014). Partial
least squares structural equation modeling (PLS-SEM): An emerging tool
in business research. European Business Review, 26(2), 106-121.
doi:https://doi.org/10.1108/EBR-10-2013-0128

Feng, W, Yang, M. X., Yu, [. Y., & Tu, R. (2021). When positive reviews on
social networking sites backfire: The role of social comparison and
malicious envy. Journal of Hospitality Marketing & Management, 30(1),
120-138.

Ferreira, K., & Botelho, D. (2021). (Un)deservingness distinctions impact envy
subtypes: Implications for brand attitude and choice. Journal of Business
Research, 125, 89-102. doi:https://doi.org/10.1016/j.jbusres.2020.12.008

Fest, S. (2024). Laman Instagram. Diambil kembali dari Synchronize Fest:
https://www.instagram.com/synchronizefest/

FEST, W. T. (2024). Laman Instagram. Diambil kembali dari WE THE FEST:
https://www.instagram.com/we.the.fest/

FEST, W. T. (2024). Laman Web Resmi. Diambil kembali dart WE THE FEST:
https://www.wethefest.com/

Festival, J. J. (2024). Laman Instagram. Diambil kembali dari Java Jazz Festival:
https://www.instagram.com/javajazzfest/

Festival, P. J. (2024). Laman Instagram. Diambil kembali dari Prambanan Jazz
Festival: https://www.instagram.com/prambananjazz/

Fishbein, M., & Ajzen. (1975). Belief, Attitude, Intention, and Behavior: An
Introduction to Theory and Research. Reading, MA: Addison-Wesley.

Fornell, C., & Larcker, D. (1981). Evaluating Structural Equation Models with
Unobserved Variables and Measurement Error. Journal of Marketing
Research, 18(1), 39-50.



Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
UNIVERSITAS NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Fredrickson B. L. (2001). The role of positive emotions in positive psychology.
The broaden-and-build theory of positive emotions. The American
psychologist, 56(3), 218-226. https://doi.org/10.1037//0003-066x.56.3.218

Getz, D. (1997). Event management & event tourism. New York: Cognizant.

Gibbons, F., Lane, D., Gerrard, M., Reis-Bergan, M., Lautrup, C., Pexa, N., &
Blanton, H. (2002). Comparison-level preferences after performance: is
downward. Journal of Personality and Social Psychology, 83(4), 865-880.
doi:https://doi.org/10.1037/0022-3514.83.4.865

Gibson, C., & Connell, J. (2010). Bongo fury’: Tourism, music and cultural
economy at Byron Bay, Australia. Tijdschrift voor Economische en Sociale
Geografie, 94(2), 164-187.

Guan, X., Nie, Z., Khoo, C., Zhou, W., & L1i, Y. (2023). Social networks and travel
intention: the impact of travel content to consumption, social comparison
and envy. Tourism Review. doi:10.1108/TR-04-2023-0272

Hair, J., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data Analysis
(7 ed.). New York: Pearson.

Hair, J., Risher, J., Sarstedt, M., & Ringle, C. (2019). When to use and how to
report the results of PLS-SEM. European Business Review. doi:DOI
10.1108/EBR-11-2018-0203

Hajli, N., Wang, Y., & Tajvidi, M. (2018). Travel envy on social networking sites.
Annals of Toursim Research, 73, 184-189.
doi:https://doi.org/10.1016/j.annals.2018.05.006

Han, H., & Hyun, S. S. (2017). Impact of hotel-restaurant image and quality of
physical-environment, service, and food on satisfaction and intention.
International Journal of Hospitality Management, 63, 82-92.
doi:https://doi.org/10.1016/5.1ijhm.2017.03.006

Handriyani, 1. G. (2023, Juli 31). Siaran Pers: Menparekraf: Ekonomi Kreatif
Perkuat Capaian Target Indonesia Emas 2045. Diambil kembali dari
Kemenparekraf RI: Siaran Pers: Menparekraf: Ekonomi Kreatif Perkuat
Capaian Target Indonesia Emas 2045

Hareli, S., & Weiner, B. (2002). Dislike and envy as antecedents of pleasure at
another’s misfortune. Motivation and Emotion, 26(4), 257-277.
doi:https://doi.org/10.1023/A:1022818803399

Hendriyani, 1. G. (2023, Juli 21). Siaran Pers: Menparekraf: We The Fest Wujud
Bangkitnya Event Musik Tanah Air Pascapandemi. Diambil kembali dari
Kemenparekraf RI: https://www.kemenparekraf.go.id/berita/siaran-pers-
menparekraf-we-the-fest-wujud-bangkitnya-event-musik-tanah-air-
pascapandemi



UNIVERSITAS
GADJAH MADA

Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Hidalgo Alcazar, M. d., Sicilia Pifiero, M., & Ruiz de Maya, S. (2024). The effect
of user-generated content on tourist behavior: the mediating role of
destination image. Tourism & Management Studies, 10, 158-164. Diambil
kembali dari https://www.tmstudies.net/index.php/ectms/article/view/616

Hong, V. L., & Hsu, L. (2024). The effects of perceived cultural distance and
perceived discrimination on the destination image and behaviour intention
of international student tourists in Taiwan. Journal of Hospitality and
Tourism Management, 58, 16-27.
doi:https://doi.org/10.1016/j.jhtm.2023.11.010

Hsu, C., & Huang, S. (2012). An extension of the theory of planned behavior
model for tourists. Journal of Hospitality Tourism Management, 36(3),
390-417. doi:https://doi.org/10.1177/1096348010390817

Hutabarat, P. M. (2022). MUSIC TOURISM POTENTIALS IN
INDONESIA:MUSIC FESTIVALS AND THEIR ROLES IN CITY
BRANDING. Journal of Indonesian Tourism and Policy Studies, 7(1), 5.
doi:10.7454/jitps.v7i11.1085

Jalilvand, M., Samiei, N., Dini, B., & Manzari, P. (2012). Examining the structural
relationships of electronic word of mouth, destination image, tourist
attitude toward. Journal of Destination Marketing Management, 1(1-2),
134-143. doi:https://doi.org/10.1016/j.jdmm.2012.10.001

Joyosugito, C. R., & Sobari, N. (2020). Analyzing the influence of firm-generated
content on consumer purchase intention. In R. Hurriyati, B. Tjahjono, A.
G. Abdullah, Sulastri, & Lisnawati, Advances in Business, Management
and Entrepreneurship. CRC Press. doi:DOI: 10.1201/9781003131465-88

Joyosugito, C., & Sobari, N. (2020). Analyzing the influence of firm-generated
content on consumer purchase intention. Advances in Business,
Management and Entrepreneurship. doi:10.1201/9781003131465-88

Kaosiri, Y. N., Fiol, L. J., Tena, M. A., Artola, R. M., & Garcia, J. S. (2017). User-
Generated Content Sources in Social Media: A New Approach to Explore
Tourist Satisfaction. Journal of Travel Research, 1-13.

Kemenparekraf RI. (2014). Ekonomi Kreatif: Kekuatan Baru Indonesia Menuju
2025. Jakarta.

Kemenparekraf RI. (2020). Statistik Ekonomi Kreatif 2020. Tim Penyusun Pusat
Data dan Sistem Informasi. Jakarta: Kemenparekraf RI.

Kemenparekraf RI. (2023). Outlook Pariwisata dan Ekonomi Kreatif Indonesia
2023/2024. Deputi Bidang Kebijakan Strategis. Jakarta: Kemenparekraf
RI.

Kemenparekraf RI. (2024). Subsektor Ekonomi Kreatif. Dipetik Januari 29, 2024,
dari https://kemenparekraf.go.id/layanan/Subsektor-Ekonomi-Kreatif



Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
UNIVERSITAS NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Kemenparekraf RI. (2024). Subsektor Ekonomi Kreatif. Diambil kembali dari
Kemenparekraf RI: https://kemenparekraf.go.id/layanan/Subsektor-
Ekonomi-Kreatif

Kirtis,, A. K., & Karahan, F. (2011). To be or not to be in social media arena as
the most cost-efficient marketing strategy after the global recession.
Procedia-Social and Behavioral Sciences, 24, 260-268.
doi:https://doi.org/10.1016/j.sbspro.2011.09.083

Krasnova, H., Widjaja, T., Buxmann, P., Wenninger, H., & Benbasat, 1. (2015).
Research note—why following friends can hurt you: An exploratory
investigation of the effects of envy on social networking sites among
college-age users. Information Systems Research, 26(3), 585-605.
doi:https://doi.org/10.1287/isre.2015.0588

Kumar, A., Bezawada, R., Rishika, R., Janakiraman, R., & Kannan, P. (2016).
From social to sale: the effects of firm-generated content in social media
on customer. Journal of Marketing, 80(1), 7-25. doi:
https://doi.org/10.1509/jm.14.0249

Leung, D., Law, R., Van Hoof, H., & Buhalis, D. (2013). Social media in tourism
and hospitality: A literature review. Journal of Travel & Tourism
Marketing, 30(1-2), 3-22.
doi:https://doi.org/10.1080/10548408.2013.750919

Leung, X. Y. (2013). How Motivation, Opportunity, and Ability Impact Travelers'
Social Media Involvement and Revisit Intention.

Leung, X. Y., & Bai, B. (2013). How Motivation, Opportunity, and Ability Impact
Travelers' Social Media Involvement and Revisit Intention. Journal of
Travel & Tourism Marketing, 30:1-2, 58-77. Diambil kembali dari
http://dx.doi.org/10.1080/10548408.2013.751211

Liaukonyte, J., Teixeira, T., & Wilbur, K. C. (2015). Television advertising and
online shopping. Marketing Science, 34(3), 311-330.
doi:https://doi.org/10.1287/ mksc.2014.0899

Lim, W. (2015). The influence of internet advertising and electronic word of
mouth on consumer perceptions and intention: some evidence from online
group buying. Journal of Computer Information System, 55(4), 81-89.
doi:https://doi.org/10.1080/08874417.2015.11645790

Lin, R. (2018). Silver lining of envy on social media? The relationships between
post content, envy type, and purchase intentions. /nternet Research, 28(4),
1142-1164. doi:https://doi.org/10.1108/IntR-05-2017-0203

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



Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH MADA

Liu, L., Wu, L., & Li, X. (2018). Social media envy: how experience sharing on
social networking sites drives millennials’ aspirational tourism
consumption. Journal of Travel Research, 58(3), 355-369.
doi:https://doi.org/10.1177/0047287518761615

Loureiro, S. M., Plaza, M. A., & Taghian, M. (2020). The effect of benign and
malicious envies on desire to buy luxury fashion items. Journal of
Retailing and Consumer Services, 52, 1-14.

doi:https://doi.org/10.1016/j.jretconser.2018.10.005

Lund, N., Cohen, S., & Scarles, C. (2018). The power of social media storytelling
in destination branding. Journal of Destination Marketing Management, 8,
271-280. doi:https://doi.org/10.1016/j.jdmm.2017.05.003

Machado, D., Santos, P., & Medeiros, M. (2021). Effects of Social Comparison,
Travel Envy and Self-presentation on the Intention to Visit Tourist

Destinations. Brazilian Business Review, 18,297-316.
doi:https://doi.org/10.15728/BBR.2021.18.3.4

McCarthy, L., Stock, D., & Verma, R. (2010). How travelers use online and social

media channels to make hotel-choice decisions. Cornell Hospitality
Report, 10(18), 13-18. doi:https://doi.org/10.1080/10548408.2014.933154

MD, F. J. (2020). Learned Mindfulness. Academic Press.

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

Moore, G., & Benbasat, 1. (1991). Development of an instrument to measure the
perceptions of adopting an information technology innovation.
Information System Research, 2(3), 192-222.
doi:https://doi.org/10.1287/isre.2.3.192

Nezakati, H., Amidi, A., Jusoh, Y. Y., Moghadas, S., Azize, Y. A., &
Sohrabinezhadtalemi, R. (2014). Review of Social Media Potential on
Knowledge Sharing and Collaboration in Tourism Industry. Global
Conference on Business & Social Science-2014. doi:doi:
10.1016/j.sbspro.2015.01.344

Nisar, T. M., Prabhakar, G., [lavarasan, P. V., & Baabdullah, A. M. (2020). Up the
ante: Electronic word of mouth and its effects on firm reputation and

performance. Journal of Retailing and Consumer Services, 53, Article
101726. doi:https://doi.org/10.1016/j. jretconser.2018.12.010

Niu, P, Li, Z., & Masduki, A. (2023). Influencing Factors of Audience's
Willingness to Consume of Outdoor Music Festival Based on Grounded
Theory. Jurnal ASPIKOM, 8(1), 123-136.
doi:http://dx.doi.org/10.24329/aspikom.v8il.1239



Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

UNIVERSITAS ) . . . . . . .
GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Nunes, J., Ordanini, A., & Giambastiani, G. (2021). The concept of authenticity:
what it means to consumers. Journal of Marketing, 85(4), 1-20.
doi:https://doi.org/10.1177/0022242921997081

Ong, A., Prasetyo, Y., Lagura, F., Ramos, R., Sigua, K., Villas, J., . . . Redi, A.
(2021). Factors affecting intention to prepare for mitigation of “The big
one” earthquake in the Philippines: integrating protection motivation
theory and extended theory of planned behavior. International Journal of
Disaster Risk Reduction, 63, 102467.
doi:https://doi.org/10.1016/].1jdrr.2021.102467.

Pan, J. Y., & Wang, J. L. (2019). Music festival goes to the mass. Diambil kembali
dari http://paper.people.com.cn/rmrbhwb/html/2019-
07/10/content _1935139.Htm

Parrott, W. G., & Smith, R. H. (1993). Distinguishing the experiences of envy and
jealousy. Journal of Personality and Social Psychology, 64(6), 906-920.

Pestapora. (2024). Laman Instagram. Diambil kembali dari Pestapora:
https://www.instagram.com/pestapora/

Quart, A. (2004). Branded: The Buying And Selling Of Teenagers.

Ratnasari, R. T., Gunawan, S., Mawardi, 1., & Kirana, K. C. (2020). Emotional
experience on behavioral intention for halal tourism. Journal of Islamic
Marketing, 12(4), 864-881. doi:https://doi.org/10.1108/JIMA-12-2019-
0256

Roy, S., Dryl, W., & Gil, L. (2021). Celebrity endorsements in destination
marketing: a three country investigation. Tourism Management, 83,
104213. doi:https://doi.org/10.1016/j.tourman.2020.104213

Scandura, T. A. (2015). Essentials of Organizational Behavior: An Evidence-
Based Approach. Sage Publications.

Schuckert, M., Liu, X., & Law, R. (2015). Hospitality and tourism online reviews:
Recent trends and future directions. Journal of Travel & Tourism
Marketing, 32(5), 608-621.
doi:https://doi.org/10.1080/10548408.2014.933154

Sekaran, U., & Bougie, R. (2016). Research Methods for Business (7 ed.). Wiley
Series, UK: John Wiley and Sons, Ltd.

Sekaran, U., & R., B. (2013). Research Methods for Business: A Skill-Building
Approach (7 ed.). West Sussex, UK: John Wiley and Sons, Ltd.

Shin, H. H., Shin, S., & Gim, J. (2023). Looking back three decades of hospitality
and tourism technology research: A bibliometric approach. International
Journal of Contemporary Hospitality, 35(2), 563-588.
doi:https://doi.org/10.1108/IJCHM-03-2022-0376



Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
UNIVERSITAS NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

GADJAH MADA Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Smith, R. H., & Kim, S. H. (2007). Comprehending envy. Psychological Bulletin,
133(1), 46-64. doi:https://psycnet.apa.org/doi/10.1037/0033-2909.133.1.46

Smith, R., Parrott, W., Diener, E., Hoyle, R., & Kim, S. (1999). Dispositional
envy. Personality and Social Psychology Bulletin, 25(8), 1007-1020.
doi:https://doi.org/10.1177/01461672992511008

Social, W. A., DataReportal, & Meltwater. (2024, February). Number of social
media user accounts in the Asia-Pacific region as of January 2024, by
country or territory. Diambil kembali dari Statista: https://www-statista-
com.ezproxy.ugm.ac.id/statistics/295606/social-media-mau-asia-pacific-
countries/

Soliman, M. (2019). Extending the theory of planned behavior to predict tourism
destination revisit intention. International Journal of Hospitality &
Tourism Administration, 22(5), 524-549.
doi:https://doi.org/10.1080/15256480.2019.1692755

Statista Market Insight. (2024, April). Live music ticket sales. Diambil kembali
dari Statista: https://www-statista-
com.ezproxy.ugm.ac.id/outlook/amo/media/music-radio-
podcasts/traditional-music/live-music-ticket-sales/indonesia

Tai, K. N., & McAllister, D. J. (2012). Envy as pain: Rethinking the nature of
envy and its implications for employees and organizations. Academy of
Management Review, 37(1), 107-129.
doi:https://doi.org/10.5465/amr.2009.0484

Ting, H., Mering, M. W., Adruce, S. A., & Memon, M. A. (2017). Intention to
Attend the Rainforest World Music Festival: Local Visitor Perspectives.
Tourism, Culture & Communication, 17, 119-129.
doi:https://doi.org/10.3727/109830417X14966810027562

Tuten, T., Solomon, M., & Ladik, D. (2015). The Teaching of Social Media
Marketing. Marketing Dynamism & Sustainability: Things Change, Things
Stay the Same... (p. 475). Springer. doi:https://doi.org/10.1007/978-3-319-
10912-1 155

Ukpabi, C., & Karjaluoto, H. (2018). What drives travelers' adoption of user-
generated content? A literature review. Tourism Management Perspectives,
28, 251-273. doi:https://doi.org/10.1016/j.tmp.2018.03.006

UNESCO. (2023, Mei 4). Promoting the Diversity of Cultural Expressions and
Creative Economy. Dipetik Januari 29, 2024, dari UNESCO:
https://www.unesco.org/en/articles/promoting-diversity-cultural-
expressions-and-creative-economy

UNWTO. (2007). UNWTO Tourism Highlight. UNWTO Publication Department.
Diambil kembali dari https://www.e-
unwto.org/doi/pdf/10.18111/9789284413539



UNIVERSITAS
GADJAH MADA

Pen?akruh Konten yang Dibuat Perusahaan dan Pengguna Umum di Instagram terhadap Intensi
Perilaku

Konsumen pada Festival Musik yang Dimediasi oleh Perasaan Iri (Studi pada We The Fest)
NICOLAS ANGGARAKSA PUTRA HERNAWAN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.

Universitas Gadjah Mada, 2024 | Diunduh dari http://etd.repository.ugm.ac.id/

Ven, N. v., Zeelenberg, M., & Pieters, R. (2009). Leveling up and down: the
experiences of benign and malicious envy. Emotion, 9(3), 419-429.
doi:https://doi.org/10.1037/a0015669

Wan, F., & Ren, F. (2017). The effect of firm marketing content on product sales:
Evidence from a mobile social media platform. Journal of Electronic
Commerce Research, 18(4), 288-302.

Wang, T., Mai, X. T., & Thai, T. D.-H. (2021). Approach or avoid? The dualistic
effects of envy on social media users’ behavioral intention. International
Journal of Information Management, 60, 102374.
doi:https://doi.org/10.1016/j.ijinfomgt.2021.102374

Webster, E., & McKay, G. (2016). From Glyndebourne to Glastonbury: The
Impact of British Music Festivals. Norwich: Arts and Humanities
Research Council/University of East Anglia.

Wu, C. C., Chen, Y. J., & Wang, C. J. (2009). Is persuasive advertising always
combative in a distribution channel? Marketing Science, 28(6), 1157-1163.
doi:https://doi.org/ 10.1287/mksc.1090.0528

Xiang, Z., & Gretzel, U. (2010). Role of Social Media in Online Travel
Information Search. Tourism Management, 31, 179-188. doi:
https://doi.org/10.1016/j.tourman.2009.02.016

Zeng, B., & Gerritsen, R. (2014). What do we know about social media in
tourism? A review. Tourism Management Perspectives, 10, 27-36.

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, €22889.
doi:https://doi.org/10.1016/j.heliyon.2023.e22889



