
72 

 

DAFTAR PUSTAKA 

Abdillah, W., dan Hartono, J. (2015). Partial Least Square (PLS)- Alternatif 

Structural Equation Modeling (SEM) dalam Penelitian Bisnis. Yogyakarta: 

C.V ANDI OFFSET. 

 

Apostolakis, A., Jaffry, S., Sizeland, F., danCox, A. (2015). The Role of 

Uniqueness in Destination Branding: The Case of Historical Portsmouth 

Harbor.EuroMed Journal of Business 10 (2), 198–213. 

 

Aryono, A. M. (2015). Prestasi Solo Akhir Tahun Banjir Penghargaan. 

Penghargaan. Diakses 25 September 2016,dariSolopos.com: 

http://www.solopos.com/2015/12/23/prestasi-solo-akhir-tahun-pemkot-

banjir-penghargaan-673763. 

 

Asdhiana, I. M. ( 2012).  Persaingan Pariwisata Antardaerah Makin 

Kompetitif.Diakses 25 September 2016, dari 

Kompas.com:http://travel.kompas.com/read/2012/01/16/2105512/Persaingan

.Pariwisata.Antardaerah.Makin.Kompetitif. 

 

Assael, H. (1998). Consumer Behavior and Marketing Action, 6th Edition. 

Cincinatti, Ohio: South Western College Publishing 

 

Ashworth, G. J., danVoogd, H. (1990). Selling the city: marketing approaches in 

public sector urban planning. Belhaven Press. 

 

Biro Perencanaan dan Keuangan Sekretariat Kementerian Pariwisata. (2016). 

Laporan Akuntabilitas Kinerja Kementerian Pariwisata Tahun 2015. Jakarta. 

 

Bobovnicky, A. (2011). Destination Branding and the Impact of Perceived 

Quality and Image On The Loyalty. Communication Today1. 

 

Braun, E., Kavaratzis, M., danZenker, S. (2013). My City – My Brand: The 

Different Roles of Residents in Place Branding.Journal of Place 

Management and Development 6 (1), 18–28.  

 

Carroll, B. A., danAhuvia, A. C.. (2006). Some Antecedents and Outcomes of 

Brand Love.Marketing Letters 17 (2), 79–89.  

 

Chaerani, R. Y.(2011). Pengaruh City Branding Terhadap City Image. Universitas 

Sultan Ageng Tirtayasa. Diakses 14 Oktober 2016 dari: 

http://repository.fisip-untirta.ac.id/248/. 

 

Cheng, S. Y. Y., Barnett, T., danChaplin, L. N. (2012). The Effects of Self-Brand 

Connections on Responses to Brand Failure : A New Look at the Consumer – 

Brand Relationship.Journal of Consumer Psychology 22 (2). Society for 

Pembentukan Advokasi Merek Tempat &quot;Solo The Spirit Of Java&quot; Melalui Variabel
Pemediasi
Koneksi Diri-Merek Tempat oleh Penduduk Solo
ASTIN AMANDA, Teguh Budiarto, Drs., M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



73 

 

Consumer Psychology, 280–88.  

 

Dipokusumo, KGPH (2016, 6 Oktober). (A. Amanda, Pewawancara) 

 

Dodds, W. B., Monroe, K. B., danGrewal, D. (1991). Effects of Price , Brand , 

and Store Information on Buyers ’ Product Evaluations.Journal of Marketing 

Research 28 (3), 307–19. 

 

Escalas, J. E., danBettman, J. R. (2003).  You Are What They Eat: The Influence 

of Reference Groups on Consumers’ Connections to Brands.Journal of 

Consumer Psychology 13 (3), 339–48. 

 

Escalas, J. E. (2004). Narrative Processing: Building Consumer Connections to 

Brand.Journal of Consumer Psychology2 14 (1&2), 168–180. 

 

Eventsolo.com. (2016). Agenda Wisata Solo Dan Kalender Event 2016. Diakses 

15 Oktober 2016, dari Eventsolo.com:http://www.eventsolo.com/Agenda-

Wisata-Solo-dan-Kalender-Event-2016.html. 

 

Freire, J. R. (2009).  Local People’a critical dimension for place brands.Journal of 

Brand Management 16.7 ,420-438. 

 

Fullerton, G. (2005). The Impact of Brand Commitment on Loyalty to Retail 

Service Brands.Canadian Journal of Administrative Sciences 22 (2), 97–110. 

 

Garretson, J., danNiedrich, R. W. (2004). Spokes-Characters Creating Character 

Trust and Positive Brand Attitudes.Journal of AdvertisingJournal 33 (2), 25–

36. 

 

Gfk.com. (2016). Paris Wins Back ‘most Admired City’ from London.Diakses 10 

Oktober 2016 dari Gfk.com:. http://www.gfk.com/insights/press-

release/paris-wins-back-most-admired-city-from-london/. 

 

Indah, I. K., danJK, S. (2014). Persepsi Masyarakat Tentang Slogan Solo The 

Spirit of Jaca.Jurnal Komunikasi Massa 1. Diakses 15 Oktober 2016. 

http://www.jurnalkommas.com/index.php?target=isi&jurnal=PERSEPSIMAS

YARAKAT 

 

Jillapali, R. K., danWilcox, J. B. (2010). Professor Brand Advocacy: Do Brand 

Relationship Matter?.Journal of Marketing Education XX (X), 1–13. 

 

Kamus Besar Bahasa Indonesia. (2008). Edisi keempat. PT Gramedia Pustaka 

Utama 

Kaya, F., danMarangoz, M. (2014). Brand Attitudes of Entrepreneurs as a 

Stakeholder towards a City.Procedia - Social and Behavioral Sciences 150. 

Pembentukan Advokasi Merek Tempat &quot;Solo The Spirit Of Java&quot; Melalui Variabel
Pemediasi
Koneksi Diri-Merek Tempat oleh Penduduk Solo
ASTIN AMANDA, Teguh Budiarto, Drs., M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



74 

 

Elsevier B.V., 485–93. 

 

Kemp, E., Williams, K. H., danBordelon, B. M. (2012). The Impact of Marketing 

on Internal Stakeholders in Destination Branding: The Case of a Musical 

City.Journal of Vacation Marketing 18 (2), 121–33.  

 

Kemp, E., Childers, C. Y., danWilliams, K. H. (2012). Place Branding: Creating 

Self-Brand Connections and Brand Advocacy.Journal of Product & Brand 

Management 21 (7), 508–15.  

 

Kotler, P. dan Keller, K. L. (2012). Marketing Management, Edisi 14, Pearson 

Education, Prentice-Hall. 

 

Liu, F., Li, J., Mizerski, D., danSoh, H. (2012). Self-Congruity, Brand Atitude, 

and Brand Loyalty: A Study on Luxury Brands.European Journal of 

Marketing 46 (7/8), 922–37.  

 

Low, G. S., danLamb, C. W. (2000).  The Measurement and Dimensionality of 

Brand Associations.Journal of Product & Brand Management 9 (6),  350–

70.  

 

Madanayake, R. (2012). Brand Equity Building Triangle.Journal of the Canadian 

Institute of Marketing 8 (4). 

 

Merrilees, B., Miller, D., danHerington, C. (2009). Antecedents of Residents’ City 

Brand Attitudes.Journal of Business Research 62 (3). Elsevier Inc., 362–67. 

 

Mitchell, A. A., dan Olson, J. C. (2000). Are Product Attribute Beliefs the Only 

Mediator of Advertising Effects on Brand Attitude?.Advertising & Society 

Review 18 (3), 318–32.  

 

Netemeyer, R. G., Krishnan, B., Pullig, C., Wang, G., Mehmet, Y., Dwane, D., et 

al. (2004). Developing and Validating Measures of Facets of Customer-

Based Brand Equity. Journal of Business Research 57(2), 209-24. 

Pai, D. C., Lai, C. S., Chiu, C. J., danYang, C. F. (2013). Corporate Social 

Responsibility and Brand Advocacy in Business-to-Business Market: The 

Mediated Moderating Effect of Attribution. Journal of Business Ethics, 1–12. 

 

Primandari, T. (2014). Ini Penghargaan Untuk Kota Solo Di Masa Jokowi. 

Diakses 20 Oktober 2016, 

dariTempo.co:https://m.tempo.co/read/news/2014/07/06/269590852/ini-

penghargaan-untuk-kota-solo-di-masa-jokowi. 

 

Rahardjo, Mufti. (2016, 31 Agustus). (A. Amanda, Pewawancara). 

 

Pembentukan Advokasi Merek Tempat &quot;Solo The Spirit Of Java&quot; Melalui Variabel
Pemediasi
Koneksi Diri-Merek Tempat oleh Penduduk Solo
ASTIN AMANDA, Teguh Budiarto, Drs., M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



75 

 

Salim, P. (2006). The Contemporary English –Indonesian Dictionary, Vol. 2, 

Media Eka Pustaka. 

 

Scaramanga, M. (2012). Taking about Art(s): A Theoritical Framework Clarifying 

the Association between Culture and Place Branding.Journal of Place 

Management and Development 5 (1), 70–80. 

 

Schiffman, L. G., danWisenblit, J. (2015). Consumer Behavior. Edisi 11. Pearson 

Education. 

 

Sekaran, U., danBougie, R. (2013). Research Methods for Business: A Skill 

Building Approach. 6thed. John Wiley & Sons. 

 

Setiaone, S. (2012).Solo The Spirit of Java. Diakses 9 Oktober 2016, dari 

Kompasiana.com: http://www.kompasiana.com/sukro/solo-the-spirit-of-

java_551039c2813311d638bc6125  

 

Solimun. (2011) Analisis Multivariat Pemodelan Struktural Metode Partial Least 

Square – PLS. Edisi Pertama. Malang: CV Citra MalangSouth Western 

College Publishing 

 

Surakarta.go.id. (2015). “Solo Mendapat Penghargaan Smart City 2015.”. Diakses 

11 Oktober 2016,dari Surakarta.go.id:http://surakarta.go.id/konten/solo-

mendapat-penghargaan-smart-city-2015. 

 

Tian, K. T., Bearden, W. O., danHunter, G. L. (2001). Consumers’ Need for 

Uniqueness: Short-Form Scale Development and Cross-Cultural 

Validation.Journal of Consumer Research 28 (6), 50–66.  

 

Tollington, T. (1998). Brands: The Asset Definition and Recognition Test. 

Journal of Product & Brand Management, 180-192. 

Urban, G. L. (2005). Customer Advocacy: A New Era in Marketing?.Journal of 

Public Policy & Marketing 24 (1), 155–59.  

 

Wagner, O., dan Mike, P.(2009). Can association method reveal the effects of 

internal branding on tourism destination?.Journal of Place Management and 

Development 2 (1), 52-69. 

 

Wallace, E., Buil, I., danChernatony, L. (2014). Consumer Engagement with Self-

Expressive Brands: Brand Love and WOM Outcomes.Journal of Product & 

Brand Management 23 (1), 33–42.  

 

Widodo, B., danSetiansah, M. (2014). Strategi Pencitraan Kota (City Branding) 

Berbasis Kearifan Lokal.Jurnal Komunikasi PROFETIK 7 (2). 

 

Pembentukan Advokasi Merek Tempat &quot;Solo The Spirit Of Java&quot; Melalui Variabel
Pemediasi
Koneksi Diri-Merek Tempat oleh Penduduk Solo
ASTIN AMANDA, Teguh Budiarto, Drs., M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



76 

 

World Tourism Organization. (2015). UNWTO Tourism Highlights. Madrid. 

 

Yoo, B., N. Donthu, dan S. Lee. (2000). An Examination of Selected Marketing 

Mix Elements and Brand Equity.Journal of the Academy of Marketing 

Science 28 (2), 195–211.  

 

Zeithaml, V. A. (1998). Consumer Perceptions of Price, Quality, and Value: A 

Means-End Model and Synthesis of Evidence. Journal of Marketing 52 (3),  

2–22. 

  

Pembentukan Advokasi Merek Tempat &quot;Solo The Spirit Of Java&quot; Melalui Variabel
Pemediasi
Koneksi Diri-Merek Tempat oleh Penduduk Solo
ASTIN AMANDA, Teguh Budiarto, Drs., M.I.M.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/


