
 

99 
 

DAFTAR PUSTAKA 

 

Aji, P. M., Vanessa N., Lim S. (2020). Effect of social media marketing on 

Instagram towards purchase intention: Evidence from Indonesia’s ready-

to-drink tea industry. International Journal of Data and Network 

Science. 91-104 

Ajzen, I. 1991. The Theory of Planned Behavior. Organizational Behavior and 

Human Decision Processes, 50: 179-211. 

Almohaimmeed, B. M. A. (2019). The Effects of Social Media Marketing 

Antecedents on Social Media Marketing, Brand Loyalty and Purchase 

Intention: A Customer Perspective. Journal of Business and Retail 

Management Research. 13(4). 

Ambali, A. R., & Bakar, A. N. (2014). People's awareness on halal foods and 

products: potential issues for policy-makers. Procedia-Social and 

Behavioral Sciences, 121, 3-25. 

Anggriana, R., N. Qomariah. dan B. Santoso. 2017. Pengaruh Harga, Promosi, 

Kualitas Layanan terhadap Kepuasan Pelanggan Jasa Ojek Online “Om-

Jek” Jember. Jurnal Sains Manajemen dan Bisnis Indonesia. 7(2): 137-

156. 

Aqdas, R., Amin, A. (2020). Islamic Perspective In Consumer Behaviour: Effect 

Of Halal Awareness And Halal Logo With Mediating Role Of Purchase 

Intention. Hamdard Islamicus: quarterly journal of the Hamdard 

National Foundation, Pakistan. 43(2):171-184. 

Aspan, Henry., Sipayung, Iskandar Muda., Muharrami, Ade Putri., Ritonga, Husni 

Muharram. 2017. “The Effect of Halal Label, Halal Awarness, Product 

Price, and Brand Image to the Purchasing Decision on Cosmetic 

Products”. International Journal of Global Sustainability. Vol. 1. No. 1. 

October 2017 

Awan, H.M. Siddiquei, A.N. and Haider, Z. (2015). Factors Affecting Halal 

Purchase Intention – Evidence From Pakistan’s Halal Food Sector. 

Management Research Review, Vol. 38(6). 

Azam, A., (2016). An empirical study on non Muslim’s packaged halal food 

manufacturers: Saudi Arabian consumers’purchase intention. Journal of 

Islamic Marketing, Vol. 7 Iss 4 pp. 

Bashir, M. A. (2019). Effect Of Halal Awareness, Halal Logo And Attitude On 

Foreign Consumers’ Purchase Intention. British Food Journal. 121(1). 

DOI 10.1108/BFJ-01-2019-0011 

Basri, Y. Z., & Kurniawati, F. (2019). Effect of Religiosity and Halal Awareness 

on Purchase Intention Moderated by Halal Certification. KnE Social 

Sciences, 592-607. 

Borzooei, M. and Asgari, M. (2013). The Halal Brand Personality and Its Effect 

on Purchase Intention. Interdisciplinary Journal of Contemporary 

Research in Business, Vol. 5(3) 

https://www.researchgate.net/journal/Hamdard-Islamicus-quarterly-journal-of-the-Hamdard-National-Foundation-Pakistan-0250-7196
https://www.researchgate.net/journal/Hamdard-Islamicus-quarterly-journal-of-the-Hamdard-National-Foundation-Pakistan-0250-7196
https://www.researchgate.net/journal/Hamdard-Islamicus-quarterly-journal-of-the-Hamdard-National-Foundation-Pakistan-0250-7196


 

100 
 

Budiarti, L., Wijayanti, R. F., & Evelina, T. Y. (2020). PENGARUH HALAL 

CERTIFICATION DAN HALAL AWARENESS TERHADAP MINAT 

PEMBELIAN PRODUK GUNAAN. Adbis: Jurnal Administrasi dan 

Bisnis, 13(2), 150-155. 

Chichester, West Sussex,: Printer Trento Sri. 

Creswell, John W. 2015. Penelitian Kualitatif & Desain Riset. Yogyakarta : 

Pustaka Pelajar. 

Devi Septian, Ahmad Ajib Ridlwan,.(2020). The Effect of Halal Certification and 

Halal Awareness on Purchase Intention of Halal Food Products in 

Indonesia. Indonesian Journal of Halal Research. Vol 2 No 2. pp, 55-60. 

Diah Retno Sufi Fauzia, Edriana Pangestuti, Aniesa Samira Bafadhal.,(2019). 

Pengaruh Religiusitas, Sertifikat Halal, Bahan Produk Terhadap Minat 

Beli dan Keputusan Pembelian.Jurnal Administrasi Bisnis (JAB). Vol 66 

No 1. Pp 37-46. 

Fauzia Diah Retno Sufi dkk (2019). Pengaruh Religiusitas, Setifikasi Halal, dan 

Bahan Produk terhadap Minat Beli dan Keputusan Pembelian. Jurnal 

Administrasi Bisnis (JAB) Vol. 66 No.1. 

Hair et al. (2010). Multivariate Data Analysis: Global Edition, 7th Edition. 

London: Pearson Education.  

Hair J, J. F., Babin, B. J., & Anderson, R. E. (2014). Multivariate Data Analysis 

(Seventh Ed). United States of America: Pearson Education Limited 

2014. Retrieved from www.pearsoned.co.uk.  

Hapsari, D. R., Kusumaningrum I., Aminah S., dan Puspita S. D. (2019). Studi 

Kasus Pengaruh Logo Halal dan Kesadaran Halal terhadap Keputusan 

Pembelian Bakso Sapi di Ciawi –Bogor. Jurnal Agroindustri Halal. 

5(2). 196-203. 

Helianthusonfri, J. (2019). Belajar Social Media Marketing. Elex media 

komputindo. 

Herindar, E. (2020). Pengaruh Halal Sertification dan Halal Awareness terhadap 

Keputusan Pembelian Produk Makanan Halal dengan Minat Pembelian 

Sebagai Variabel Intervening Pada Generasi Muslim Z. Sekolah Tinggi 

Ekonomi Islam Tazkia: Jawa Barat 

Hesti, H. (2019). Pengaruh model keterkaitan Halal Awareness, Halal 

Certification, Product Quality, Marketing Promotion dan Brand 

terhadap Purchase Intention kosmetik halal di kota Payakumbuh 

(Doctoral dissertation, Universitas Andalas). 

Hudrasyah, A. N. H. (2017). The influence of Halal awareness, Halal certification, 

and personal societal perception toward purchase intention: a study of 

instant noodle consumption of college student in Bandung. 

Kotler, Philip. 2014. Manajemen Pemasarani,.Edisi 13. Jilid 1. 

Prenhalindo.Jakarta. 

Kotler, Philip. 2014. Manajemen Pemasarani,.Edisi 13. Jilid 2. 

Prenhalindo.Jakarta. 

http://www.pearsoned.co.uk/


 

101 
 

Kotler, Philip., & Kerin Lane Keller. 2016. Marketing Management,. Edisi 15. 

London: Pearson Education. 

Kurniasari, M., & Budiatmo, A. (2018). Pengaruh Social Media Marketing, Brand 

Awareness Terhadap Keputusan Pembelian Dengan Minat Beli Sebagai 

Variabel Intervening Pada J. Co Donuts & Coffee Semarang. Jurnal Ilmu 

Administrasi Bisnis, 7(3), 152-159. 

Kurniawati, D, A., & Savitri, H., (2019). Awareness level analysis of Indonesian 

consumers toward halal products. Journal of Islamic Marketing, DOI 

10.1108/JIMA-10-2017-0104. 

Lada, S., Tanakinjal, G. H., & Amin, H. (2009). Predicting intention to choose 

halal products using theory of reasoned action. International journal of 

Islamic and Middle Eastern finance and management. 

Lailla, N,. & Tarmizi, I,. (2020). Pengaruh Kesadaran Halal dan Bahan Makanan 

Terhadap Minat Beli Makanan di Food Courd UMJ. 

http://jurnal.umj.ac.id/index.php/KNEMA 

Laksamana, P. (2018). Impact of Social Media Marketing on Purchase Intention 

and Brand Loyalty: Evidence from Indonesia’s Banking Industry. 

International Review of Management and Marketing. 8(1), 13-18. ISSN: 

2146-4405 

Martono, Nanang. 2015.Metode Penelitian Kuantitatif. PT. 

Rajagrafindo Persada:Jakarta. 

Mishra, A. S. (2018). Antecedents of consumers’ engagement with brand-related 

content on social media. Marketing Intelligence & Planning. Doi: 

https://doi.org/10.1108/MIP-04-2018-0130 

Mutmainah, L. L. (2018). The role of religiosity, halal awareness, halal 

certification, and food ingredients on purchase intention of halal 

food. Ihtifaz: Journal of Islamic Economics, Finance, and Banking, 1(1), 

33. 
Mohamed, R. N., & Daud, N. M. (2012). Cultural Uncertainty on Brand Trust of 

Fast Food Industry in Malaysia. Procedia-Social and Behavioral 

Sciences, 42, 399-412. 

 

Nico Alexander VIZANO, Khamaludin KHAMALUDIN, Mochammad 

FAHLEVI.,(2021). The Effect Halal Awareness on Purchase Intention of 

Halal Food : A Case Study in Indonesia. Journal of Asia Finance, 

Economics and Business, Vol. 8 No 4, pp. 0441-0453. 

Nurcahyo, A., & Hudrasyah, H. (2017). The influence of halal awareness, halal 

certification, and personal societal perception toward purchase 

intention : a study of instant noodle consumption of college student. 

Journal of Business And Management, 6(1), 21–31 

http://jurnal.umj.ac.id/index.php/KNEMA
https://doi.org/10.1108/MIP-04-2018-0130


 

102 
 

Nurhasanah, S., & Hariyani, H. F. (2017). Halal purchase intention on processed 

food. Tazkia Islamic Finance and Business Review, 11(2). 

Pramintasari, T. R., & Fatmawati, I. (2017). Pengaruh Keyakinan Religius, Peran 

Sertifikasi Halal, Paparan Informasi, dan Alasan Kesehatan Terhadap 

Kesadaran Masyarakat Pada Produk Makanan Halal. Jurnal Manajemen 

Bisnis, 8(1), 1-33. 

Purwanto, A., Haque, M. G., Sunarsi, D., & Asbari, M. (2021). The Role of Brand 

Image, Food Safety, Awareness, Certification on Halal Food Purchase 

Intention: An Empirical Study on Indonesian Consumers. Journal of 

Industrial Engineering & Management Research, 2(3), 42-52. 

Rahmi,F, Aji., H., & Yudha, A., (2019). The Effect Of Halal Awreness, Halal 

Certification and Halal Marketing Toward Halal Purchase Intentuon of 

Fast Food Among Muslim Millenials Generation. DOI 

10.18551/rjoas.2019-06.11. 

Sekaran, U. (2014). Metodologi Penelitian Untuk Bisnis (Research 

Methods for Business) Buku 1 Edisi 4. Jakarta: Salemba Empat. 

Sekaran, U., Bougie R. (2017). Metode Penelitian Bisnis. Edisi 6. Jakarta: 

Penerbit Salemba Empat 

Sekaran, U., Bougie, R. (2016). Research Methods for Business (7th Ed). 

Supranto, M.A. (2002). Metode Peramalan Kuantitatif untuk Perencanaan 

Ekonomi dan Bisnis. Jakarta: Rineka Cipta. 

Waskito, D. (2015). Pengaruh Sertifikasi Halal, Kesadaran Halal, dan Bahan 

Makanan terhadap Minat Beli Produk Makanan Halal (Studi pada 

Mahasiswa Muslim di Yogyakarta). Fakultas Ekonomi: Universitas 

Negeri Yogyakarta. 

 

 

 

 

 


	DAFTAR PUSTAKA

