
 

 

DAFTAR REFERENSI 

Adnan. (2018). Pengaruh perilaku konsumen terhadap keputusan pembelian susu Morinaga di 

Kota Lhokseumawe. Jurnal Visioner & Strategis, 7(2). 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision 

Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T 

Alalwan, A. A. (2018). Investigating the impact of social media advertising features on customer 

purchase decision. International Journal of Information Management, 42, 65–77. 

https://doi.org/10.1016/j.ijinfomgt.2018.06.001 

Amalia, F. A., Sosianika, A., & Suhartanto, D. (2020). Pembelian makanan halal oleh generasi 

milenial Indonesia: Sekadar kebiasaan? British Food Journal, 122(4), 1185–1198. 

https://doi.org/10.1108/BFJ-10-2019-0748 

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. 

https://doi.org/10.1016/j.sbspro.2014.01.1104 

Bashir, A. M. (2019). Pengaruh kesadaran halal, logo halal, dan sikap terhadap keputusan 

pembelian konsumen. 

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2006). Consumer behavior (10th ed.). Thomson 

South-Western. 

Dali, N. R. S. M., Yousafzai, S., & Hamid, H. A. (2019). Religiosity scale development. Andi. 

Genoveva, G., & Utami, N. N. (2020). The influence of brand image, halal label, and halal 

awareness on customers’ purchasing decision of halal cosmetic. Jurnal Muara Ilmu 

Ekonomi dan Bisnis, 4(2), 355–364. https://doi.org/10.24912/jmieb.v4i2.8381 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least 

squares structural equation modeling (PLS-SEM) (2nd ed.). Sage. 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the 

results of PLS-SEM. European Business Review, 31(1), 2–24. 

Handriana, T., Yulianti, P., Kurniawati, M., Arina, N. A., Aisyah, R. A., Aryani, M. G. A., & 

Wandira, R. K. (2020). Purchase behavior of millennial female generation on halal 

cosmetic products. Journal of Islamic Marketing, 12(7), 1295–1315. 

https://doi.org/10.1108/JIMA-11-2019-0235 

Irwan, & Haryono, D. (2015). Pengendalian kualitas statistik (pendekatan teoritis dan aplikatif). 

Alfabeta. 

https://doi.org/10.24912/jmieb.v4i2.8381


 

 

Jannah, S. M., & Al Banna, H. (2021). Halal awareness and halal traceability: Muslim 

consumers and entrepreneurs perspectives. Journal of Islamic Monetary Economics and 

Finance. 

Kamaludin, K., Fahlevi, M., & Vizano, N. A. (2021). The effect of halal awareness on purchase 

intention of halal food: A case study in Indonesia. Journal of Asian Finance, Economics 

and Business, 8(4), 441–453. https://doi.org/10.13106/jafeb.2021.vol8.no4.0441 

Kim, J. J., & Hwang, J. (2020). Merging the norm activation model and the theory of planned 

behavior. Journal of Hospitality and Tourism Management, 42, 1–11. 

https://doi.org/10.1016/j.jhtm.2019.11.002 

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

toward halal products. Journal of Islamic Marketing, 11(2), 522–546. 

Limayem, M., & Hirt, S. G. (2003). Force of habit and information systems usage. Journal of the 

Association for Information Systems, 4(1), 65–97. https://doi.org/10.17705/1jais.00030 

Limayem, M., Hirt, S. G., & Cheung, C. M. K. (2007). How habit limits the predictive power of 

intention. MIS Quarterly, 31(4), 705–737. https://doi.org/10.2307/25148817 

Madden, T. J., Ellen, P. S., & Ajzen, I. (1992). A comparison of the theory of planned behavior 

and the theory of reasoned action. Personality and Social Psychology Bulletin, 18(1), 3–

9. 

Munir, M., Hidayat, K., Fakhry, M., & Mu’tamar, M. F. F. (2019). Pengaruh pengetahuan halal, 

kesadaran halal, dan label halal terhadap keputusan pembelian produk jamu Madura. 

Agroindustrial Technology Journal. 

Mutmainah, I. (2018). Peran religiosity, kesadaran halal, sertifikasi halal, dan bahan makanan 

terhadap keputusan pembelian. 

Nurhayati, T., & Hendar, H. (2020). Religiosity intrinsik dan pengetahuan produk terhadap 

keputusan pembelian produk halal. 

Öztürk, A. (2022). The effect of halal product knowledge, halal awareness, perceived 

psychological risk and halal product attitude on purchasing decision. Business and 

Economics Research Journal, 13(1), 127–141. 

Rafiki, A., Hidayat, S. E., & Nasution, M. D. T. P. (2024). An extensive effect of religiosity on 

purchasing decisions of halal products. PSU Research Review, 8(3), 898–919. 

https://doi.org/10.1108/PRR-07-2022-0093 

Sekaran, U., & Bougie, R. (2016). Research methods for business (7th ed.). Wiley. 

https://doi.org/10.1016/j.jhtm.2019.11.002
https://doi.org/10.2307/25148817
https://doi.org/10.1108/PRR-07-2022-0093


 

 

Septiani, D., & Ridwan, A. A. (2020). The effects of halal certification and halal awareness on 

purchase decision. Indonesian Journal of Halal Research, 2, 55–60. 

Sugiyono. (2017). Metode penelitian kuantitatif, kualitatif, dan R&D. Alfabeta. 

Tjiptono, F., & Chandra, G. (2016). Service quality dan satisfaction. Andi. 

Vanany, I., Soon, J. M., Maryani, A., & Wibawa, B. M. (2019). Determinants of halal food 

consumption in Indonesia. Journal of Islamic Marketing, 11(2), 507–521. 

https://doi.org/10.1108/JIMA-09-2018-0177 

Zakaria, Z., Majid, M. D. A., Ahmad, Z., Jusoh, Z., & Zakaria, N. Z. (2017). Influence of halal 

certification on customers’ purchase intention. Journal of Fundamental and Applied 

Sciences, 9, 772–787. https://doi.org/10.4314/jfas.v9i5s.55 

 

https://doi.org/10.4314/jfas.v9i5s.55

