DAFTAR PUSTAKA

Ahmad, A. N., Rahman, A. A., & Rahman, S. A. (2015). “Assessing Knowledge and
Religiosity on Consumer Behavior towards Halal Food and Cosmetic Products.”

5(1):10-14. https://doi.10.7763/IJSSH.2015. VV5.413.

Ali, F., & Omar, R. (2013). “An Examination of the Relationships between Physical
Environment, Perceived Value, Image and Behavioural Intentions: A SEM
Approach towards Malaysian Resort Hotels Key Words: Physical Environment,
Image, Perceived Va-lué,‘ Behavioural Intentions. ” Journal of Hotel and Tourism
Management 27:9-26.

Aptaguna, A., & Pitaloka, E. (2016). Pengaruh Kualitas Layanan Dan Harga Terhadap
Minat Beli Jasa Go-Jek. Widyakala Journal,3(2012),49.
https://doi.org/10.36262/widyakala.v3i0.24

Apriliana, S. N., & Utomo, P.E. (2019). Pengaruh Intensitas Melihat Iklan di Instagram
terhadap Pengetahuan dan Perilaku Konsumtif Remaja Putri. Jurnal Komunikasi,
13(2), 179-190. https://doi.org/10.20885/komunikasi.vol13.iss2.art5

Arief, H., (2017). “Pembagian.” Seminar Nasional Multi Disiplin llmu Unisbank 2017
3(Sendi_U 3):464-69.

Briliana, V., & Mursito, N: (2017). “Asia Pacific’ Management Review Exploring
Antecedents and Consequences of Indonesian Muslim Youths’ Attitude towards
Halal Cosmetic Products: A Case Study in Jakarta.” Asia Pacific Management
Review 1-9. https://d0i.10.1016/j.apmrv.2017.07.012.

Caecilia, P. M., Kindangen, P., & Tumewu, F. (2017). “The Effect Of Maybelline
Social Media Marketing (Facebook, Youtube, Instagram) On Consumer Purchase
Decision (Case Study: Sam Ratulangi University Students).” 5(3):3855-64.

Creswell, J. W. 2016. Research Design: Pendekatan Kualitatif, Kuantitatif, Dan



Metode Campuran. Edisi Keempat. Yogyakarta.

Gaber, H. R., Wright, L. T., & Kooli, K. (2019). Consumer attitudes towards Instagram
advertisements in Egypt: The role of the perceived advertising value and
personalization.  Cogent Business and Management, 6(1), 1-13.
https://doi.org/10.1080/23311975.2019.1618431

Gitsels-van der Wal, J., & Mannien, J. (2014). The role of religion in decision-making
on antenatal screening of congenital anomalies: A qualitative study amongst
Muslim  Turkish 1'origin” “immigrants. ~ Midwifery, 30(3), 297-302.
https://doi.org/10.1016/j.midw.2013.04.001

Hanaysha, J. R., (2018). “An Examination of the Factors a Efecting Consumer’s
Purchase Decision in the Malaysian Retail Market.” 2(1):7-23. https://doi.
10.1108/PRR-08-2017-0034.

Handi., Hendratono, T., Purwanto,.E., & John J. O. I. I. (2018). “The Effect of E-WOM
and Perceived Value on the Purchase Decision of Foods by Using the Go-Food
Application as Mediated by Trust.” Quality Innovation Prosperity 22(2):112-27.
https://doi.10.12776/qip.v22i2.1062.

Hassan, S., Zaleha, S., Nadzim, A.; & Shiratuddin, N. (2015). “Strategic Use of Social
Media for Small Business Based on the AIDA Model.” Procedia - Social and
Behavioral Sciences 172:262-69. https://doi:-10.1016/j.sbspro.2015.01.363.

Heriyanto. (2018). “Thematic Analysis Sebagai Metode Menganalisa Data Untuk
Penelitian Kualitatif.” 2(3):317-24.

Hidayat, D., & Pujani, V. (2018). “Pengaruh Brand Awarenes, Brand Acosiation Dan
Perceived Quality Terhadap Keputusan Pembelian PC Tablet Di Kota Padang.”
AMAR  (Andalas  Management  Review) 2(2):82-104.  https://doi.
10.25077/amar.2.2.82-104.2018.



Hudson, S., Karen, T., & Hudson, S. (2017). “The Impact of Social Media on the
Consumer Decision Process: Implications for Tourism Marketing”
8408(November). https://d0i.10.1080/10548408.2013.751276.

Kotler Philip & Keller Kevin Lane. (2015). Manajemen Pemasaran (Edisi 13). Jakarta:
Erlangga.

Lada, S., Tanakinjal, G. H., & Amin, H. (2009). “Predicting Intention to Choose Halal
Products Using Theory of Reasoned  Action.” (April 2014). https://doi.
10.1108/17538390910946276.

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

Brand Loyalty: Evidence from Indonesia > s Banking Industry. ” 8(1):13-18.

Lita, R. P. (2010). “Pengaruh Implementasi Bauran Pemasaran Jasa Terhadap Proses
Keputusan Wisatawan Mengunjungi Objek Wisata Di Kota Padang.” 2(2):91-99.

Makudza, F., Mugarisanwa, C., & Siziba, S. (2020). “The Effect of Social Media on
Consumer Purchase Behaviourin the Mobile Telephony Industry in Zimbabwe.”
Dutch Journal of Finance and Management 4(2): 0065. https://doi.
10.29333/djfm/9299.

Marwa, S., Sumarwan, U., & Nurmalina; R. (2014). “Bauran Pemasaran Memengaruhi
Keputusan Konsumen Dalam Pembelian Asuransi Jiwa Individu.” Jurnal limu

Keluarga Dan Konsumen 7(3):183-92. https://doi: 10.24156/jikk.2014.7.3.183.

Mukhtar, A., & Butt, M. M. (2012). “Intention to Choose Halal Products: The Role of
Religiosity.” https://d0i.10.1108/17590831211232519.

Neha, S., & Manoj, V. (2013). “Impact of Sales Promotion Tools on Consumer’ s
Purchase Decision towards White Good (Refrigerator) at Durg and Bhilai Region
of CG, India.” 2(7):10-14.

Nurhayati, T. H. (2019). “Personal Intrinsic Religiosity and Product Knowledge on



Halal Product Purchase Intention Role of Halal Product Awareness.”
https://d0i.10.1108/JIMA-11-2018-0220.

Permana, M. D. (2013). Peningkatan Kepusan Pelanggan Melalui Kualitas Produk dan
Kualitas Layanan. Jurnal Dinamika Manajemen, 4(2), 115-131.

Rose, A., & Razak, L. A. (2019). “The Effect of Halal Foods Awareness on Purchase
Decision with Religiosity as a Moderating Variable A Study among University”.
Students Islam.” 11(5):1091-1104. https://d0i.10.1108/JIMA-09-2017-0102.

Rickwood, C., & White, -L. (2009). “Pre-Purchase Decision-Making for a Complex
Service: Retirement Planning.” Journal of Services Marketing 23(3):145-53.
https://d0i.10.1108/08876040910955152.

Sari, D. K., Mizerski, D., & Liu, F. (2015). “Boycotting Foreign Products: A Study of
Indonesian Muslim Consumers.” https://doi.10.1108/JIMA-12-2014-0078.

Sari, D. K., Suziana., & Games, D.(2020). “An Evaluation of Social Media Advertising
for ~ Muslim  Millennial” * Parents.”Journal of Islamic  Marketing.
https://doi.10.1108/JIMA-02-2020-0055.

Sekaran, U., & Bougie; R. (2016). “Research Methods for Business : A Skill-Building
Approach”. Seventh Ed. Chichester, West Sussex, United Kingdom: John Wiley
& Sons Ltd,.

Sriminarti, N., & Nora, L. (2018). “The Role of Product Knowledge and Attitudes
toward Purchasing Intentions: The Moderating Effect of Religiosity on Halal
Cosmetics.” 2018:518-29. https://doi.10.18502/kss.v3i10.3153.

Susanti, F., & Gunawan, A. C. (2019). Pengaruh Bauran Promosi Dan Harga Terhadap
Keputusan Pembelian Produk Kosmetik Maybelline Di Kota Padang.
https://doi.org/10.31227/osf.io/npjgh

Ting, C., & Peter P. D. Kilduff. (2011). “Author’ s Personal Copy Understanding



Consumer Perceived Value of Casual Sportswear: An Empirical Study Author’ s

Personal Copy.” 18:422-29. https://doi.10.1016/j.jretconser.2011.06.004.

Wang, W., Rui, R., Xiaojuan, C., & Ren, J. (2018). “Media or Message, Which Is the
King in Social Commerce?: An Empirical Study of Participants Intention to
Repost Marketing Messages on Social Media.” Computers in Human Behavior.
https://d0i.10.1016/j.chb.2018.12.007.

Winardi, R. D., Fatmawati, D. (2019). “Metoda Wawancara.” Universitas Gadjah
Mada (September 2018):

Yogesh, F., & Yesha, M. (2014). Effect of Social Media on Purchase Decision.
Pacific Business Review International, 6(11), 45-51.



