DAFTAR PUSTAKA

Aaker, D. A. (2009). Managing Brand Equity: Capitalizing on the Value of a Brand Name.
New York: Simon and Schuster.

Afendi, A. (2020). The Effect of Halal Certification, Halal Awareness and Product
Knowledge on Purchase Decisions for Halal Fashion Products. Journal of Digital
Marketing and Halal Industry, 2(2), 145-154.

Ambali, A. R., & Naqgiyuddin Bakar, A. (2013). Halal food and products in Malaysia:
People's Awareness and Policy Implications. Intellectual Discourse, 21(1), 7-32.

Bamberg, S., & Schmidt, P. (2003). Incentives, Morality, or Habit? Predicting Students’ Car
Use for University Routes with the Models of Ajzen, Schwartz, and Triandis. Journal
of Environment and Behavior, 35(2), 264-285.

Chin, W. W. (1998). Commentary: Issues and Opinion on Structural Equation Modeling.
Management Information Systems Research Center, Carlson School of Management,
University of Minnesota, 22(1), 7-16.

Darmalaksana & Aziz (2022). Prinsip Keharusan Label Sertifikasi Halal pada Barang
Gunaan dalam Perniagaan Islam. Gunung Djati Conference Series, 8(2), 319-326.

Garg, P., & Joshi, R. (2018). Purchase Intention of “Halal” Brands in India: The Mediating
Effect of Attitude. Journal of Islamic Marketing, 9(3), 683—694.

Ghozali, 1. (2015). Partial Least Squares Konsep Teknik Dan Aplikasi Dengan Program
Smart PLS 3.0. Semarang: Universitas Diponegoro Semarang.

Gunawan, D., Pratiwi, A. D., Arfah, Y., & Hartanto, B. (2022). Keputusan Pembelian
Skincare Safi Berbasis Media Marketing. Padangsidimpuan: PT Inovasi Pratama
Internasional.

Clear, J. (2018). Atomic Habits: An Easy & Proven Way to Build Good Habits & Break Bad
Ones. New York: Penguin Random House.

Jannah, S. M., & Al-Banna, H. (2021). Halal Awareness and Halal Traceability: Muslim
Costumers’ and Entrepreneurs’ Perspective. Journal of Islamic Monetary Economics
and Finance, 7(2), 285-316.

Juliana. (2022). Halal Awareness: Pengaruhnya Terhadap Keputusan Pembelian Konsumen
Shopee dengan Religiositas Sebagai Variabel Moderasi. Jurnal Ilmiah Manajemen,
13(2), 169-180.

Karimi, S., Papamichail, K. N., & Holland, C. P. (2015). The effect of prior knowledge and
decision-making style on the online purchase decision-making process: A typology of
consumer shopping behaviour. Decision Support Systems, 77, 137-147.

86



87

Katadata.com. (2022). Konsumsi Produk Halal Indonesia Ditaksir Capai Rp 4.033 T pada
2025. Katadata.Com. Diakses pada tanggal 16 Mei 2025 dari:
https://katadata.co.id/finansial/makro/622f10bbbc328/konsumsi-produk-halal-
indonesia-ditaksir-capai-rp-4033-t-pada-2025

Komite Nasional Keuangan Syariah. (2019). Strategi Nasional Pengembangan Industri
Halal Indonesia. Jakarta: Kementerian Perencanaan Pembangunan Nasional.

Kompasiana (2024). Perkembangan Pasar Kosmetika Kaum Lelaki Memenuhi Tren
Perawatan Diri yang Semakin Kompleks. Diakses pada tanggal 16 Mei 2025 dari:
https://www.kompasiana.com/merzagamal8924/674ba6cc34777¢31f86d48b3/perkem
bangan-pasar-kosmetika-kaum-lelaki-memenuhi-tren-perawatan-diri-yang-semakin-
kompleks

Kotler, Philip., & Keller, K. Lane. (2016). Marketing Management 15 Edition. London:
Pearson Education Ltd.

Latan, H., & Ghozali, 1. (2015). Partial Least Squares: Concepts, Techniques and
Applications using SmartPLS 3. Semarang: Universitas Diponegoro Semarang.

Mubarrok, U. S., Ulfi, I., Sukmana, R., & Sukoco, B. M. (2022). A Bibliometric Analysis
of Islamic Marketing Studies. Emerald Group Holdings Ltd, 13(4), 933-955.

Hasyim & Vania (2025). The Effect of Halal Awareness and Habit on Purchase Decisions
with Religiosity as a Moderating. Jurnal Rumpun Manajemen Dan Ekonomi, 2(1).

Prasetyo, Puji Yuwanna & Darwanto (2023). Pengaruh Kesadaran Halal terhadap
Keputusan Pembelian Konsumen Muslim dengan Religiusitas sebagai Variabel
Moderasi. Diponegoro Journal of Islamic Economics and Business DJIEB Vol 3 No 1
(2023)

Muhliza, A. P. N., Aprilianto, F., & Salama, S. C. U. (2025). Pengaruh Label Halal, Kualitas
Produk, dan Citra Merek Terhadap Keputusan Pembelian Produk Skincare Pria Kahf.
Journal of Islamic Economics Development and Innovation (JIEDI), 5(1), 033-047.

Mukhtar, A., & Butt, M. M. (2012). Intention to Choose Halal products: The Role of
Religiosity. Journal of Islamic Marketing, 3(2), 108—120.

Kotler, P., & Armstrong, G. (2016). Principles of Marketing 7th. Melbourne: Pearson
Education Australia.

Rafiki, A., Hidayat, S. E., & Nasution, M. D. T. P. (2023). An Eextensive Effect of
Religiosity on The Purchasing Decisions of Halal Products. PSU Research Review,
7(2), 898-919.

Imamuddin, M., Syahrul, S., & Dantes, R. (2020). Pengaruh Label Halal Dimoderasi
Religiusitas Terhadap Keputusan Pembelian Produk Kemasan oleh Mahasiswa
PTKIN Se-Sumatera Barat. Jurnal Manajemen dan Bisnis, STIE Dewantara, 7(2),
123-134.

Riyanto, S., & Hatmawan, A. A. (2020). Metode riset penelitian kuantitatif penelitian di
bidang manajemen, teknik, pendidikan dan eksperimen. Sleman: Deepublish,


https://katadata.co.id/finansial/makro/622f10bbbc328/konsumsi-produk-halal-indonesia-ditaksir-capai-rp-4033-t-pada-2025
https://katadata.co.id/finansial/makro/622f10bbbc328/konsumsi-produk-halal-indonesia-ditaksir-capai-rp-4033-t-pada-2025

88

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). 4 Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). California: SAGE Publications

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill Building
Approach. West Sussex: John Wiley & Sons.

Shah Alam, S., & Mohamed Sayuti, N. (2011). Applying the Theory of Planned Behavior
(TPB) in Halal Food Purchasing. International Journal of Commerce and
Management, 21(1), 8-20.

Solimun, S. (2011). Analisis Variabel moderasi dan Mediasi. Malang: Universitas
Brawijaya.

Stark, R., & Glock, C. Y. (1970). American piety: The nature of religious commitment.
California: University of California Press.

State Of The Global Islamic Economic Report. (SGIE 2023/24). Diakses pada tanggal 16
Mei 2025 dari: https://salaamgateway.com/specialcoverage/SGIE24

Sugiyono. (2013). Metode Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif dan
R&D (Edisi 21). Bandung: Alfabeta.

Tjiptono, F. (2014). Pemasaran Jasa. Penerapan dan Penelitian. Yogyakarta: Andi Offset.



