
 
 

89 
 

DAFTAR PUSTAKA 

Al Ghazali, Imam. (2007). Rahasia Halal-Haram: Hakikat Batin Perintah dan 

Larangan Allah. Terjemahan oleh Iwan Kurniawan. Bandung: Mizania.  

Al-Imam Abul Fida Isma‟il Ibnu Katsir ad-Dimasyqi, Terjemah Tafsir Ibnu Katsir 

Juz 1, Bandung: Sinar Baru al-Gensindo, 2002. 

Andi Gunawan , Chakti.” The Book of Digital Marketing” (Makasar: Celebes 

Media Perkasa, 2019),53-54.  

Asiyah, S. and Hariri, H. (2021) „Perilaku Konsumen Berdasarkan Religiusitas‟, 

Perisai : Islamic Banking and Finance Journal, 5(2), pp. 158–166. doi: 

10.21070/perisai.v5i2.1533. 

Aurelia, F. and Nawawi, M. T. (2021) „Pengaruh Customer Satisfaction, 

Perceived Value, Dan Trust Terhadap Online Repurchase Intention Pada 

Fashion Di Instagram Di Jakarta‟, Jurnal Manajerial Dan 

Kewirausahaan, 3(1), p. 117. doi: 10.24912/jmk.v3i1.11296. 

Ayu, I. et al. (2021) „Analisis Persepsi IKM Terhadap Peran Events untuk 

Memoderasi Pengaruh Kualitas Produk dan Produk Value on Brand 

Image ( Studi di Denpasar Festival )‟, 4(2), pp. 85–94. 

Calabuig, F. et al. (2014) „Effect of price increases on future intentions of sport 

consumers‟, Journal of Business Research. Elsevier Inc., 67(5), pp. 729–

733. doi: 10.1016/j.jbusres.2013.11.035. 

Carolina, C., Ruswanti, E. and Pamungkas, R. A. (2021) „Analysis on Value 

Perception, Word of Mouth, Price, and Trust towards Patient Loyalty at 

Proklamasi Hospital, Jakarta‟, Journal of Multidisciplinary Academic, 

5(2), pp. 143–147. 

Charity, M. L. (2017) „Jaminan Produk Halal di Indonesia‟, Jurnal Legislasi 

Indonesia, 14(1), pp. 99–108. Available at: http://www. 

Chen, Y. S. (2010) „The drivers of green brand equity: Green brand image, green 

satisfaction, and green trust‟, Journal of Business Ethics, 93(2), pp. 307–

319. doi: 10.1007/s10551-009-0223-9. 

Damiati et al. (2017) Perilaku Konsumen. Bandung: Widina Bhakti Persada. 

Dukcapil (2021) „Jumlah Penduduk Beragama Di Indonesia‟, p. 2021. 

Eliza, R., Sinaga, M. and Kusumawati, A. (2018) „Pengaruh Youtube Beauty 

Vlogger Terhadap Minat Beli Konsumen dan Dampaknya Terhadap 

Keputusan Pembelian Produk (Studi pada Pengguna Kosmetik 

Maybelline di Indonesia)‟, Jurnal Administrasi Bisnis (JAB)|Vol, 63(1), 



90 
 

 
 

pp. 187–196. Available at: www.pixability.com. 

Furqon, I. K. (2018) „TEORI KONSUMSI dalam ISLAM‟, Adzkiya : Jurnal 

Hukum dan Ekonomi Syariah, 6(1), pp. 1–18. doi: 

10.32332/adzkiya.v6i1.1169. 

Ghazali, M. A. I., & Sawaria, S. S. M. (2014). Amalan standard halal di negara-

negara Asia Tenggara. International Journal of Islamic and 

Civilizational Studies, 1(1), 35-44. 

Ghozali, I. (2016). Aplikasi Analisis Multivariete dengan Program IBM SPSS 23. 

Semarang: Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2016). Desain Penelitian Kuantitatif dan Kualitatif untuk Akuntansi, 

Bisnis, dan Ilmu Sosial Lainnya. Semarang: Yoga Pratama. 

Giffar, D. (2016) „Peran iklan, brand image, price, trust, dan perceived value 

terhadap repurchase intention Traveloka‟, Jurnal Ilmiah Mahasiswa FEB, 

4(1), p. 11. Available at: 

https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/2501/2272. 

Haro, A. (2018) „Determinants of Halal Cosmet-ics Purchase Intention on 

Indonesian Female Muslim Customer‟, Journal of Entrepreneurship, 

Busi-ness and Economics, 6(1), pp. 78–91. Available at: 

www.scientificia.com. 

Hermawan, I. and Ahmad, N. (2020) „Konsep Amanah dalam Perspektif 

Pendidikan Islam‟, QALAMUNA: Jurnal Pendidikan, Sosial, dan Agama, 

12(2), pp. 141–152. doi: 10.37680/qalamuna.v12i2.389. 

Hernawaty, Chrisna, H. and Noviani (2020) „Vol . 11 No . 1 Agustus 2020 ISSN : 

2087 - 4669‟, Jurnal Akuntansi Bisnis & Publik, 11(1), pp. 1–10. 

Available at: 

http://jurnal.pancabudi.ac.id/index.php/akuntansibisnisdanpublik/article/v

iew/951. 

Hoetoro, Arif. (2018). Ekonomi Mikro Islam Pendekatan Integratif. Malang : UB 

press.  

Inggritia Safitri M, S. (2020) „Perilaku Konsumen Terhadap Kesadaran 

Menggunakan Produk Kosmetik Halal‟, Jurnal Bisnis dan Akuntansi, 

22(1), pp. 57–72. doi: 10.34208/jba.v22i1.613. 

Juniwati, J. and Sumiyati, S. (2020) „The Role of Satisfaction in Mediating the 

Effect of e-Service Convenience, Security, and Trust on Repurchase 

Intention in the Marketplace Case study: Shopee Marketplace‟, GATR 

Journal of Management and Marketing Review, 5(2), pp. 93–98. doi: 

10.35609/jmmr.2020.5.2(1). 



91 
 

 
 

Kotler, Philip dan Armstrong, Gary. (2012). Principles of Marketing. New Jersey: 

Prentice Hall. 

Kotler, Philip., Kevin Lane Keller. (2009). Manajemen Pemasaran. PT Indeks. 

Jakarta. 

Kotler, Philip dan Keller, K.L. (2012). Marketing Manajement (14thed). Uneted 

state : Pearson. 

Kotler, P. & Keller, K.L. (2016). Marketing Management (Edisi ke-15.). New 

Jersey: Pearson Education, Inc. 

Kusdyah, I. (2012) „Persepsi Harga, Persepsi Merek, Persepsi Nilai, Dan 

Keinginan Pembelian Ulang Jasa Clinic Kesehatan (Studi Kasus Erha 

Clinic Surabaya)‟, Jurnal Manajemen Pemasaran, 7(1), pp. 25–32. doi: 

10.9744/pemasaran.7.1.25-32. 

Kustini, N. I. (2011) „Experiential Marketing, Emotional Branding, and Brand 

Trust and Their Effect on Loyalty on Honda Motorcycle Product‟, 

Journal of Economics, Business, and Accountancy | Ventura, 14(1), pp. 

19–28. doi: 10.14414/jebav.v14i1.12. 

Lestari, V. T. and Ellyawati, J. (2019) „Effect of E-Service quality on repurchase 

intention: Testing the role of e-satisfaction as mediator variable‟, 

International Journal of Innovative Technology and Exploring 

Engineering, 8(7C2), pp. 158–162. doi: 10.35940/ijitee.g5400.0881019. 

Maharani, D. and Hidayat, T. (2020) „Rasionalitas Muslim : Perilaku Konsumsi 

dalam Prespektif Ekonomi Islam‟, Jurnal Ilmiah Ekonomi Islam, 6(3), p. 

409. doi: 10.29040/jiei.v6i3.1374. 

Mas‟ud, Fuad. 2017. Manajemen Bisnis Berbasis Pandangan Hidup Islam. 

Semarang: Undip Press. 

Maqsood Ahmad Sandhu, Ahm Shamsuzzoha, P. H. (2016) „Religiosity 

moderates the relationship between ego-defensive function and attitude 

towards advertising‟, The Eletronic Library, 34(1), pp. 1–5. 

McKnight, D. H., Choudhury, V. and Kacmar, C. (2002) „Developing and 

validating trust measures for e-commerce: An integrative typology‟, 

Information Systems Research, 13(3), pp. 334–359. doi: 

10.1287/isre.13.3.334.81. 

Mowen, Michael minor. (2012). Perilaku konsumen Jilid 1 Edisi Kelima. Jakarta : 

Erlangga. 

MURDIFIN, I. et al. (2020) „What drives consumers repurchase intention in 

mobile apps? An empirical study from Indonesia‟, Revista ESPACIOS, 

41(19), pp. 197–211. 



92 
 

 
 

Nieke Monika Kulsum.(2018).Modul Perilaku Konsumen. Jakarta : Universitas 

Nasional 

Nurvita Anggraeni, L. H. (2015) „Pengaruh Kepercayaan, Persepsi Kegunaan, dan 

Persepsi Kemudahan Terhadap Niat Penggunaan Sistem E tiket‟, 

Universitas Brawijaya, (July), pp. 1–23. 

Pakpahan, E. S. B. (2017) „Pengaruh Kredibilitas Celebrity Endorser Terhadap 

Keputusan Pembelian dan Kepuasan Konsuman YOU-C 1000 Vitamin di 

Kota Pekanbaru‟, Nuevos sistemas de comunicación e información, pp. 

2013–2015. 

Patimah, A., Yafiz, M. and Marliyah (2017) „Celebrity Endorser, Brand Image, & 

Kepuasan Pelanggan Terhadap Loyalitas Pelanggan‟, Al-Muamalat 

Jurnal Hukum Ekonomi Syariah, III(01), pp. 135–153. 

Putri, L. H. (2016) „Faktor-faktor Yang Mempengaruhi Minat Pembelian Ulang 

Konsumen Terhadap Produk Naget Delicy‟, Jurnal Manajemen dan 

Start-Up Bisnis, 1(2), pp. 162–170. Available at: 

https://journal.uc.ac.id/index.php/performa/article/view/138#:~:text=Hasil 

dari penelitian ini adalah,%2C harga%2C dan lingkungan fisik. 

Rahman, M. S., Haque, M. M. and Khan, A. H. (2012) „A Conceptual Study on 

Consumers‟ Purchase Intention of Broadband Services: Service Quality 

and Experience Economy Perspective‟, International Journal of Business 

and Management, 7(18), pp. 115–129. doi: 10.5539/ijbm.v7n18p115. 

Razak, M. et al. (2020) „Antecedents and consequence of brand management: 

empirical study of Apple‟s brand product‟, Journal of Asia Business 

Studies. Emerald Publishing Limited, 14(3), pp. 307–322. doi: 

10.1108/JABS-01-2019-0030. 

Rodriguez, K. P. (2008) „Apparel Brand Endorsers and Their Effects on‟, 

Philippine Management Review, 15, pp. 83–99. 

Roslinahwati Abdul Rajak dan Suddin Lada (2018) „Pengaruh Komitmen 

Kosmetik Halal the Effects of Affective , Calculative and Normative 

Commitments on Halal Cosmetic Users ‟ Trust‟, 5, pp. 13–28. 

Santi, M. (2019) „Perkembangan Ekonomi Syariah Di Indonesia‟, 

Https://Irfan.Id/Perkembangan-Ekonomi-Syariah-Di-Indonesia/, 07(01), 

pp. 47–56. Available at: http://ejournal.staim-

tulungagung.ac.id/index.php/Eksyar. 

Setiadi, Nugroho J.(2013). Perilaku Konsumen:Persfektif Kontemporer pada 

Motif,Tujuan, dan Keinginan Konsumen Edisi Revisi. Jakarta: Kencana. 

Setyowati, R. B. (2019) „Pengaruh Sikap Belanja Online Terhadap Trust Melalui 

Mediator Kepuasan Pelanggan‟, Ikraith Humaniora, 3(74), pp. 58–64. 



93 
 

 
 

doi: 10.31219/osf.io/fjae2. 

Shimp, Terence. (2014). Komunikasi Pemasaran Terpadu dalam periklanan dan 

Promosi. Jakarta: Salemba Empat. 

Sheth, J. N., Newman, B. I. and Gross, B. L. (1991) „Why we buy what we buy: A 

theory of consumption values‟, Journal of Business Research, 22(2), pp. 

159–170. doi: 10.1016/0148-2963(91)90050-8. 

Silaen, Sofar dan Widiyono. 2013. Metodologi Penelitian Sosial : Untuk 

penulisan Skripsi dan Thesis. Jakarta: In Media 

Sugiono, S. (2015). Metode penelitian kuantitatif, kualitatif, dan r & d. Bandung: 

Alfabeta. 

Sugiyono. (2012). Metode Penelitian Pendidikan Pendekatan Kuantitatif, 

Kualitatif, dan R&D. Bandung: Alfabeta. 

Soesilowati, E. S. and Yuliana, I. (2010) „Komparasi Perilaku Konsumen Produk 

Halal Di Area Mayoritas Dan Minoritas Muslim a Comparison of 

Consumers ‟ S Behaviour in Muslim Mayority‟, Jurnal Ekonomi dan 

Pembangunan, 21, pp. 167–178. Available at: 

https://media.neliti.com/media/publications/77778-ID-komparasi-

perilaku-konsumen-produk-halal.pdf. 

Sudarti, K. et al. (2021) „Religious Value Co-Creation: A Strategy to Strengthen 

Customer Engagement‟, Lecture Notes in Networks and Systems, 278, pp. 

417–425. doi: 10.1007/978-3-030-79725-6_41. 

Sudha M. and Sheena K (2017) „Impact of Influencers in Consumer Decision 

Process: The Fashion Industry‟, Interdisciplinary Journal on Law, Social 

Sciences and Humanities, 1(2), p. 1. doi: 10.19184/ijl.v1i1.19146. 

Suharyono (2018) „Perilaku Konsumen dalam Perspektif Islam‟, Computers and 

Industrial Engineering, 2(January), p. 6. Available at: 

http://ieeeauthorcenter.ieee.org/wp-content/uploads/IEEE-Reference-

Guide.pdf%0Ahttp://wwwlib.murdoch.edu.au/find/citation/ieee.html%0A

https://doi.org/10.1016/j.cie.2019.07.022%0Ahttps://github.com/ethereu

m/wiki/wiki/White-Paper%0Ahttps://tore.tuhh.de/hand. 

Tirtana, I. and Sari, P. S. (2014) „Analisis pengaruh persepsi kebermanfaatan, 

persepsi kemudahan dan kepercayaan terhadap penggunaan mobile 

banking‟, Prosiding Seminar Nasional dan Call for Paper Program Studi 

Akuntansi-FEB UMS, 25, pp. 671–688. Available at: 

https://publikasiilmiah.ums.ac.id/xmlui/handle/11617/4589. 

Trivedi, S. K. and Yadav, M. (2020) „Repurchase intentions in Y generation: 

mediation of trust and e-satisfaction‟, Marketing Intelligence and 

Planning, 38(4), pp. 401–415. doi: 10.1108/MIP-02-2019-0072. 



94 
 

 
 

Vinna Sri.(2016). Ekonomi Mikro syariah. Bandung: Pustaka Setia. hal. 86. 

Wang, Y. and Tsai, C. (2014) „The Relationship between Brand Image and 

Purchase Intention: Evidence from Award Winning Mutual Funds‟, The 

Relationship between Brand Image and Purchase Intention: Evidence 

from Award Winning Mutual Funds, 8(2), pp. 27–40. 

Widodo, W. and Mawardi, M. (2017) „Pengaruh Beauty Vlogger Terhadap Source 

Characteristics Serta Dampaknya Terhadap Purchase Intention‟, Jurnal 

Administrasi Bisnis S1 Universitas Brawijaya, 47(1), pp. 63–69. 

Yuksel, A., Yuksel, F. and Bilim, Y. (2010) „Destination attachment: Effects on 

customer satisfaction and cognitive, affective and conative loyalty‟, 

Tourism Management. Elsevier Ltd, 31(2), pp. 274–284. doi: 

10.1016/j.tourman.2009.03.007. 

Zukhrufani, A. and Zakiy, M. (2019) „the Effect of Beauty Influencer, Lifestyle, 

Brand Image and Halal Labelization Towards Halal Cosmetical 

Purchasing Decisions‟, Jurnal Ekonomi dan Bisnis Islam (Journal of 

Islamic Economics and Business), 5(2), p. 168. doi: 

10.20473/jebis.v5i2.14704. 

 

 

 

 

 

 

 

 

 

 

 

 

 


