
101 

 

 

DAFTAR PUSTAKA 
 

 

Abdul, L., Mohamed, Z., Rezai, G., & Kamaruzzaman, N. (2013). The Impact of 

Food Labeling on Purchasing Behavior Among non-Muslim Consumers in 

Klang Valley. Australian Journal of Basic and Applied Sciences, vol. 7(no. 

1), hal. 124-128. 

Ahmad, N. A., Tunku Abaidah, T., & Abu Yahya, M. (2013). A Study on Halal 

Food Awareness Among Muslim Customers in Klang Valley. 

International Conference on Business and Economic Research 

Preceeding, hal. 1073-1087. 

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

Human Decision Processes 50. Amherst: Academia Press. Inc, hal. 179-

211. 

Ajzen, I. (2005). Attitude, Personality, and Behavior Second Edition. USA: Open 

University Press. 

Alam, S. S. (2011). Applying the Theory of Planned Behavior (TPB) in halal food 

purchasing. International Journal of Commerce and Management, vol. 

21(no.1), hal. 8-20. 

Ambali, A. R., & Bakar, A. N. (2014). People’s Awareness on Halal Foods and 

Products:. Procedia Social and Behavioral Science, vol. 121, hal. 3-25. 

Ambali, A., & Bakar, A. (2013). Halal Food and Products in Malaysia: People's 

Awareness and Policy Implications. Intellectual Discourse, vol. 21(no. 1), 

hal. 7-32. 

Anto, H. (2003). Pengantar Ekonomika Mikro Islami. Yogyakarta : Ekonisia. 

Apriyantono, A. (2005). Makanan dan Minuman Halal: Kaitan antara Syar'i, 

Teknologi dan Sertifikasi. Bandung: Kiblat Buku Utama. 

Awan, H. M., Siddiquei, A. N., & Haider, Z. (2015). Factors affecting Halal 

purchase intention – evidence from Pakistan’s Halal food sector. 

Management Research Review, vol. 38(no. 6), hal. 640-660. 

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(no. 4). 

Aziz, A. Y., & Chok, N. V. (2012). The Role of Halal Awareness, Halal 

Certification, and Marketing Components in Determining Halal Purchase 

Intention Among Non-Muslims in Malaysia: A Structural Equation 

Modeling Approach. Journal of International Food & Agribusiness 

Marketing, vol. 25(no. 1), hal. 1-23. 



102 

 

 

BPS. (2014). Badan Pusat Statistika. Retrieved from Proyeksi Penduduk Menurut 

Provinsi: https://www.bps.go.id/statictable/2014/02/18/1274/proyeksi-

penduduk-menurut-provinsi-2010---2035.html 

BPS. (2017). Badan Pusat Statistika. Retrieved from Laju Pertumbuhan Penduduk 

Menurut Provinsi: https://www.bps.go.id/statictable/2009/02/20/1268/laju-

pertumbuhan-penduduk-menurut-provinsi.html 

BPS. (2017). Badan Pusat Statistika. Retrieved from Impor Barang Konsumsi: 

https://www.bps.go.id/statictable/2014/09/08/1040/impor-barang-

konsumsi-1989-2017.html 

BPS. (2017). Badan Pusat Statistika. Retrieved from Penduduk Menurut 

Kelompok Umur dan Agama yang Dianut: 

https://semarangkota.bps.go.id/statictable/2017/08/09/83/penduduk-

menurut-kelompok-umur-dan-agama-di-kota-semarang-hasil-sp2010-.html 

BPS. (2017). Badan Pusat Statistika. Retrieved from Volume dan Nilai Impor 

Menurut Jenis Komoditas di Provinsi Jawa Tengah, 2016 dan 2017: 

https://jateng.bps.go.id/dynamictable/2019/01/24/76/volume-dan-nilai-

impor-menurut-jenis-komoditas-di-provinsi-jawa-tengah-2016-dan-

2017.html 

Case, K. E., & Fair, R. (2007). Principles of Economics. 8th ed. New Jersey: 

Pearson Education. 

Chapra, M. U. (2002). Masa Depan Ilmu Ekonomi: Perspektif Islam . In M. U. 

Chapra, Masa Depan Ilmu Ekonomi: Perspektif Islam Jakarta: Gema 

Insani Press, 2002. Jakarta: Gema Insani Press. 

Dewi, K., & Ibnu, W. (2015). Sikap Masyarakat Muslim Terhadap Produk 

Makanan Non-Halal Di Kota Semarang. Diponegoro Journal of 

Management, vol. 4(no. 02), hal. 1-12. 

Dinas Kependudukan dan Pencatatan Sipil Kota Semarang. (2018). Retrieved 

from Jumlah Penduduk Kota Semarang: 

http://dispendukcapil.semarangkota.go.id/statistik/jumlah-penduduk-kota-

semarang/2018-12-02 

Durianto, D., & Liana, C. (2004). Analisis Efektivitas Iklan Televisi Softener Soft 

& Fresh di Jakarta dan Sekitarnya dengan Menggunakan Consumer 

Decision Model. Jurnal Ekonomi Perusahaan, vol. 11(no. 1). 

Ferdinand, A. (2006). Structural Equatiom Modeling dalam Penelitian 

Manajemen . Semarang: Badan Penerbit Universitas Diponegoro 

Semarang. 

Ferdinand, A. (2014). Metode Penelitian Manajemen (Pedoman Penelitian untuk 

Penelitian Skripsi, Tesis, dan Disertasi Ilmu Manajemen Edisi kelima. 

Semarang: Diponegoro: Badan Penerbit Universitas Diponegoro. 



103 

 

 

Ghozali, I. (2014). Structural Equation Modeling Metode Alternatif dengan 

Partial Least Squares (PLS) (4th ed.). Semarang: Badan Penerbit 

Universitas Diponegoro. 

Ghozali, I. (2017). Model Persamaan Struktural Konsep dan Aplikasi dengan 

Program AMOS 24 Update Bayesian SEM ed. 7. Semarang: Badan 

Penerbit Universitas Diponegoro Semarang. 

Golnaz, R., Zainal, A., & Mad-Nasir, S. (2012). Assessment of Consumers 

"Confidence on Halal Labelled Manufactured Food in Malaysia". Social, 

Science & Humanities, vol. 20(no. 1), hal. 33-42. 

Golnaz, R., Zainal, A., Mad-Nasir, S., & Eddie-Chew, F. (2009). Concern of 

Halalness of Halal-Labelled Food Product among Muslim Consumer in 

Malaysia. Evaluation Selected Demographic Factors. Economic and 

Technology Management Review, vol. 4, 65-73. 

Hair. (2010). Multivariate data analysis. (7th edition). New Jerset: Pearson 

Education Inc. New Jersey: Pearson Education Inc. 

Haquea, A., Anwarb, N., Tarofderc, A. K., Ahmadb, N. S., & Sharifc, S. R. 

(2018). Muslim Consumer's Purchase Behavior Towards Halal Cosmetic 

Products in Malaysia. Management Science Letters, hal. 1305-1318. 

Hasan, K. S. (2014). Kepastian Hukum Sertifikasi dan Labelisasi Halal Produk 

Pangan. Jurnal Dinamika Hukum, vol. 14(no. 2), hal. 227-238. 

Hussin, S., Hashim, H., Yusof, R., & Alias, N. (2013). Relationship Between 

Product Factors, Advertising and Purchase Intention of Halal Cosmetic. 

Pertanika J. Soc. Sci. & Hum., hal. 85-100. 

Ismail, W. (2010). Korelasi Antara Religiusitas dan Aplikasi Konseling dengan 

Perilaku Penyalahgunaan Narkoba Siswa SMA Negeri di Makassar. 

Lentera Pendidikan, vol. 13, hal. 121-133. 

Jamal, A., & Sharifuddin, J. (2015). Perceived value and perceived usefulness of 

halal labeling: The role of religion and culture. Journal of Business 

Research, vol. 68(no. 5), hal. 933-941. 

Karim, A. (2011). Ekonomi Mikro Islam. 3th ed. Jakarta: Rajawali Pers. 

Khomariyah, N. (2017). Pengaruh Kesadaran Halal, Islamic Branding dan 

Product Ingredients terhadap Minat Beli Produk Luwak White Coffee 

(Studi Pada Masyarakat Desa Putatsewu, Jatitengah, Sukondo, Sragen). 

Surakarta. 

Khraim, H. (2010). Measuring religiosity in consumer research from an Islamic 

perspective. International Journal of Marketing Studies, vol. 2(no. 2), hal. 

166-179. 

Mannan, M. A. (1993). Ekonomi Islam: Teori dan Praktek (terj.). Yogyakarta: 

PT. Dana Bhakti Wakaf. 



104 

 

 

Mas'ud, F. (2017). Manajemen Bisnis Berbasis Pandangan Hidup Islam. 

Semarang : Undip Press. 

Mokhlis, S. (2009). Relevancy and Measurement of Religiosity in Consumer 

Behavior Research. International Business Research, vol. 2, hal. 75-84. 

Muhammad. (2004). Ekonomi Mikro dalam Perspektif Islam. Yogyakarta: BPFE. 

Mukhtar, A., & Butt, M. M. (2012). Intention to Choose Halal Products: The Role 

of Religiosity. Journal of Islamic Marketing, vol. 3(no. 2), hal. 108-120. 

Nurfajri, Y. F. (2017). The Effect of Halal-Labelled Food Awareness Towards 

Purchase Intention Among Urban Muslims (Study of Indonesian Students 

in Japan). AFEBI Islamic Finance and Economic Review (AIFER) , vol. 

2(no. 2), hal. 55-78. 

Nurul, H., & Muchlisin. (2014). Pengaruh Label Halal Pada Makanan terhadap 

Konsumsi Mahasiswa Fakultas Agama Islam. SUHUF, vol. 26(no. 1), hal. 

57-66. 

P3EI. (2013). Ekonomi Islam. Jakarta: Rajawali Pers. 

Pardiansyah, E., & Rahmat, B. (2018). Factors Affecting Millennial Muslim 

Awareness of Halal Food Products in Indonesia. International Journal of 

Social Science and Economic Research, vol. 03, hal. 1411-1432. 

Qardhawi, Y. (1997). Norma dan Etika Ekonomi Islam (terj.). Jakarta: Gema 

Insani Prss. 

Rajagopal, S., Ramanan, S, Visvanathan, R., & Satapathy, S. (2011). Halal 

certification: implication for marketers in UAE. Journal of Islamic 

Marketing, vol. 2(no. 2), hal. 132-153. 

Ramly, Z., Chai, L., & Lum, C. (2008). Religiosity as a predictor of consumer 

ethical behavior: SOme evidence from young consumers from Malaysia. 

Journal of Business Systems, Governance and Ethics, vol. 3(no. 4), hal. 

43-56. 

Rohmah, A. N. (2019). Pengaruh Halal Awareness dan Halal Certification 

terhadap Minat Beli Produk Makanan Halal. Surakarta. 

Rois, E. L. (2016). Pengaruh Religiusitas, Norma Subjektif dan Perceived 

Behavioral Control Terhadap Niat Membeli Produk Makanan Ringan 

Berlabel Halal (Studi Pada Mahasiswa Muslim Fakultas Ekonomi 

Universitas Negeri Yogyakarta). Yogyakarta. 

Said, M., & Hassan, F. (2014). The antecendents of halal consumption 

congruence (HaCC) of Malaysia's halal food products: A conceptual 

approach. Abstract of Emerging Trends in Scientific Research, vol. 

130(no.1), hal. 120-128. 

Salehudin, I., & Luthfi, B. A. (2011). Marketing Impact of Halal Labeling toward 

Indonesian Muslim Consumer’s Behavioral Intention. Asean Marketing 

Journal, vol. 3(no. 1), hal. 35-44. 



105 

 

 

Salehudin, I., & Mukhlish, B. (2012). Pemasaran Halal: Konsep, Implikasi dan 

Temuan di Lapangan. Dulu mendengar sekarang bicara: kumpulan tulisan 

ekonom muda FEUI, hal. 293-305. 

Salman, F., & Siddiqui, K. (2011). An exploratory study for measuring consumer 

awareness and perceptions towards halal food in Pakistan. Interdiciplinary 

Journal of Contemporary Research in Business, vol. 3(no. 2), hal. 639-

652. 

Sekaran, U., & Bougie, R. (2017). Metode Penelitian untuk Bisnis Pendekatan 

Pengembangan Keahlian. Jakarta: Salemba Empat. 

Shaari, J. A., & Mohd Arifin, N. (2010). Dimension of Halal Purchase Intention: 

A Preliminary Study. 

Soegiono, F. (2012). Impor Vs Lokal: Studi Kasus Tentang Keputusan Membeli 

Makanan Kemasan. vol. 1(no. 1), hal. 10. 

Sugiyono. (2014). Metode Penelitian Pendidikan (Pendekatan Kuantitatif, 

Kualitatif dan R&D). Bandung: Alfabeta. 

Sukesti, F., & Budiman, M. (2014). The Influence Halal Label and Personal 

Religiousity on Purchase Decision on Food Products in Indonesia. 

International Journal of Business. Economic and Law, vol. 4(no. 1). 

Verbeke, W. (2006). Sustainable Food Consumption: Exploring the Consumer 

"Attitude - Behavioral Intention" gap. Journal of Agricultural and 

Environmental Ethics, hal. 169-194. 

Widagdo, P. (2015). Faktor-Faktor Yang Memengaruhi Awareness Masyarakat 

Muslim Kota Bogor Terhadap Produk Olahan Pangan Halal. Bogor. 

Yasid. (2013). Perilaku Konsumen: Perspektif Konvensional dan Perspektif Islam. 

EKBISI, vol. 7(no. 2), hal. 186-200. 

Yasid, Farhan, F., & Andriansyah, Y. (2016). Factors Affecting Muslim Students 

Awareness of Halal Products in Yogyakarta, Indonesia. International 

Review of Management and Marketing, vol. 6(no. 4), hal. 27-31. 

Yuli, M., & Syaad, A. (2012). Pengaruh Pencantuman Label Halal pada Kemasan 

Mie Instan terhadap Minat Pembelian Masyarakat Muslim (Studi Kasus 

Pada Mahasiswa Universitas Al-Washliyah, Medan). Jurnal Ekonomi dan 

Keuangan, vol. 1(no. 1). 

Yunus, S., Wan, E., Norafifa, M., & Norhidayah, M. (2013). Muslim's Purchase 

Intention towards Non-Muslim's Halal Packaged Food Manufacturer. 

Procedia - Social and Behavioral Sciences, hal. 145-154. 

Zuhirsyan, M., & Nurlinda. (2018). Pengaruh Religiusitas dan Persepsi Nasabah 

terhadap Keputusan Memilih Bank Syariah. Al-Amwal, vol. 10(no. 1), hal. 

48-62. 

 


