DAFTAR PUSTAKA

Aghivirwiati, G. A., Poniah, Juliawati, A., Thorman, Lumbanraja Ps, C., Qosim,
N., & Liow, F. E. R. (2022). Manajemen Kualitas. Cendikia Mulia Mandiri.

Ahmad, A., & Yahya. (2013). A Study on Halal food Awareness among Muslim
Customers in Klang Valley. In.: 4th International Conferenceon Businessand
Economic Research Proceeding. Bandung.

Alserhan, B. A. (2017). The Principles of Islamic Marketing. Routledge.

Alwi, S. F. S., & Kitchen, P. J. (2014). Projecting corporate brand image and
behavioral response in business schools: cognitive or affective brand
attributes?. Journal of Business Research, 66(11), 2323-2336.

Amanda, D. P., & Aslami, N. (2021). Pengaruh Citra Merek dan Periklanan
terhadap Keputusan Pembelian Polis Asuransi. VISA: Journal of Vision and
Ideas, 1(3), 288-296.

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, 3-25.

Anisya, R., Wijayanti, R., & Efendi, B. (2020). Pengaruh Label Halal, Harga, Dan
Kualitas Produk Terhadap Keputsan Pembelian Produk Aice (Studi Kasus
Pada Mahasiswa UNSIQ Jawa Tengah Di Wonosobo). Journal of Economic,
Business and Engineering, 98—105.

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

Arrosyid, M. A., Arifin, M. Z., & Bisari, N. A. (2024). Analisis Pengaruh Brand
Equity, Promosi, dan Kualitas Produk Terhadap Minat Beli Konsumen Produk
Minuman Viral Mixue Di Jombang. 4/ Muragabah: Journal of Management
and Sharia Business, 4(1), 1-23.

Aspan, H., Sipayung, I. M., Muharrami, A. P., & Ritonga, H. M. (2017). The Effect
of Halal Label, Halal Awarness, Product Price, and Brand Image to the
Purchasing Decision on Cosmetic Products (Case Study on Consumers of Sari
Ayu Martha Tilaar in Binjai City). International Journal of Global
Sustainability, 1(1), 55. https://doi.org/10.5296/ijgs.v1i1.12017

Aziz, M. (2017). Perspektif Maqashid Al-Syariah dalam Penyelenggaraan Jaminan
Produk Halal di Indonesia Pasca Berlakunya Undang-Undang Nomor 33 tahun
2014 tentang Jaminan Produk Halal. A/ Hikmah: Jurnal Studi Keislaman, 7(2),
78-94.

95



96

Aziz, Y. A., & Chok, N. V. (2013a). 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 and Agribusiness Marketing, 25, 1—
23.

Baehaqi, M., Cahyono, R. S., & Prasetyo, A. (2003). Non-Muslim Customer
Acceptance Behavior Toward Halal Products in Yogyakarta. IQTISHADIA,
16(2), 301-326.

Bashir, A. M. (2019). Effect of halal awareness, halal logo and attitude on foreign
consumers’ purchase intention. British Food Journal, 121(9), 1998-2015.
https://doi.org/10.1108/BFJ-01-2019-0011

Bashir, A. M., Bayat, A., Olutuase, S., & Abdul Latiff, Z. A. (2019). Factors
Affecting Consumers’ Intention Towards Purchasing Halal Food in South
Africa: A Structural Equation Modelling. Journal of Food Products
Marketing, 25(1), 26—48. https://doi.org/10.1080/10454446.2018.1452813

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2006). Consumer Behavior 10th
edition. Thomson South Western.

BPJPH. (2022). Keputusan Kepala Badan Penyelenggara Jaminan Produk Halal
Nomor 40 Tahun 2022 Tentang Penetapan Label Halal. In Badan

Penyelenggara Jaminan Produk Halal (pp. 1-3).

BPJPH. (2024). Tentang BPJPH. Badan Penyelenggara Jaminan Produk Halal
(BPJPH). https://bpjph.halal.go.id/detail/tentang-bpjph

Chong, S. C., Yeow, C. C.,, Low, C. W., Mah, P. Y., & Tung, D. T. (2022). Non-
Muslim Malaysians’ purchase intention towards halal products. Journal of
Islamic Marketing, 13(8), 1751-1762.

CNBC. (2024). Sepak Terjang Ratu Kosmetik RI Pemilik 14 Merek Kecantikan.
CNBC Insight. https://www.cnbcindonesia.com/lifestyle/20240228115901-
33-518263/sepak-terjang-ratu-kosmetik-ri-pemilik-14-merek-kecantikan

Damit, D. H. D. A., Harun, A., Martin, D., Shamsudin, A. S. B., & Kassim, A. W.
M. (2018). Non Muslim Consumers Attitude and Repurchase Behaviour
Towards Halal Food: An Application of Buyer Behaviour Model. WSEAS

Transactions on Business and Economics, 15,413-422.

Ditjen Dukcapil Kemendagri. (2024). Jumlah Penduduk Menurut Agama Semester

1 Tahun 2024. Kementerian Agama.
https://satudata.kemenag.go.id/dataset/detail/jumlah-penduduk-menurut-
agama

Eko Sugiarto. (2017). Menyusun Proposal Penelitian Kualitatif Skripsi dan Tesis.



97

Suaka Media.

Esa, 1., Masud, F., & Gunanto, E. Y. A. (2021). Pengaruh faktor kesadaran halal,
harga, pelayanan dan religiusitas terhadap keputusan pembelian orichick di
kota semarang. Ad-Deenar: Jurnal Ekonomi Dan Bisnis Islam, 5(2), 283-298.

Fadhilah, N., & Wicaksono, A. (2024). The Role of Halal Awareness in Affecting
Cosmetic Purchase Behavior. Al-Rehla: Journal of Islamic Business and
Economics, 1(7), 45-57.

Fadila, C. T. (2019). Analisis Pengaruh Label Halal, Kualitas Produk, Dan Harga
Terhadap Keputusan Pembelian (Studi Pada Toko Roti Bread Boy Bakery &
Cake Shop Di Banda Aceh). Universitas Islam Negeri Ar-Raniry.

Fatimah, C., Surawan, S., & Wahdah, N. (2022). Implikasi Sertifikat Halal Produk
Dalam Sakralisasi Agama Di Indonesia. Muasarah: Jurnal Kajian Islam
Kontemporer, 4(2), 97-108.

Fatmalawati, D. S., & Andriana, A. N. (2021). Pengaruh Citra Merek, Harga Dan
Kualitas Produk Terhadap Minat Pembelian Ulang Kosmetik Pt. Paragon

Technology and Innovation. JMB : Jurnal Manajemen Dan Bisnis, 10(1),
177-186. https://doi.org/10.31000/jmb.v1011.4228

Fauziah, D. R. (2021). Analisis Implementasi Jaminan Produk Halal Terhadap
Pelaku UMKM. Aksioma Al-Musagoh, 4(2), 99—112.

Ferdinand, A. (2006). Metode Penelitian Manajemen: Pedoman Penelitian untuk
Skripsi, Tesis dan Disertai Ilmu Manajemen. Semarang; Universitas
Diponegoro.

Gateaway, S. (2024). State of the Global Islamic Economy (SGIE) 2024/25 Report.
Salam Gateaway.
https://drive.google.com/drive/folders/1g2rUrV Vas7u7nHwtISpsbG1V3Z4B
HXCf

Ghazali, 1., & Latan, H. (2015). Partial Least Squares; Konsep, Tekhnik dan
Aplikasi menggunakan Program Smart PLS 3.0. Semarang: Badan Penerbit
Undip.

Ghozali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25.
Badan Penerbit Universitas Diponegoro: Semarang.

Gujarati, D. N., & Porter, D. C. (2009). Basic Econometric (N. Fox,Ed). New
York: McGraw-Hill/Irwi.

Handoko, E., Wirawati, S. M., & Gunawan, W. (2020). Usulan Rencana Perbaikan
Kualitas Produk Komponen Vamp Dengan Pendekatan Metode Gemba
Kaizen (5W+ 2H) Di PT. Masterina Grafika Esprinta. Journal of Industrial



98

Engineering & Management Research, 1(2), 173-183.

Hashim, P., & Mat Hashim, D. (2013). A Review of Cosmetic and Personal Care
Products: Halal Perspective and Detection of Ingredient. Pertanika Journals
of Science and Technology, 21(2), 281-292.

Herianti, H., Siradjuddin, S., & Efendi, A. (2023). Industri Halal dari Perspektif
Potensi dan Perkembangannya di Indonesia. Indonesia Journal of Halal, 6(2),
56-64.

Himmah, F., & Faslah, R. (2025). Peran Standarisasi halal Dalam Membangun
Daya Tarik Konsumen yang Sangat Kuat Terhadap Suatu Produk di Dalam

Industri Pasar Global. Journal of Business Economics and Management, 1(4),
1231-1241.

Hosmer, D., & Lemeshow, S. (2000). Applied Logistic Regression. United Stated
of America: A Wiley-Interscience.

Hudaya, F., Nugraheni, A., & Imtikhanah, S. (2021). Pengaruh Pengetahuan
Produk, Label Dan Promosi Terhadap Keputusan Pembelian Kosmetik Halal
Dengan =~ Harga  Sebagai = Mediasi.  Neraca,  17(1), 19-48.
https://doi.org/10.48144/neraca.v1711.592

Jaiyeoba, H. B., Abdullah, M. A., & Dzuljastri, A. R. (2020). Halal certification
mark, brand quality, and awareness: Do they influence buying decisions of
Nigerian consumers? Journal of Islamic Marketing, 11(6), 1657-1670.
https://doi.org/10.1108/JIMA-07-2019-0155

Jamal, A., Ahmad, I., Ahamed, N., Azharuddin, M., Alam, F., & Hussain, M. E.
(2020). Whole Body Vibration Showed Beneficial Effect on Pain, Balance
Measures and Quality of Life in Painful Diabetic Peripheral Neuropathy: A
Randomized Controlled Trial. Journal of Diabetes & Metabolic Disorders,
19(1), 61-69.

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

Kemenperin. (2025). Kemenperin Gadang Potensi Industri Kosmetik Semakin
Geming. Kementerian Perindustrian.
https://ikm.kemenperin.go.id/kemenperin-gadang-potensi-industri-kosmetik-
semakin-gemilang

Khairunnisa, 1., & Cahyono, H. (2020). (2020). Hubungan pengetahuan,
religiusitas, dan lingkungan sosial terhadap minat menabung menggunakan
bank syariah. Jurnal Ekonomika Dan Bisnis Islam, 3(3), 1-14.

Khofifah, S., & Supriyanto, A. (2022). Pengaruh Labelisasi Halal, Citra Merek,



99

Online Customer Review, Selebrity Endorsement Dan Perceived Advertising
Value Terhadap Keputusan Pembelian Produk Kosmetik Yang Bersertifikat
Halal. Jurnal Manajemen Dan Penelitian Akuntansi (JUMPA), 15(1), 1-13.

Kholidah, A. N., Widiastuti, C. T., & Nastiti, P. R. (2025). Kepercayaan Pelanggan
Memediasi Citra Merek dan Kualitas Produk Terhadap Keputusan Pembelian.
Solusi, 23(3).

Kotler, P., & Amstrong, G. (2014). Principles of Marketing: global edition (15th
ed.). New Jersey, US: Pearson Education Inc.

Lada, S., Tan, B., & Amin, H. (2009). Predicting Intention to Choose Halal
Products Using Theory of Reasoned Action. International Journal of Islamic
and Middle Eastern Finance and Management, 2(1), 66--76.
https://doi.org/https://doi.org/10.1108/17538390910946276

Laksana, F. (2008). Manajemen Pemasaran Pendekatan Praktis. Yogyakarta:
Graha Ilmu.

Lim, S., & Kesumahati, E. (2022). The Effect of Social Media Marketing,
Influencer Marketing, and Consumer Engagement on Purchase Intention in
Local Cosmetic Products. Enrichment: Journal of Management, 12(5), 4043-
4051.

Mahmudi, I., & Linawati. (2021). Analisis Perilaku Konsumen Terhadap keputusan
Pembelian Tanaman Hias di Toko Kebun Asri Ngawi Perspektif Ekonomi
Syariah di Masa Covid 19. IQTISODINA, 4, 22-36.

Maichum, K., Parichatnon, S.; & Peng, K. C. (2017). The influence of
environmental concern and environmental attitude on purchase intention
towards green products: a case study of young consumers in Thailand.
International Journal of Business Marketing and Management, 2(3), 1-8.

Maulida, S. (2023). Influence of Halal Label and Product Knowledge on Non-
Muslim Consumer Purchase Intention Toward Halal Cosmetics. Journal of
Halal Studies, 5(2), 112—120.

Millatina, A. N., Hakimi, F., Budiantoro, R. A., & Arifandi, M. R. (2022). The
Impact of Halal Label in Halal Food Buying Decisions. Journal of Islamic
Economic Laws, 5(1), 159—176. https://doi.org/10.23917/jisel.v5i1.17139

Muflih, M. (2000). Perilaku Konsumen dalam Perspektif [Imu Ekonomi Islam. Raja
Grafindo Persada.

Muhtarom, A., Syairozi, M. 1., & Rismayati, R. D. (2022). Analisis Citra Merek,
Harga, Kualitas Produk dan Promosi Terhadap Keputusan Pembelian
Dimediasi Minat Beli Pada UMKM Toko Distributor Produk Skincare KFSkin
Babat Lamongan. Derivatif: Jurnal Manajemen, 16(1), 36-47.



100

https://doi.org/10.24127/JM.V1611.749
MUI, L. (2024). Mengejar Tenggat Mandatory Halal 2024. Jurnal Halal.

Narjono, A. 1. (2012). Atribut Produk sebagai Dasar Pembelian Susu (Studi pada
Swalayan Singosari Kabupaten Malang). Ekonomika Jurnal Ekonomi, 5(1), 6—
11.

Nurhayati, T., & Hendar, H. (2020). Personal Intrin Sic Religiosity and Product
Knowledge on Halal Product Purchase Intention: Role of Halal Product
Awareness.  Journal  of  Islamic  Marketing., 6(3), 603-620.
https://doi.org/10.1108/JIMA-11-2018-0220

Pindyck, R.S & Rubinfeld, D. L. (2013). Microeconomics Eight Edition (1. Pearson
Education (ed.); eight). Prentice Hall.

Pramintasari, T. R., & Fatmawati, I. (2017). Pengaruh keyakinan religius, peran
sertifikasi halal, paparan informasi, dan alasan kesehatan terhadap kesadaran
masyarakat pada produk makanan halal. Jurnal Manajemen Bisnis, 8(1), 1-1.

Rachmawati, E., & Suroso, A. (2022). A Moderating Role of Halal Brand
Awareness to Purchase Decision Making. Journal of Islamic Marketing, 13(2),
542-563.

Rahman, A. (2010). Strategi Dahsyat Marketing Mix for Small Business: Cara Jitu
Merontokkan Pesaing. TransMedia Pustaka.

Rahmayanti, S. (2024). Halal Dalam Arus Gaya Hidup Masa Kini: Antara Tren
Kekinian dan Nilai Islami. Equality: Journal of Islamic Law (EJIL), 2(2), 51—
60.

Rani, N. S. A., & Krishnan, K. S. D. (2018b). Factors that influence Malay students
in purchasing skincare products in Malaysia. Journal of Business & Retail
Management Research, 13(01). https://doi.org/10.24052/jbrmr/v13is01/art-02

Rubinfeld, P. dan. (2013). Microeconomics Eight Edition (Eight). In United States:
Pearson Education, Inc.

Sahib, M., & Ifna, N. (2024). Urgensi Penerapan Prinsip Halal dan Thayyib dalam
Kegiatan Konsumsi. POINT: Jurnal Ekonomi Dan Manajemen, 6(1), 53—64.

Saktiana, N., & Miftahuddin, M. A. (2021). Pengaruh Sikap Konsumen, Persepsi
Harga Dan Persepsi Risiko Terhadap Keputusan Pembelian Kosmetik
Berlabel Halal (Studi pada Konsumen Pengguna Kosmetik Berlabel Halal di
Purwokerto). Master: Jurnal Manajemen Dan Bisnis Terapan, 1(1), 45.
https://doi.org/10.30595/jmbt.v1i1.10405

State of the Global Islamic Economy (SGIE) 2024/25 Report, Salaam Gateaway



101

(2025). https://salaamgateway.com/specialcoverage/SGIE24

Simanjuntak, M., &, & Dewantara, M. M. (2014). The effects of knowledge,
religiosity value, and attitude on halal label reading behavior of undergraduate
students. ASEAN Marketing Journal, 6(1), 1.

Suariedewi, I. G. A. A. M., & Suprapti, N. W. S. (2020). Effect of Mobile Service
Quality to E-Trust to Develop E-Satisfaction and E-Loyalty Mobile Banking
Services. International Research Journal of Management, IT and Social
Sciences, 7(1), 185-196.

Sugiyono, P. D. (2018). Metode Penelitian Kuatintatif, Kualitatif dan R & D (Ke-
15). Bandung: Alfabeta.

Sukhabot, S., & Jumani, Z. A. (2023). Islamic brands attitudes and its consumption
behaviour among non-Muslim residents of Thailand. Journal of Islamic
Marketing, 9(1), 196-214.

Tjiptono, F. (2008). Strategi Pemasaran. Edisi Ketiga. (3rd ed.). ANDI.
Yogyakarta.

Tjiptono, F., & Gregorius, C. (2016). Service, Quality dan Satisfaction (4 ed).
ANDI. Yogyakarta.

Untari, A., & Safira, A. (2020). Determinants of Non-Muslim Consumer’s Purchase
Behavior Toward Halal Packaged Food. ASEAN Marketing Journal, 12(1), 7.

Utomo, A. B. (2024). Pengaruh Halal Awareness, Citra Merek, Kualitas Produk,
Persepsi Harga, dan Promosi terhadap Keputusan Pembelian Kecap Bango.
Jurnal Manajemen Dan Bisnis, 12(1), 45-56.

Vizano, N. A., Khamaludin, K., & Fahlevi, M. (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.n04.0441

Wardhani, B., & Septiani, S. (2020). Factors Influencing non-Muslim Consumer
Purchase Intention toward Halal Products. Journal of Business and Retail
Management Research, 14(3), 142—150.

Wilson, J. A. J. (2014). The Halal Phenomenon: An Extension of Halal Branding
and Marketing. Journal of Islamic  Marketing, 5(1), 1-7.
https://doi.org/https://doi.org/10.1108/JIMA-11-2013-0070

Woen, N. G., & Santoso, S. (2021). Pengaruh kualitas layanan, kualitas produk,
promosi, dan harga normal terhadap kepuasan dan loyalitas konsumen. Jurnal
Mabksipreneur: Manajemen, Koperasi, Dan Entrepreneurship, 10(1), 146—
162.



