
60 

 
 

DAFTAR PUSTAKA 

Acosta, P. S., Molina Castillo, F. J., Lopez Nicolas, C., & Colomo Palacios, R. 

(2014). The Effect Of Information Overload And Disorganisation On 

Intention To Purchase Online: The Role Of Perceived Risk And Internet 

Experience. Online Information Review, 38(4), 543–561. 

Https://Doi.Org/10.1108/Oir-01-2014-0008 

Ahmad, A. N., Rahman, A. A., & Rahman, S. A. (2015). Assessing Knowledge 

and Religiosity on Consumer Behavior towards Halal Food and Cosmetic 

Products. International Journal of Social Science and Humanity, 5(1), 10–

14. https://doi.org/10.7763/IJSSH.2015.V5.413 

Amadea, H., & Keni. (2016). Pengaruh Past Experience Dan Perceived Risk 

Terhadap Purchase Intention Pada Situs Rakuten.Co.Id Di Jakarta Dengan 

Customer Trust Sebagai Variabel Moderator. Conference On Management 

And Behavioral Studies, 1, 690–700. 

Aziz, Y. A., & Chok, N. V. (2013). Journal of International Food & 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, 25(January 2013), 1–23. 

https://doi.org/10.1080/08974438.2013.723997 

Baharuddin, K., Kassim, N. A., Nordin, S. K., & Buyong, S. Z. (2015). 

Understanding the Halal Concept and the Importance of Information on 

Halal Food Business Needed by Potential Malaysian Entrepreneurs. 

International Journal of Academic Research in Business and Social Sciences, 

5(2), 170–180. https://doi.org/10.6007/IJARBSS/v5-i2/1476 

Devalia, C., & Japarianto, E. (2015). Analisa Gaya hidup , Hedonic Motivation 

Terhadap Purchase Intention Di Gold ‟ S Gym Surabaya Town Square ( 

Sutos ) Surabaya. Jurnal Manajemen Pemasaran Petra, 1(1), 1–10. 

Ekasari, N., & Hartono, R. (2015). Pengaruh Faktor-Faktor Gaya Hidup 

Konsumen Terhadap Keputusan Pembelian Laptop Apple. Jurnal 

Manajemen Fakultas Ekonomi Dan Bisnis Universitas Jambi, 1(1), 65–72. 

El-Menouar, Y. (2014). The Five Dimensions Of Muslim Religiosity. Method, 

Data, Analyses, 8(1), 53–78. Https://Doi.Org/10.12758/Mda.2014.003 

Eles, S. F., & Sihombing, S. O. (2016). Determinan Niat Bemi Makanan Organik: 

Sikap Untuk Membeli Sebagai Variabel Mediasi. Jurnal Ilmiah Manajemen, 

Vi(3), 313–332. 

Elias, E. M., Othman, S. N., & Saifudin, A. M. (2016b). Halal Awareness And 

Knowledge Among Muslim's Student Entrepreneurship Program : A 

Preliminary Study. 2nd International Conference on Business Global & 



61 

 
 

Social Entrepreneurship (ICoGBSE2016, (April). 

Fauziah. (2012). Perilaku Komunitas Muslim dalam Mengonsumsi Produk Halal 

di Provinsi Bali. Jurnal Multikultural & Multireligius, 11(2), 142–155. 

Ghozali, Imam. 2011. “Aplikasi Analisis Multivariate Dengan Program SPSS”. 

Semarang: Badan Penerbit Universitas Diponegoro. 

Ghozali, I. (2016). Aplikasi Analisis Multivariete Dengan Program Ibm Spss 23 

(Edisi 8). Cetakan Ke Viii. In Penelitian. 

Https://Doi.Org/10.1021/Ol7029646 

Glock, C. & Stark, R. 1966. Religion and Society In Tension. Chicago: University 

of California. 

Hasan, H., & Marso, M. (2017). RELIGIOSITY AND ITS CONSEQUENCES IN 

HALAL FOOD PURCHASING BEHAVIOR ( An Empirical Evidence From 

Tarakan , Indonesia and Tawau. The 8th International Conference of the 

Asian Academy of Applied Business, (December), 0–10. 

Hati, S. R. H., & Daryanti, S. (2016). Understanding Halal Restaurant Patronage 

Intention : The Role of Perception , Culture and Religiosity Understanding 

Halal Restaurant Patronage Intention : The Role of Perception , Culture and 

Religiosity. International Conference on Business and Economics, 

III(November), 176–188. https://doi.org/10.15405/epsbs.2016.11.02.17 

Hidayati, N. L. (2014). Pengaruh Pengetahuan Produk, Citra Merek, Dan 

Kepercayaan Merek Terhadap Minat Beli Pada Mobil Toyota Yaris Di 

Surabaya. Artikel Ilmiah Sekolah Tinggi Ilmu Ekonomi Perbanas. 

Hong, J., & Sternthal, B. (2010). The Effects of Consumer Prior Knowledge and 

Processing Strategies on Judgments, 2437. 

Indiani, N. L. P., Rahyuda, I. K., Kerti Yasa, N. N., & Sukaatmadja, I. P. G. 

(2015). Perceived Risk And Trust As Major Determinants Of Actual 

Purchase, Transcending The Influence Of Intention. Asean Marketing 

Journal, 7(1), 1–13. Https://Doi.Org/10.21002/Amj.V7i1.4601 

Khalek, A. A. (2014). Young c onsumers ‟ attitude towards halal food outlets and 

JAKIM ‟ s halal certification in Malaysia. Procedia - Social and Behavioral 

Sciences, 121(September 2012), 26–34. 

https://doi.org/10.1016/j.sbspro.2014.01.1105 

Khalek, A. A., & Ismail, S. H. S. (2015). Why Are We Eating Halal – Using the 

Theory of Planned Behavior in Predicting Halal Food Consumption among 

Generation Y in Malaysia. International Journal of Social Science and 

Humanity, 5(7), 608–612. https://doi.org/10.7763/IJSSH.2015.V5.526 

Larasati, A., Hati, S. R. H., & Safira, A. (2018). Religiusitas Dan Pengetahuan 



62 

 
 

Terhadap Sikap Dan Intensi Konsumen Muslim Untuk Membeli Produk 

Kosmetik Halal. Esensi: Jurnal Bisnis Dan Manajemen, 8(2), 105–114. 

Https://Doi.Org/10.15408/Ess.V8i2.7459 

Liang, Q., & Chaipoopirutana, S. (2014). A Study of Factors Affecting Cust omer 

„ s Attitude toward Intention to Purchase Green Electronic Products at an IT 

Mall in. International Conference on Business, Law and Corporate Social 

Responsibility (ICBLCSR’14), (Oktober), 45–49. 

Maichum, K., Parichatnon, S., & Peng, K. (2017). The Influence of Attitude , 

Knowledge and Quality on Purchase Intention towards Halal Food : A Case 

Study of Young Non-Muslim Consumers in Thailand. IRA-International 

Journal of Management & Social Sciences, 6(3), 354–364. 

Mathew, V. N., Abdullah, A. M. R. binti A., & Ismail, S. N. binti M. (2014). 

Acceptance on Halal Food among Non-Muslim Consumers. Procedia - 

Social and Behavioral Sciences, 121, 262–271. 

https://doi.org/10.1016/j.sbspro.2014.01.1127 

Mohtar, N. M., Amirnordin, N. A., & Haron, D. H. (2014). Ayamas Food 

Corporation Sdn . Bhd : A Study on the Factors of Consumer Behaviour 

towards Halal Product Selection. Procedia - Social and Behavioral Sciences, 

121(September 2012), 166–185. 

https://doi.org/10.1016/j.sbspro.2014.01.1118 

Mubarak, S. A., & Sanawiri, B. (2018). Pengaruh Fashion Lifestyle Terhadap 

Purchase Intention ( Studi Pada Konsumen Pakaian Second Hand @ 

Tangankedua ). Jurnal Administrasi Bisnis (Jab), 55(3), 33–40. 

Nora, L., & Minarti, N. S. (2016). The Role Of Religiosity, Gaya hidup, Attitude 

As Determinant Purchase Intention. The 2nd International Multidisciplinary 

Conference 2016, (June), 135–148. 

Nugroho, A. P., Hidayat, A., & Kusuma, H. (2017). The influence of religiosity 

and self-efficacy on the saving behavior of the slamic banks, 12(3), 35–47. 

Nurwitasari. (2017). Terhadap Gaya Hidup Hedonisme Pada Remaja The Effect 

Of Religiusity And Social Economic Status Of Parents On The Heart Of Life 

On Heart Of Life. Jurnal Motiva, 1(1), 16–21. 

Pahlevy, E. A. R. (2018). Pengaruh Religiusitas Terhadap Sikap Konsumen 

Muslim Di Surabaya Dan Minat Menabung Di Bank Syariah. Artikel Ilmiah 

Sekolah Tinggi Ilmu Ekonomi Perbanas. 

Rahmadanty, C., & Kurniawati, M. (2015). Analisis Niat Perilaku Anggota 

Komunitas Hijabers Surabaya Dalam Menggunakan Tabungan Syariah : 

Perspektif Theory Of Planned. Jurnal Manajemen Teori Dan Terapan, 8(3), 

177–194. 



63 

 
 

Riptono, S. (2018). Pengaruh Islamic Religiosity Dan Norma Subyektif Terhadap 

Niat Beli Trend Busana Muslim : An Extended Of Theory Of Reason Action 

Sulis Riptiono Sekolah Tinggi Ilmu Ekonomi Putra Bangsa , Kebumen. 

Jurnal Ekonomi Dan Teknik Informatika, 6(2), 1–8. 

Rochmanto, B. Al, & Widiyanto, I. (2015). Pengaruh Pengetahuan Produk Dan 

Norma Religius Terhadap Sikap Konsumen Dalam Minat Mengkonsumsi 

Produk Makanan Dan Minuman HalaL (Studi Kasus di Kota Semarang). 

Diponegoro Journal of Accounting, 4(1), 1–12. 

Sadeeqa, S., Sarriff, A., Masood, I., Saleem, F., & Atif, M. (2013). Knowledge , 

Attitude and Perception ( KAP ) Regarding Halal Pharmaceuticals among 

General Public in Penang State of Malaysia Knowledge , Attitude and 

Perception Regrading Halal Pharmaceuticals among General Public in 

Malaysia, (January 2018). https://doi.org/10.11591/ijphs.v2i4.4226 

Said, M., Hassan, F., Musa, R., & A, N. (2014). Assessing Consumers ‟ 

Perception , Knowledge and Religiosity on Malaysia ‟ s Halal Food 

Products. Procedia - Social and Behavioral Sciences, 130, 120–128. 

https://doi.org/10.1016/j.sbspro.2014.04.015 

Salleh, M. S. (2012). Religiosity In Development : A Theoretical Construct Of An 

Islamic-Based Development. International Journal Of Humanities And 

Social Science, 2(14), 266–274. 

Shakona, M. 2013. “The Influence Of Religiosity On The Intention Of United 

States Muslim Tourists To Choose A Shariah Compliant Hotel”. Disertasi. 

Clemson University. 

Shyan Fam, K., Waller, D. and Zafer Erdogan, B. (2004), "The influence of 

religion on attitudes towards the advertising of controversial 

products", European Journal of Marketing, Vol. 38 No. 5/6, pp. 537-555 

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, VI(2), 65–76. 

Sinthamrong, P. (2015). Factors Affecting Attitudes and Purchase Intentions 

Toward Branded Content on Webisodes. Journal of Management Policy and 

Practice, 16(4), 64–72. 

Siregar, Syofian. 2013. Metode Penelitian Kuantitatif. Jakarta: PT Fajar 

Interpratama Mandiri 

Soto Acosta, P., Molina Castillo, F. J., Lopez Nicolas, C., & Colomo Palacios, R. 

(2014). The Effect Of Information Overload And Disorganisation On 

Intention To Purchase Online: The Role Of Perceived Risk And Internet 

Experience. Online Information Review, 38(4), 543–561. 

Https://Doi.Org/10.1108/Oir-01-2014-0008 

https://www.emerald.com/insight/search?q=Kim%20Shyan%20Fam
https://www.emerald.com/insight/search?q=David%20S.%20Waller
https://www.emerald.com/insight/search?q=B.%20Zafer%20Erdogan
https://www.emerald.com/insight/publication/issn/0309-0566


64 

 
 

Souiden, N., & Rani, M. (2015). Consumer Attitudes And Purchase Intentions 

Toward Islamic Banks: The Influence Of Religiosity. International Journal 

Of Bank Marketing, 33, 143–161. Https://Doi.Org/10.1108/Ijbm-10-2013-

0115 

Sugiyono. (2014). Metode Penelitian. Metode Penelitian. 

Suparno, C. (2017). Pengaruh Self-Identity, Sikap Individu Dan Norma Subyektif 

Terhadap Niat Untuk Membeli Produk Hijab Fashion. Media Ekonomi Dan 

Manajemen, 32(2), 154–161. 

Tariq, M. I., Nawaz, M. R., Nawaz, M. M., & Butt, H. A. (2013). Customer 

Perceptions about Branding and Purchase Intention : A Study of FMCG in an 

Emerging Market. Journal of Basic and Applied Scientific Research, 3(2), 

340–347. 

Varinli, I., Erdem, E., & Avcılar, M. Y. (2016). Exploring the Factors Affecting 

Purchase Intention of Halal Certified Foods in Exploring the Factors 

Affecting Purchase Intention of Halal Certified Foods in Turkey : A PLS-

Path Modeling Study. European Journal of Business and Management, 8(4), 

68–78. 

Vristiyana, V. M. (2019). Pengaruh Religiusitas Dan Pengetahuan Produk Halal 

Terhadap Penilaian Produk Halal Dan Minat Pembelian Produk Halal. 

Ekobis, 20(1), 85–100. 

Wahyutama, A. R. I. K. (2014). Hubungan Konsumsi Media Religius Terhadap 

Religiusitas Remaja Muslim ( Survei Pada Mahasiswa Universitas 

Paramadina Dan Universitas Islam X Di Jakarta ) Aan Rukmana Ika Karlina 

Wahyutama. Jurnal Universitas Paramadina, 11(2). 

Wibowo, H. A. (2017). The Effects Of Indonesia Female Religiosity On Hijab - 

Wearing Behavior: An Extended Of Theory Of Reasoned Action. 

International Review Of Management And Business Research, 6(3), 1040–

1050. Https://Doi.Org/10.17605/Osf.Io/R4gjc 

Wibowo, H. A., & Masitoh, M. R. (2018). Measuring Religiosity And Its Effects 

On Attitude And Intention To Wear A Hijab: Revalidating The Scale. 

Increasing Management Relevance And Competitiveness, (April), 538. 

Https://Doi.Org/10.1201/9781351241892-44 

Windisukma, D. K., & Widiyanto, I. (2015). Sikap Masyarakat Muslim Terhadap 

Produk Makanan Non-Halal Di Kota Semarang. Diponegoro Journal Of 

management Volume, 4(2), 1–12 

Youssef, M. A., Kortam, W., Aish, E. A., & El-Bassiouny, N. (2011). Measuring 

Islamic-Driven Buyer Behavioral Implications: A Proposed Market-Minded 

Religiosity Scale. Journal Of American Science, 7(8), 788–801. 


