DAFTAR PUSTAKA

Abd Rahman, A, Asrarhagighi, E. And Ab Rahman, S. (2015), “Consumers and

halal cosmetic products:knowledge, religiosity, attitude and intention”,
journal of Islamic Marketing, Vol. 6 No. 1, pp. 148-163.

Abdullah, Ghufron. 2012. Upaya Perguruan Tinggi dalam Mempersiapkan
Lulusan  Berdaya saing pada Era  Globalisasi.  (http://e-
jurnal.upgrismg.ac.id/index.php/civis/article/download/605/551) .

Ancok, D. dan Suroso, F. N. (2011). Psikologi Islami: Solusi Islam atas
Problemproblem Psikologi. Yogyakarta: Pustaka Pelajar.

Aminah & Ramadhani, R. 2008. Pengaruh Struktur Kepemilikan, Mekanisme
Corporate Governance, dan Ukuran Perusahaan Terhadap Nilai
Perusahaan (Survei Pada Perusahaan Manufaktur Yang Terdaftar di
Bursa Efek Jakarta Periode 2003-2007). Tesis. Fakultas Ekonomi
Universitas Mataram.

Ajzen, 1. (1998). Attitudes, Personality, and Behavior. Milton Keynes: Open
University Press.

Azmawani, A.R., Ebrahim, A. and Suhaimi, A.R. (2015),”Consumers and halal
cosmetic products: knowledge, religiosity, attitude and intention”, journal
of Islamic Marketing.VVol.6 No.1.

Barber, B.R. (1996), Jihad vs. McWorld: How Globalism and Tribalism are
Reshaping the World, Ballantine Books, NY.

Budiman, Wijaya. (2014). Purchase Intention of Couenterfeit Product: The Role
of SubjectivemNorm. International Journal of Marketing Studies. 6 (2): pp:
145-152.

Dharmmesta, Basu Swastha. (2005). “Kontribusi involvement dan trust in a brand
dalam membangun loyalitas pelanggan”. Jurnal Ekonomi dan Bisnis
Indonesia, Vol. 20 No. 3, 2005, hal. 287-304.

Farrag, D. and Hassan, M. (2015). The Influence of Religiosity on Egyptian
Muslim  Youths’ Attitude Towards Fashion. Journal WWW.
Emeraldinsight.com/1759-0833.htm

Essoo, N.and Dibb, S. (2004), “Religious influences on shopping behavior: an
exploreratory study”, Journal of Marketing Management, Vol. 20 Nos 7/8,

pp. 638-712.

Glock, C.Y. (1965), Stark Forbidden Modern: Civilization and Veiling, University
of Michigan Press, Ann Arbor.


http://e-jurnal.upgrismg.ac.id/index.php/civis/article/download/605/551
http://e-jurnal.upgrismg.ac.id/index.php/civis/article/download/605/551

Garg, P. and Joshi, R. (2018), Purchase Intention of “Halal” brands in India:the
mediating effect of attitude”, Journal of Islamic Marketing, Vol. 9 Issue: 3,
pp.683-694.

Gole, N. (1996), The Forbidden Modern: Civilization and Veiling, University of
Michigan Press Ann Arbor.

Ghozali, Imam. (2011). “Aplikasi Analisis Multivariate dengan Program IBMM
SPSS 19. Semarang: Badan Penerbit Universitas Diponegoro.

Ghozali, Imam. (2007). Aplikasi Analisis Multivariate dengan Program SPSS.
Semarang: Badan Penerbit Universitas Diponegoro.

Hartono, Jogiyanto. (2007). Metodologi Penelitian Bisnis: Salah Kaprah dan
Pengalaman-Pengalaman. Edisi 2007. BPFE. Yogyakarta.

Kazemi, Abadi. D, and Nastaran K . (2013). Analyzing the Effect of Customer
Equity on Repurchase Intentions. International Journal of Academic
Research in Business and Social Science. 3 (6): pp78-92.

Kotler, Plilip. (2000). Manajemen Pemasaran. Edisi Mileinium. Jakarta : PT.
Indeks Kelompok Gramedia.

Lupiyoadi, Rambat, Ridho Bramulya Ikhsan. (2015). Praktikum Metode Riset dan
Bisnis. Jakarta, Salemba Empat.

Malinda. (2018). Pengantar Pasar Modal. Edisi Pertama. Yogyakarta : Andi

Mukhtar, A. and Mohsin Butt, M. (2012), “Intention to choose halal products: the
role of religiosity”, Journal of Islamic Marketing, Vol. 3 No. 2, pp. 108-120.

Mokhlis, S. (2006), “The effect of religiosity on shopping orientations: an

exploratory study in Malaysia”, Journal of the American Academy of
Business, VVol.9 No.1, pp. 64-74.

Norazah, M.S. (2014), “Does celebrity credibility influence Muslim and non-
Muslim consumers attitudes toward brands and purchase intention?”,
Journal of Islamic Marketing, Vol. 5 No. 2, pp.227-240.

Purwanto, Erwan Agus dah Dyah Ratih Sulistyastuti, Metode Penelitian
Kuantitatif Administrasi Publik dan Masalah-masalah Sosial.

Pregna, Garg. Dan Joshi, Richa. (2018), “Purchase intention of “Halal” brands
India-the mediating effect of attitude”, Journal of Islamic Marketing, Vol. 9
Issue: 3, pp.683-694.

Sandikci, O. And Ger, G. (2001), “Fundamental fashions: the cultural politics of
the turban and the Levi’s, Advancess in Consumer Research, \/ol. 28, pp.
146-150.



Sarjono, Haryadi dan Winda Julianita. (2011), SPSS vs LISREL.: Sebuah Aplikasi
untuk Riset, Jakarta: Salemba Empat.

Schiffman dan Kanuk. (2007) . perilaku konsumen. Edisi Ketujuh, Jakarta : PT
INDEK

Shah Alam, S. and Mohammed Sayuti, N. (2011), “Applying the theory of
planned behavior (TPB) in halal food purchasing”, International Journal of
Commerce and Management, Vol. 21. 1, pp. 8-20.

Sigit, Murwanto. 2006. Pengaruh Sikap dan Norma Subyektif terhadap Niat Beli
Mahasiswa sebagai Konsumen Potensial Produk Pasta Gigi Close Up.
Jurnal Siasat Bisnis, 11 (1), h: 81-89.

Simamora, Bilson. 2002. Panduan Riset Perilaku Konsumen. Gramedia: Jakarta.

Suprapti, 2012. Analisis Pengaruh Trust In Online Store, Perceived Risk, Attitude
Towards Online Purchasing Terhadap Minat Beli Konsumen Produk
Fashion di Surabaya. Jurnal ekonomi dan bisnis.

Sugiyono. (2012), Statistik untuk penelitian, Bandung: Alfabeta, HIm.61.

Sobh, R., Belk, RW. and Wilson,J.AJ (2013), “Islamic Arab hospitality and
multiculturalism”, Marketing Theory, Vol. 13 No.4, pp. 443-463.

Swidi, Saeed Behjati and Afran Shahzad.(2012). Antecedents of Online
Purchasing Intention among MBA Students: The case of University
Utara Malaysia Using the Partial Least Square Approach. International
Journal of Business and Management, 7(15),pp: 35-49.

Triastity, Rahayu.(2013). Pengaruh Sikap dan Norma Subyektif Terhadap Niat
Beli Mahasiswa Sebagai Konsumen Potensial Produk Pasta Gigi
Pepsodent. Gema, 25 (46);h: 1210-1213.

Uma, Sekaran. (2006). Research Methods For Business (Metode Penelitian untuk
Bisnis). Edisi empat buku 1. Salemba Empat.

Wang, Liu. (2010). An Empirical Study of Service Innovation’s Effect on
Customers’ Re-purchase Intention in Telecommunication Industry.
Canadian social Science, 6(5), pp; 190-199.

Wilson, J.AJ. (2014), “Where hip-hop culture and Arabic calligraphy collide”,
availabe at: www.aquila-style.com/focus-points/muslimlifestyle/hip-hop-
caligraphy-collide/62500/

Witkowski, T.H. (1999), “Religiosity and social meaning in wearing lIslamic
Dress”, Paper presented at the 7" Cross Cultural Research Conferench,
Cancun, Mexico, pp. 12-15.

Zulganef. (2013), metode penelitian sosial dan bisnis. Yogyakarta. Graha ilmu.


http://www.aquila-style.com/focus-points/muslimlifestyle/hip-hop-caligraphy-collide/62500/
http://www.aquila-style.com/focus-points/muslimlifestyle/hip-hop-caligraphy-collide/62500/

