
54

DAFTAR PUSTAKA

Agustina, Susanti. 2017. Biblioterapi untuk Pengasuhan. Jakarta: PT. Mizan

Publika

Ahuvia, A. C. (2005). Beyond the extended self: Loved objects and consumers’

identity narratives. Journal of Consumer Research, 32(1), 171–184.

https://doi.org/10.1086/429607

Albert, N., Merunka, D., & Valette-Florence, P. (2013). Brand passion:

Antecedents and consequences. Journal of Business Research, 66(7),

904–909. https://doi.org/10.1016/j.jbusres.2011.12.009

Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The social influence

of brand community: Evidence from European car clubs. Journal of

Marketing, 69(3), 19–34. https://doi.org/10.1509/jmkg.69.3.19.66363

Antonetti, P., & Maklan, S. (2014). Feelings that Make a Difference: How Guilt

and Pride Convince Consumers of the Effectiveness of Sustainable

Consumption Choices. Journal of Business Ethics, 124(1), 117–134.

https://doi.org/10.1007/s10551-013-1841-9

Ari, E., & Yilmaz, V. (2016). A proposed structural model for housewives’

recycling behavior: A case study from Turkey. Ecological Economics, 129,

132–142. https://doi.org/10.1016/j.ecolecon.2016.06.002

Baca-Motes, K., Brown, A., Gneezy, A., Keenan, E. A., & Nelson, L. D. (2013).

Commitment and behavior change: Evidence from the field. Journal of

Consumer Research, 39(5), 1070–1084. https://doi.org/10.1086/667226

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). Brand love. Journal of Marketing,



55

76(2), 1–16. https://doi.org/10.1509/jm.09.0339

Bowden, J. (2009). The process of customer engagement: A conceptual

framework. Journal of Marketing Theory and Practice, 17(1), 63–74.

https://doi.org/10.2753/MTP1069-6679170105

Bridges, C. M., & Wilhelm, W. B. (2008). Going beyond green: The “why and

how” of integrating sustainability into the marketing curriculum. Journal of

Marketing Education, 30(1), 33–46.

https://doi.org/10.1177/0273475307312196

Bulut, Z. A., Kökalan Çımrin, F., & Doğan, O. (2017). Gender, generation and

sustainable consumption: Exploring the behaviour of consumers from Izmir,

Turkey. International Journal of Consumer Studies, 41(6), 597–604.

https://doi.org/10.1111/ijcs.12371

Carrington, M. J., Neville, B. A., & Whitwell, G. J. (2010). Why ethical

consumers don’t walk their talk: Towards a framework for understanding the

gap between the ethical purchase intentions and actual buying behaviour of

ethically minded consumers. Journal of Business Ethics, 97(1), 139–158.

https://doi.org/10.1007/s10551-010-0501-6

Chabowski, B. R. (2011). Copyright © 2010. All rights reserved. Journal of the

Academy of Marketing Science, 39 (1), 2011, In Press.

Chen, J. (2019). The Moderating Effect of Industry Types on IT-Coordination

Costs Relationship. Journal of Computer Information Systems, 59(2), 97–104.

https://doi.org/10.1080/08874417.2017.1305877

Cho, E., Gupta, S., & Kim, Y. K. (2015). Style consumption: Its drivers and role

in sustainable apparel consumption. International Journal of Consumer



56

Studies, 39(6), 661–669. https://doi.org/10.1111/ijcs.12185

Dhandra, T. K. (2019). Achieving triple dividend through mindfulness: More

sustainable consumption, less unsustainable consumption and more life

satisfaction. Ecological Economics, 161(December 2018), 83–90.

https://doi.org/10.1016/j.ecolecon.2019.03.021

Dong, P., & Zhong, C. B. (2020). Retraction: Witnessing Moral Violations

Increases Conformity in Consumption (Journal of Consumer Research (2017)

44:4 (778-793) DOI: 10.1093/jcr/ucx061). Journal of Consumer Research,

47(4), 632. https://doi.org/10.1093/jcr/ucaa048

Dong, X., Li, H., Liu, S., Cai, C., & Fan, X. (2018). How does material possession

love influence sustainable consumption behavior towards the durable

products? Journal of Cleaner Production, 198, 389–400.

https://doi.org/10.1016/j.jclepro.2018.07.054

Dong, X., Liu, S., Li, H., Yang, Z., Liang, S., & Deng, N. (2020). Love of nature

as a mediator between connectedness to nature and sustainable consumption

behavior. Journal of Cleaner Production, 242, 118451.

https://doi.org/10.1016/j.jclepro.2019.118451

Eom, K., Kim, H. S., Sherman, D. K., & Ishii, K. (2016). Cultural Variability in

the Link Between Environmental Concern and Support for Environmental

Action. Psychological Science, 27(10), 1331–1339.

https://doi.org/10.1177/0956797616660078

Fredricks, J. A., Blumenfeld, P. C., & Paris, A. H. (2004). School Engagement

Potential of The Concept. Review of Educational Research, 74(1), 59–109.

https://journals.sagepub.com/doi/10.3102/00346543074001059



57

Geng, D., Liu, J., & Zhu, Q. (2017). Motivating sustainable consumption among

Chinese adolescents: An empirical examination. Journal of Cleaner

Production, 141, 315–322. https://doi.org/10.1016/j.jclepro.2016.09.113

Harmon-Jones, E., Harmon-Jones, C., Fearn, M., Sigelman, J. D., & Johnson, P.

(2008). Left Frontal Cortical Activation and Spreading of Alternatives: Tests

of the Action-Based Model of Dissonance. Journal of Personality and Social

Psychology, 94(1), 1–15. https://doi.org/10.1037/0022-3514.94.1.1

Higgins, E. T. (2006). Value from hedonic experience and engagement.

Psychological Review, 113(3), 439–460.

https://doi.org/10.1037/0033-295X.113.3.439

Hinds, J., & Sparks, P. (2008). Engaging with the natural environment: The role

of affective connection and identity. Journal of Environmental Psychology,

28(2), 109–120. https://doi.org/10.1016/j.jenvp.2007.11.001

Hirsh, J. B., DeYoung, C. G., & Peterson, J. B. (2009). Metatraits of the big five

differentially predict engagement and restraint of behavior. Journal of

Personality, 77(4), 1085–1102.

https://doi.org/10.1111/j.1467-6494.2009.00575.x

Hogg, M. K., Banister, E. N., & Stephenson, C. A. (2009). Mapping symbolic

(anti-) consumption. Journal of Business Research, 62(2), 148–159.

https://doi.org/10.1016/j.jbusres.2008.01.022

Hollebeek, L. D. (2011). Exploring customer brand engagement. Journal of

Strategic Marketing, 19(7), 555–573.

Iyer, R., & Muncy, J. A. (2009). Purpose and object of anti-consumption. Journal

of Business Research, 62(2), 160–168.



58

https://doi.org/10.1016/j.jbusres.2008.01.023

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual

framework and empirical investigation of Indian consumers. Journal of

Retailing and Consumer Services, 41(November 2017), 60–69.

https://doi.org/10.1016/j.jretconser.2017.11.008

Johnstone, M. L., & Hooper, S. (2016). Social influence and green consumption

behaviour: a need for greater government involvement. Journal of Marketing

Management, 32(9–10), 827–855.

https://doi.org/10.1080/0267257X.2016.1189955

Jordan, M. (2009). Nature and self - An ambivalent attachment? Ecopsychology,

1(1), 26–31. https://doi.org/10.1089/eco.2008.0003

Kadic-Maglajlic, S., Arslanagic-Kalajdzic, M., Micevski, M., Dlacic, J., & Zabkar,

V. (2019). Being engaged is a good thing: Understanding sustainable

consumption behavior among young adults. Journal of Business Research,

104(December 2017), 644–654.

https://doi.org/10.1016/j.jbusres.2019.02.040

Kals, E., Schumacher, D., & Montada, L. (1999). Emotional affinity toward

nature as a motivational basis to protect nature. Environment and Behavior,

31(2), 178–202. https://doi.org/10.1177/00139169921972056

Katzev, R. D., & Pardini, A. U. (1987). Comparative Effectiveness of Reward and

Commitment Approaches in Motivating Community Recycling. Journal of

Environmental Systems, 17(2), 93–113.

https://doi.org/10.2190/XV00-DD4B-EPEH-EN5R

Kautish, P., & Sharma, R. (2020). Determinants of pro-environmental behavior



59

and environmentally conscious consumer behavior: An empirical

investigation from emerging market. Business Strategy and Development,

3(1), 112–127. https://doi.org/10.1002/bsd2.82

Kautish, P., Sharma, R., Mangla, S. K., Jabeen, F., & Awan, U. (2021).

Understanding choice behavior towards plastic consumption: An emerging

market investigation. Resources, Conservation and Recycling, 174(July),

105828. https://doi.org/10.1016/j.resconrec.2021.105828

Klöckner, C. A. (2013). A comprehensive model of the psychology of

environmental behaviour-A meta-analysis. Global Environmental Change,

23(5), 1028–1038. https://doi.org/10.1016/j.gloenvcha.2013.05.014

Kollmus, A., & Agyeman, J. (2015). Mind the Gap: Why Do People Act

Environmentally and What Are the Barriers Mind the Gap : why do people

act environmentally and what are the barriers to. Environmental Education

Research, August 2002, 37–41. https://doi.org/10.1080/1350462022014540

Krčmářová, J. (2009). E . O . Wilson’s concept of biophilia and the environmental

movement in the USA. Internet Journal of Historical Geography and

Environmental History, 6(1–2), 4–17.

Kuswati, R., Purwanto, B. M., & Sutikno, B. (2020). Encouraging

pro-environmental behavior through consumer innovativeness. Advances in

Business, Management and Entrepreneurship, March 2021, 13–19.

https://doi.org/10.1201/9780429295348-4

Lastovicka, J. L., & Sirianni, N. J. (2011). Truly, madly, deeply: Consumers in the

throes of material possession love. Journal of Consumer Research, 38(2),

323–342. https://doi.org/10.1086/658338



60

Lee, J. (2018). Prioritizing type of industry through health risk assessment of

occupational exposure to dimethylformamide in the workplace. International

Journal of Environmental Research and Public Health, 15(3).

https://doi.org/10.3390/ijerph15030503

Leonidou, L. C., Leonidou, C. N., & Kvasova, O. (2010). Antecedents and

outcomes of consumer environmentally friendly attitudes and behaviour.

Journal of Marketing Management, 26(13–14), 1319–1344.

https://doi.org/10.1080/0267257X.2010.523710

Lim, W. M. (2017). Inside the sustainable consumption theoretical toolbox:

Critical concepts for sustainability, consumption, and marketing. Journal of

Business Research, 78(April), 69–80.

https://doi.org/10.1016/j.jbusres.2017.05.001

Ling-Yee, L. (1997). Effect of Collectivist Orientation and Ecological Attitude on

Actual Environmental Commitment: The Moderating Role of Consumer

Demographics and Product Involvement. Journal of International Consumer

Marketing, 9(4), 31–53. https://doi.org/10.1300/J046v09n04_03

Massung, E., Coyle, D., Cater, K., Jay, M., & Preist, C. (2013). Using

crowdsourcing to support pro-environmental community activism.

Conference on Human Factors in Computing Systems - Proceedings, April

2013, 371–380. https://doi.org/10.1145/2470654.2470708

Mayer, F. S., & Frantz, C. M. P. (2004). The connectedness to nature scale: A

measure of individuals’ feeling in community with nature. Journal of

Environmental Psychology, 24(4), 503–515.

https://doi.org/10.1016/j.jenvp.2004.10.001

Mayer, F. S., Frantz, C. M. P., Bruehlman-Senecal, E., & Dolliver, K. (2009).



61

Why is nature beneficial?: The role of connectedness to nature. Environment

and Behavior, 41(5), 607–643. https://doi.org/10.1177/0013916508319745

McCarty, J. A., & Shrum, L. J. (2001). The influence of individualism,

collectivism, and locus of control on environmental beliefs and behavior.

Journal of Public Policy and Marketing, 20(1), 93–104.

https://doi.org/10.1509/jppm.20.1.93.17291

Meneses, G. D. (2010). Refuting fear in heuristics and in recycling promotion.

Journal of Business Research, 63(2), 104–110.

https://doi.org/10.1016/j.jbusres.2009.02.002

Nisbet, E. K., Zelenski, J. M., & Murphy, S. A. (2008). The Nature Relatedness

Scale: Linking With Nature to Environmental Concern and Behavior.

Environment And Behavior, 27(1), 1–26.

http://eab.sagepub.com/content/10/1/3.abstract

Noor, M. N. F., & Kuswati, R. (2023). The Effects of Environmental Value and

Environmental Engagement on Sustainable Consumption Behavior.

1(January), 1517–1531.

https://proceeding.umsu.ac.id/index.php/Miceb/article/view/256

Nordlund, A. M., & Garvill, J. (2002). Value structures behind proenvironmental

behavior. Environment and Behavior, 34(6), 740–756.

https://doi.org/10.1177/001391602237244

Oreg, S., & Katz-Gerro, T. (2006). Predicting proenvironmental behavior

cross-nationally: Values, the theory of planned behavior, and

value-belief-norm theory. Environment and Behavior, 38(4), 462–483.

https://doi.org/10.1177/0013916505286012



62

Poortinga, W., Whitmarsh, L., Steg, L., Böhm, G., & Fisher, S. (2019). Climate

change perceptions and their individual-level determinants: A

cross-European analysis. Global Environmental Change, 55(0), 25–35.

https://doi.org/10.1016/j.gloenvcha.2019.01.007

Roberts, C., & Alpert, F. (2010). Total customer engagement: Designing and

aligning key strategic elements to achieve growth. Journal of Product and

Brand Management, 19(3), 198–209.

https://doi.org/10.1108/10610421011046175

Roberts, K., Potter, H., Army, S., Davidson, H., & Klein, C. (n.d.). E b k f h a.

Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Corporate Socially Responsible

Initiatives and Their Effects on Consumption of Green Products. Journal of

Business Ethics, 135(2), 253–264.

https://doi.org/10.1007/s10551-014-2485-0

Saari, U. A., Damberg, S., Frömbling, L., & Ringle, C. M. (2021). Sustainable

consumption behavior of Europeans: The influence of environmental

knowledge and risk perception on environmental concern and behavioral

intention. Ecological Economics, 189(July).

https://doi.org/10.1016/j.ecolecon.2021.107155

Saavedra, R., & Van Dyne, L. (1999). Social exchange and emotional investment

in work groups. Motivation and Emotion, 23(2), 105–123.

https://doi.org/10.1023/A:1021377028608

Sanri, Ç., & Goodwin, R. (2013). Values and love styles in Turkey and Great

Britain: An intercultural and intracultural comparison. International Journal

of Psychology, 48(5), 837–845.

https://doi.org/10.1080/00207594.2012.712697



63

Schwartz, S. H., & Boehnke, K. (2004). Evaluating the structure of human values

with confirmatory factor analysis. Journal of Research in Personality, 38(3),

230–255. https://doi.org/10.1016/S0092-6566(03)00069-2

Shaw, D., McMaster, R., Longo, C., & Özçaglar-Toulouse, N. (2017). Ethical

qualities in consumption: Towards a theory of care. Marketing Theory, 17(4),

415–433. https://doi.org/10.1177/1470593117699662

Steg, L., & Vlek, C. (2009). Encouraging pro-environmental behaviour: An

integrative review and research agenda. Journal of Environmental

Psychology, 29(3), 309–317. https://doi.org/10.1016/j.jenvp.2008.10.004

Stern, B. B. (1997). Advertising intimacy: Relationship marketing and the

services consumer. Journal of Advertising, 26(4), 7–19.

https://doi.org/10.1080/00913367.1997.10673532

Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A., & Kalof, L. (1999). A

value-belief-norm theory of support for social movements: The case of

environmentalism. Human Ecology Review, 6(2), 81–97.

STERNBERG, R. J. (1997). Construct validation of a triangular love scale.

European Journal of Social Psychology, 27(3), 313–335.

https://doi.org/10.1002/(sici)1099-0992(199705)27:3<313::aid-ejsp824>3.3.c

o;2-w

Swimberghe, K. R., Astakhova, M., & Wooldridge, B. R. (2014). A new dualistic

approach to brand passion: Harmonious and obsessive. Journal of Business

Research, 67(12), 2657–2665. https://doi.org/10.1016/j.jbusres.2014.04.003

Tam, K. P., & Chan, H. W. (2018). Generalized trust narrows the gap between



64

environmental concern and pro-environmental behavior: Multilevel evidence.

Global Environmental Change, 48(November 2017), 182–194.

https://doi.org/10.1016/j.gloenvcha.2017.12.001

Thornton, M. A., & Rupp, D. E. (2016). The Joint Effects of Justice Climate,

Group Moral Identity, and Corporate Social Responsibility on the Prosocial

and Deviant Behaviors of Groups. Journal of Business Ethics, 137(4),

677–697. https://doi.org/10.1007/s10551-015-2748-4

Trudel, R., Arg, J. J., & Meng, M. D. (2016). The recycled self: Consumers’

disposal decisions of identity-linked products. Journal of Consumer

Research, 43(2), 246–264. https://doi.org/10.1093/jcr/ucw014

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A generalized

multidimensional scale for measuring customer engagement. Journal of

Marketing Theory and Practice, 22(4), 401–420.

https://doi.org/10.2753/MTP1069-6679220404

Wang, J., & Wu, L. (2016). The impact of emotions on the intention of

sustainable consumption choices: Evidence from a big city in an emerging

country. Journal of Cleaner Production, 126, 325–336.

https://doi.org/10.1016/j.jclepro.2016.03.119

Wang, P., Liu, Q., & Qi, Y. (2014). Factors influencing sustainable consumption

behaviors: A survey of the rural residents in China. Journal of Cleaner

Production, 63, 152–165. https://doi.org/10.1016/j.jclepro.2013.05.007

Wang, S. (2013). Erratum: Two-step co-sintering method to fabricate

anode-supported Ba

<inf>3</inf>Ca<inf>1.18</inf>Nb<inf>1.82</inf>O<inf>9-δ</inf> proton

conducting solid oxide fuel cells (Journal of Power Sources (2012) 215



65

(221-226)). In Journal of Power Sources (Vol. 225, p. 382).

https://doi.org/10.1016/j.jpowsour.2012.10.009

Wang, Y., Shi, H., Sun, M., Huisingh, D., Hansson, L., & Wang, R. (2013).

Moving towards an ecologically sound society? Starting from green

universities and environmental higher education. Journal of Cleaner

Production, 61(June 2023), 1–5.

https://doi.org/10.1016/j.jclepro.2013.09.038

Yadav, R., & Pathak, G. S. (2017). Determinants of Consumers’ Green Purchase

Behavior in a Developing Nation: Applying and Extending the Theory of

Planned Behavior. Ecological Economics, 134, 114–122.

https://doi.org/10.1016/j.ecolecon.2016.12.019

Yam, J. H., & Taufik, R. (2021). Hipotesis Penelitian Kuantitatif. Perspektif :

Jurnal Ilmu Administrasi, 3(2), 96–102.

https://doi.org/10.33592/perspektif.v3i2.1540

Yu, T. K., Lin, F. Y., Kao, K. Y., & Yu, T. Y. (2019). Encouraging environmental

commitment to sustainability: An empirical study of environmental

connectedness theory to undergraduate students. Sustainability (Switzerland),

11(2). https://doi.org/10.3390/su11020342


	DAFTAR PUSTAKA

