
 

129 
 

DAFTAR PUSTAKA 
Abbasi, G. A., Kumaravelu, J., Goh, Y. N., & Dara Singh, K. S. (2021). Understanding the 

intention to revisit a destination by expanding the theory of planned behaviour (TPB). 
Spanish Journal of Marketing - ESIC, 25(2), 282–311. https://doi.org/10.1108/SJME-
12-2019-0109 

Abd Rahman, A., Asrarhaghighi, E., & Ab Rahman, S. (2015). Consumers and halal 
cosmetic products: Knowledge, religiosity, attitude and intention. Journal of Islamic 
Marketing, 6(1), 148–163. https://doi.org/10.1108/JIMA-09-2013-0068 

Abdul Hamid, Mokhammad Natsir, & Harianto Respati. (2022). Pengaruh Customer Trust 
dan Customer Satisfaction Terhadap Brand Loyalty Melalui E-WOM. SKETSA 
BISNIS, 9(1), 102–113. https://doi.org/10.35891/jsb.v9i1.2800 

Abouzeid, W., Emad Ali Mahmoud, A., & Taher Mohammad, D. (n.d.). MSA-Management 
science journal The Impact of Electronic Word-of-Mouth Dimensions on Consumer 
Purchase Intention and Brand trust in the Egyptian Market. 
https://ssrn.com/abstract=4616535 

Agus Tri. (2024, February 5). Pecah Rekor! Ada 5 Miliar Pengguna Media Sosial di Duni 
Baca artikel detikinet, “Pecah Rekor! Ada 5 Miliar Pengguna Media Sosial di 
Dunia.”.  Download Apps Detikcom Sekarang https://apps.detik.com/detik/ 

Ahadi Pradana Program Studi DIII Keperawatan STIKes Mitra Keluarga Bekasi, A., 
Chandra Program Studi, M. S., Fahmi Prodi Ners Poltekkes Kemenkes Jambi, I., 
Prodi DIII Keperawatan STIKes Husada -Jakarta, C. R., & Asna Dewi, N. (n.d.). 
Telaah Literatur sebagai Alternatif Tri Dharma Dosen: Bagaimana tahapan 
penyusunannya? http://ejournal.undhari.ac.id/index.php/jikdi 

Aisyah, N., Rahman, M. A., Aisyah, S., Kunci, K., Islam, B., Pembelian, K., & Merek, K. 
(2021). ANALISIS ISLAMIC BRANDING TERHADAP KEPUTUSAN 
PEMBELIAN KOSMETIK WARDAH MELALUI BRAND AWARENESS 
SEBAGAI MEDIASI PADA REMAJA WANITA DI KOTA MAKASSAR. In Pusat 
Studi Gender dan Anak UIN Alauddin Makassar Sipakalebbi (Vol. 5, Issue 2). 
www.kemenperin.go.id 

Alharthey, B. (2019). The Role of Online Trust in Forming Online Shopping Intentions. 
International Journal of Online Marketing, 10(1), 32–57. 
https://doi.org/10.4018/ijom.2020010103 

Alserhan, B. A. (2010). On Islamic branding: Brands as good deeds. Journal of Islamic 
Marketing, 1(2), 101–106. https://doi.org/10.1108/17590831011055842 

Amarullah, D., Handriana, T., & Maharudin, A. (2022). EWOM CREDIBILITY, TRUST, 
PERCEIVED RISK, AND PURCHASE INTENTION IN THE CONTEXT OF E-
COMMERCE: MODERATING ROLE OF ONLINE SHOPPING EXPERIENCE. 
https://doi.org/10.26418/jebik.v11i1.50594 

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, 121, 
3–25. https://doi.org/10.1016/j.sbspro.2014.01.1104 



 

130 
 

Amoako, G. K., Kutu-Adu, S. G., Caesar, L. D., & Neequaye, E. (2019). Relationship 
Marketing and Repurchase Intention in Ghana’s Hospitality Industry: An Empirical 
Examination of Trust and Commitment. Journal of Relationship Marketing, 18(2), 
77–107. https://doi.org/10.1080/15332667.2018.1534059 

Annabi, C. A., & Ibidapo-Obe, O. O. (2017). Halal certification organizations in the United 
Kingdom: An exploration of halal cosmetic certification. Journal of Islamic 
Marketing, 8(1), 107–126. https://doi.org/10.1108/JIMA-06-2015-0045 

Aprilia, D., & Evangalista, L. (2024). Pengaruh E-Wom dan Brand Image terhadap 
Repurchase Intention yang Dimediasi oleh Customer Trust Teh Pucuk Harum di Kota 
Bandung. http://Jiip.stkipyapisdompu.ac.id 

Ardianto, Y., Thalib, S., Riskarini, D., Ekonomi, F., & Bisnis, D. (2021). ANALISIS 
REPURCHASE INTENTION MELALUI CUSTOMER SATISFACTION DILIHAT 
DARI EXPERIENTAL MARKETING DAN SERVICESCAPE. Jurnal Riset Bisnis, 
4(2). 

Aridiyanto, M. J., & Penagsang, P. (2022). ANALISIS FAKTOR-FAKTOR YANG 
MEMPENGARUHI KINERJA KOPERASI (STUDI KASUS : KOPERASI DI 
SURABAYA UTARA) (Vol. 7, Issue 1). 

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 

Batumalai, T. (2023). The Influence of Review Richness and Valence on the E-WOM 
Trustworthiness. 313–318. https://doi.org/10.15240/tul/009/lef-2023-34 

Beldad, A., Hegner, S., & Hoppen, J. (2016). The effect of virtual sales agent (VSA) gender 
- Product gender congruence on product advice credibility, trust in VSA and online 
vendor, and purchase intention. Computers in Human Behavior, 60, 62–72. 
https://doi.org/10.1016/j.chb.2016.02.046 

Binus.ac.id. (2017). Peran E-WOM (electronic word of mouth) dalam Media Sosial di 
Indonesia – Management. Binus University Business School, Management. 
https://bbs.binus.ac.id/management/2017/03/peran-e-wom-electronic-word-of-
mouth-dalam-media-sosial-di-indonesia/ 

Bukhari, S. N. Z., & Isa, S. M. (2020). Islamic branding: insights from a conceptual 
perspective. Journal of Islamic Marketing, 11(6), 1743–1760. 
https://doi.org/10.1108/JIMA-02-2018-0035 

Business, G., & Research, M. (2018). Islamic Branding in Food Service Industry: 
Qualitative Study of Sellers’ and Consumers’ Perceptions. In An International 
Journal (Vol. 10, Issue 3). 

Chahal, H., & Kumari, N. (2012). Consumer perceived value: The development of a 
multiple item scale in hospitals in the Indian context. International Journal of 
Pharmaceutical and Healthcare Marketing, 6(2), 167–190. 
https://doi.org/10.1108/17506121211243086 



 

131 
 

Daisy, V., & Purwanti, L. (2023). PENGARUH SOURCE CREDIBILITY, SOURCE 
ATTRACTIVENESS, E- WOM TERHADAP LOYALTY TO INFLUENCER DAN 
PURCHASE INTENTION DENGAN TRUST SEBAGAI MEDIASI. 

Damit, D. H. D. A., Harun, A., Martin, D., Othman, B. J., Othman, B., & Ahmad, H. (2019). 
What makes a non-muslim purchase halal food in a muslim country? An application 
of theory of planned behaviour. Management Science Letters, 9(12), 2029–2038. 
https://doi.org/10.5267/j.msl.2019.7.003 

Danisa, D. (2022). Apa Itu Customer Trust_ Pengertian dan Cara Meningkatkannya. Detik 
Finance, Customer Trust. https://finance.detik.com/solusiukm/d-6301660/apa-itu-
customer-trust-pengertian-dan-cara-meningkatkannya 

Dewi, N., & Luki Adiati Pratomo. (2023). EFFECT OF HALAL AWARENESS, 
DESTINATION IMAGE, AND DESTINATION TRUST ON VISIT INTENTION. 
Jurnal Ekonomi Trisakti, 3(1), 1045–1056. https://doi.org/10.25105/jet.v3i1.16037 

Dewi, P., & Mauludy, A. (2019). PENGARUH ELECTRONIC WORD OF MOUTH DAN 
BRAND TRUST TERHADAP KEPUTUSAN PEMBELIAN PRODUK WARDAH 
VARIAN BEDAK (STUDI PENELITIAN PELANGGAN WARDAH BEAUTY 
KONTER MAJALENGKA). 

Duary, G., Djoko Waloejo, H., & Purbawati, D. (2023). PENGARUH ELECTRONIC-
WORD OF MOUTH DAN ELECTRONIC-SERVICE QUALITY TERHADAP 
ELECTRONIC-REPURCHASE INTENTION PADA PT ROSALIA INDAH 
TRANSPORT. In Jurnal Ilmu Administrasi Bisnis (Vol. 12, Issue 1). 
https://ejournal3.undip.ac.id/index.php/jiab 

Dyah Setyaningsih, E., & Marwansyah, S. (2019). SYI’AR IQTISHADI The Effect of Halal 
Certification and Halal Awareness through Interest in Decisions on Buying Halal 
Food Products (Vol. 3, Issue 1). www.republika.go.id 

El Adawiyah, S., & Patrianti, T. (2021). ISLAMIC BRANDING DALAM EKONOMI 
SYARIAH. JURNAL AL-TSARWAH. 

Erica Maryati, D. M., Yuniarti Utami, E., & Elizabeth, R. (2023). The Impact of Influencer 
Credibility on Consumer Purchasing Decisions: A Case Study in the Fashion Industry. 
In West Science Interdisciplinary Studies (Vol. 01, Issue 09). 

Fauzi Nasution, A., Safari, S. S., Ayu Purwati, A., Patuan Panjaitan, H., & Bisnis dan 
Teknologi Pelita Indonesia, I. (n.d.). THE EFFECT OF SERVICE QUALITY AND 
TRUST ON CUSTOMER SATISFACTION AND LOYALTY AT PT. AGUNG 
TOYOTA HARAPAN RAYA PEKANBARU. In Business Management and 
Accounting (ICOBIMA) (Vol. 1, Issue 1). 

Garg, M., & Bakshi, A. (2024). Exploring the impact of beauty vloggers’ credible attributes, 
parasocial interaction, and trust on consumer purchase intention in influencer 
marketing. Humanities and Social Sciences Communications, 11(1). 
https://doi.org/10.1057/s41599-024-02760-9 

Ghani Khwaja, M., Zulfikar, S., Bhutto, A., Mahmood, S., & Jusoh, A. (2020). Online 
information bombardment! How does eWOM on social media lead to consumer 
purchase intentions? In Int. J. Grid and Utility Computing (Vol. 11, Issue 6). 



 

132 
 

Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IMB SPSS 25 
(Kesembilan). Badan Penerbit Universitas Diponegoro. 

Goyette, I., Ricard, L., Bergeron, J., & Marticotte, F. (2010). E-WOM scale: Word-of-
mouth measurement scale for e-services context. Canadian Journal of Administrative 
Sciences, 27(1), 5–23. https://doi.org/10.1002/cjas.129 

Gvili, Y., & Levy, S. (2023). I Share, Therefore I Trust: A moderated mediation model of 
the influence of eWOM engagement on social commerce. Journal of Business 
Research, 166, 114131. https://doi.org/10.1016/j.jbusres.2023.114131 

Herlina, M., Azizah, N., Rifai, K., Sausan, N., & Sholeh, M. (2020). Halal Awareness of 
Muslim Millennials Toward Cosmetics and Skincare Decision. 

Hudzaifah, Y., Sari, W. P., & Andriyani, R. (2024). Halal Awareness, Brand Image, and 
Viral Marketing: Three Key Factors Influencing Purchasing Decisions for Halal Skin 
Care and Cosmetics Products in Pontianak. Jurnal Ilmiah Bidang Ilmu Ekonomi, 
19(1), 42–58. http://journal.umpo.ac.id/index.php/ekuilibrium 

Ibrahim, I. I., Md Nor, M. N., Ahmad, Z., Mohd Razali, M. F., & Mansor, Z. (2023). 
EXAMINING THE AWARENESS OF MUSLIM CONSUMERS TOWARDS 
HALAL FOOD. International Journal of Entrepreneurship and Management 
Practices, 6(21), 175–183. https://doi.org/10.35631/ijemp.621014 

Ibzan, E., Balarabe, F., & Jakada, B. (2016). Consumer Satisfaction and Repurchase 
Intentions. 6(2). www.iiste.org 

Isma Maisarah, & Yani, A. S. (2022). The Effect of Customer Trust and Product Diversity 
on Shopee Users Repurchase Intention with Customer Satisfaction as a Moderating 
Variable. IJHCM (International Journal of Human Capital Management), 6(2), 32–
40. https://doi.org/10.21009/ijhcm.06.02.3 

Jalil, M. I. A., Lada, S., Bakri, M. A., & Hassan, Z. (2021). HALAL COSMETICS 
REPURCHASE INTENTION: THE ROLE OF MARKETING IN SOCIAL MEDIA. 
Journal of Islamic Monetary Economics and Finance, 7(4), 629–650. 
https://doi.org/10.21098/jimf.v7i4.1379 

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. https://doi.org/10.21098/jimf.v7i2.1328 

Javed, M. K., Wu, M., Qadeer, T., Manzoor, A., Nadeem, A. H., & Shouse, R. C. (2020). 
Role of Online Retailers’ Post-sale Services in Building Relationships and 
Developing Repurchases: A Comparison-Based Analysis Among Male and Female 
Customers. Frontiers in Psychology, 11. https://doi.org/10.3389/fpsyg.2020.594132 

Juliana, J., Wafa Rizaldi, M., Azizah Al-Adawiyah, R., Marlina, R., & Akuntansi STIE 
KHez Muttaqien, P. (2022). Halal Awareness : Pengaruhnya Terhadap Keputusan 
Pembelian Konsumen Shopee dengan Religiositas Sebagai Variabel Moderasi. 

Jumlah Pengguna Internet RI Tembus 212,9 Juta di Awal 2023. (n.d.). 



 

133 
 

Khan, Q. U., Ali, M. H., & Rauf, U. A. A. (2024). Exploring Customer Trust and Online 
Continuance Shopping Intention of Cosmetics, with Mediating Effect of Perceived 
Risk. Revista de Gestão Social e Ambiental, 18(5), e08085. 
https://doi.org/10.24857/rgsa.v18n5-151 

Le-Hoang, P. V. (2020). The effects of Electronic Word of Mouth (eWOM) on the adoption 
of consumer eWOM information. Independent Journal of Management & 
Production, 11(6), 1760–1777. https://doi.org/10.14807/ijmp.v11i6.1152 

Lisdayanti, A., & Hapsari, A. Y. (n.d.). THE INFLUENCE OF SECURITY PERCEPTION 
AND CONSUMER TRUST ON REPURCHASE INTENTION ON E-COMMERCE 
PLATFORMS. www.techniumscience.com 

Luqman, Prihantono, Utin Anya Bastian, Alwi Alattas, Dewi Prilijayanti, Mauliani Harva 
Yanti, & Halimah. (2024). Socialization of Halal Awareness and Halal Certification 
among Dayak Bidayuh Community, Kampung Darul Falah, Sarawak. ABDIMAS: 
Jurnal Pengabdian Masyarakat, 7(3), 1084–1089. 
https://doi.org/10.35568/abdimas.v7i3.4850 

Mae. (2024). Belanja Kecantikan Warga RI Hampir Rp 3 T, Lebih Besar dari Makanan. 
https://www.cnbcindonesia.com/research/20240427110427-128-533935/belanja-
kecantikan-warga-ri-hampir-rp-3-t-lebih-besar-dari-makanan 

Maulana, N. (2022). Peluang Sektor Kosmetik dalam Industri Halal Global _ 
kumparan.com. Peluang Sektor Kosmetik Dalam Industri Halal Global. 
https://kumparan.com/nisrina-rafelia/peluang-sektor-kosmetik-dalam-industri-halal-
global-1xcU9dYhvzZ 

Melia, C., & Studi Manajemen, P. (2023). Pengaruh Digital Marketing, Customer 
Experience dan Customer Trust Terhadap Repurchase Intention Secara Online Produk 
Kosmetik Wardah. Jurnal Simki Economic, 6, 242–254. 
https://jiped.org/index.php/JSE 

MENINGKATKAN KESADARAN AKAN PRODUK HALAL BAGI MUSLIM 
MILENIAL Rimayanti, U., & Noor, F. (n.d.). HALAL AWARENESS: PERAN 
IJTIHAD SEBAGAI. 

Mezza Herawati, D., Manajemen, I., & Ekonomi dan Bisnis, F. (n.d.). Value Jurnal Ilmiah 
Akuntansi Keuangan dan Bisnis PENGARUH SOCIAL E-WOM DAN PRICE 
TERHADAP PURCHASE INTENTION DENGAN BRAND TRUST SEBAGAI 
VARIABEL MEDIASI. 

Muharam, H., Chaniago, H., Endraria, E., & Harun, A. Bin. (2021). E-Service Quality, 
Customer Trust and Satisfaction: Market Place Consumer Loyalty Analysis. Jurnal 
Minds: Manajemen Ide Dan Inspirasi, 8(2), 237. 
https://doi.org/10.24252/minds.v8i2.23224 

Muresan, C., Elena Dumitras, D., Felix Arion, iu, Kim, S.-J., & Hyun, B.-H. (2022). Effects 
of Psychological Variables on the Relationship between Customer Participation 
Behavior and Repurchase Intention: Customer Tolerance and Relationship 
Commitment. https://doi.org/10.3390/economies 



 

134 
 

Najmudin, & Ahyakudin. (2024). Behavioral Interest in Purchasing Halal Products: 
Exploring an Extended Theory of Planned Behavior Effect. Journal of Islamic 
Economics and Finance Studies, 5(1), 117–133. 
https://doi.org/10.47700/jiefes.v5i1.7627 

Ngo, T. T. A., Bui, C. T., Chau, H. K. L., & Tran, N. P. N. (2024). Electronic word-of-mouth 
(eWOM) on social networking sites (SNS): Roles of information credibility in 
shaping online purchase intention. Heliyon, 10(11). 
https://doi.org/10.1016/j.heliyon.2024.e32168 

Noor, F., & Rimayanti. (2011). HALAL AWARENESS: PERAN IJTIHAD SEBAGAI. 

Nurhanifah, L., Handoko, H., & Syahbudin, F. (2024). MABIS: JURNAL MANAJEMEN 
BISNIS SYARIAH Pengaruh Halal Awareness, Islamic Branding, Perceived Quality 
dan Harga Terhadap Niat Membeli Produk Kosmetik Wardah. 
https://www.researchgate.net/publication/379920728_Pengaruh_Halal_Awareness_I
slamic_Branding_Perceived_Quality_dan_Harga_Terhadap_Niat_Membeli_Produk
_Kosmetik_Wardah 

Obot, O. U., Attai, K. F., Onwodi, G. O., James, I., & John, A. (2024). Sentiment Analysis 
of Electronic Word of Mouth (E-WoM) on E-Learning (pp. 1–23). 
https://doi.org/10.4018/978-1-6684-7366-5.ch057 

Pahlevi, R. (2022). 10 Merek Kosmetik Lokal Favorit Masyarakat, 3 Punya Paragon. 
Brand Lokal Kosmetik Paling Banyak Digunakan (2022). 
https://databoks.katadata.co.id/datapublish/2022/09/03/10-merek-kosmetik-lokal-
favorit-masyarakat-3-punya-paragon 

Patrianti, T., & El Adawiyah, S. (2021). 1556-4471-1-PB (1). ISLAMIC BRANDING 
DALAM EKONOMI SYARIAH, ISLAMIC BRANDING DALAM EKONOMI 
SYARIAH. 

Pramesthi, J. A. (2022). Analisis e-WOM Newsjacking Arei Outdoor pada Konten Viral 
Surat Keberatan Eiger Adventure. Jurnal Komunikasi, 17(1), 67–80. 
https://doi.org/10.20885/komunikasi.vol17.iss1.art5 

Purnamasari, I., & Suryandari, R. T. (2023). Effect of E-Service Quality on E-Repurchase 
Intention in Indonesia Online Shopping: E-Satisfaction and E-Trust as Mediation 
Variables. European Journal of Business and Management Research, 8(1), 155–161. 
https://doi.org/10.24018/ejbmr.2023.8.1.1766 

Putri, E. A., & Pradhanawati, A. (2021). PENGARUH E-WOM TERHADAP 
REPURCHASE INTENTION MELALUI E-TRUST SEBAGAI MEDIASI PADA 
KONSUMEN TIKET KERETA DI KAI ACCESS (Studi Pelanggan Kereta Argo 
Sindoro Jurusan Semarang-Jakarta pada KAI Access Kota Semarang). In Jurnal 
Administrasi Bisnis: Vol. X. 

R Zainal, V., Sari, I., Djaelani, F., Basalamah, S., & L Yusran, V. (2018). Islamic marketing 
management Mengembangkan bisnis dengan hijrah ke pemasaran islami mengikuti 
praktik rasulullah SAW. Perpustakaan Universitas Islam Negeri Sultan Syarif Kasim 
Riau, 100. 



 

135 
 

Rahmawaty, A., & Rakhmawati, I. (2022a). Repurchase Intention of Halal Cosmetic 
Product Among Muslim Consumers: The Roles of Islamic Branding, Halal 
Awareness, and Trust. IQTISHADIA, 15(1), 1. 
https://doi.org/10.21043/iqtishadia.v15i1.14668 

Rahmawaty, A., & Rakhmawati, I. (2022b). Repurchase Intention of Halal Cosmetic 
Product Among Muslim Consumers: The Roles of Islamic Branding, Halal 
Awareness, and Trust. IQTISHADIA, 15(1), 1. 
https://doi.org/10.21043/iqtishadia.v15i1.14668 

Rani, A., & Shivaprasad, H. N. (2021). Revisiting the antecedent of electronic word-of-
mouth (eWOM) during COVID-19 Pandemic. DECISION, 48(4), 419–432. 
https://doi.org/10.1007/s40622-021-00298-2 

Respati, T., Jamilah, L., Alamsyah, I. F., & Abdulhadi, A. (2024). Halal Awareness in 
Online Social Networks. How Consumers Percept Halal Cosmetics in Indonesia and 
Malaysia. KnE Social Sciences. https://doi.org/10.18502/kss.v9i24.16836 

RifaNingtyas, H., Gusti, M. A. N., & Prabowo, H. (2022). The Role of E-WoM and Trust 
in Beauty Platforms to Increase Cosmetic Purchases. 2022 International Conference 
on Data Analytics for Business and Industry (ICDABI), 670–674. 
https://doi.org/10.1109/ICDABI56818.2022.10041659 

Rostianti, Q. (2023). Pasar Kosmetik Halal Dunia Diperkirakan Capai Rp 811 Triliun pada 
2028 _ Republika Online Mobile. Pasar Kosmetik Halal Dunia Diperkirakan Capai 
Rp 811 Triliun Pada 2028. https://ameera.republika.co.id/berita/rqu437425/pasar-
kosmetik-halal-dunia-diperkirakan-capai-rp-811-triliun-pada-2028 

Roy, G., Datta, B., & Mukherjee, S. (2019). Role of electronic word-of-mouth content and 
valence in influencing online purchase behavior. Journal of Marketing 
Communications, 25(6), 661–684. https://doi.org/10.1080/13527266.2018.1497681 

Roy, G., Datta, B., Mukherjee, S., Basu, R., & Shrivastava, A. K. (2021). Effect of eWOM 
valence on purchase intention: the moderating role of product. International Journal 
of Technology Marketing, 15(2/3), 158. https://doi.org/10.1504/ijtmkt.2021.118201 

Salmaa. (2023). Probability Sampling_ Pengertian, Jenis, dan Contohnya. Deepublish. 
https://penerbitdeepublish.com/probability-sampling/ 

Saputro, J. D. H., Wilujeng, I. P., & Pratikto, H. (2021). The influence of halal awareness 
and halal certificate on purchase intention through brand image. In Halal 
Development: Trends, Opportunities and Challenges (pp. 56–62). Routledge. 
https://doi.org/10.1201/9781003189282-10 

Sekar, A., Firdausi, M., Farahdiba, D., & Munthe, A. M. (2020). DETERMINING 
CONSUMERS’ WILLINGNESS TO BUY HALAL MEAT. In Jurnal Bisnis 
STRATEGI • (Vol. 29, Issue 2). 

Shafariah, H., & Gofur, A. (2024). Halal product awareness and trust from students 
perspectives: The role of gender. Jurnal Manajemen Strategi Dan Aplikasi Bisnis, 
7(1), 1–12. https://doi.org/10.36407/jmsab.v7i1.1190 



 

136 
 

Shah, S. A., Bhutto, M. H., & Azhar, S. M. (2022). Integrative review of Islamic marketing. 
In Journal of Islamic Marketing (Vol. 13, Issue 6, pp. 1264–1287). Emerald Group 
Holdings Ltd. https://doi.org/10.1108/JIMA-07-2020-0216 

Siddiqui, M. S., Siddiqui, U. A., Khan, M. A., Alkandi, I. G., Saxena, A. K., & Siddiqui, J. 
H. (2021a). Creating electronic word of mouth credibility through social networking 
sites and determining its impact on brand image and online purchase intentions in 
India. Journal of Theoretical and Applied Electronic Commerce Research, 16(4), 
1008–1024. https://doi.org/10.3390/jtaer16040057 

Siddiqui, M. S., Siddiqui, U. A., Khan, M. A., Alkandi, I. G., Saxena, A. K., & Siddiqui, J. 
H. (2021b). Creating electronic word of mouth credibility through social networking 
sites and determining its impact on brand image and online purchase intentions in 
India. Journal of Theoretical and Applied Electronic Commerce Research, 16(4), 
1008–1024. https://doi.org/10.3390/jtaer16040057 

Sinaga, B. A., & Sulistiono, D. (n.d.). Pengaruh Electronic Word Of Mouth Dan Promosi 
Media Sosial Terhadap Minat Beli Pada Produk Fashion Eiger. 

Sutanto, W. D. R., & Kussudyarsana, K. (2024). The Role of Brand Trust, Brand Image, 
Brand Equity on Repurchase Intention. Jurnal Ilmiah Manajemen Kesatuan, 12(1), 
119–128. https://doi.org/10.37641/jimkes.v12i1.2395 

Syaban, A., Novandriani, N., Moeliono, K., Sos, S., & Kunci, K. (2018). PENGARUH 
ELECTRONIC WORD OF MOUTH (E-WOM) TERHADAP KEPUTUSAN 
PEMBELIAN PADA CAFÉ HALAMAN THE IMPACT OF ELECTRONIC WORD OF 
MOUTH (E-WOM) ON DECISION MAKING ON CAFÉ HALAMAN. 5(3). 

Syafnidawaty. (2020). APA ITU POPULASI DAN SAMPEL DALAM PENELITIAN. 
Universitas Raharja. https://raharja.ac.id/2020/11/04/apa-itu-populasi-dan-sampel-
dalam-
penelitian/#:~:text=Populasi%20merupakan%20seluruh%20jumlah%20dari,terkait
%20dengan%20topik%20pada%20penelitian. 

Syifa Rofifa Putri Rizq, & Istyakara Muslichah. (2023). Intention to Buy Halal Cosmetics 
based on Social Media Activities, Brand Equity, and e-WOM. Jurnal Ekonomi 
Syariah Teori Dan Terapan, 10(3), 249–261. 
https://doi.org/10.20473/vol10iss20233pp249-261 

Tentang Produk Halal _ LPPOM MUI. (n.d.). 

Thanapuech, A., & Pankham, S. (2024a). THE INTERPLAY OF TRUST AND 
SATISFACTION: FUELING E-WOM IN ONLINE COSMETIC SHOPPING. 
Revista de Gestao Social e Ambiental, 18(5). https://doi.org/10.24857/rgsa.v18n5-
029 

Thanapuech, A., & Pankham, S. (2024b). THE INTERPLAY OF TRUST AND 
SATISFACTION: FUELING E-WOM IN ONLINE COSMETIC SHOPPING. 
Revista de Gestao Social e Ambiental, 18(5). https://doi.org/10.24857/rgsa.v18n5-
029 



 

137 
 

Tobon, S., & García-Madariaga, J. (2021). The Influence of Opinion Leaders’ eWOM on 
Online Consumer Decisions: A Study on Social Influence. 
https://doi.org/10.3390/jtaer 

Trivedi, S. K., & Yadav, M. (2020). Repurchase intentions in Y generation: mediation of 
trust and e-satisfaction. Marketing Intelligence and Planning, 38(4), 401–415. 
https://doi.org/10.1108/MIP-02-2019-0072 

Tyoga Aditya, F. (n.d.). Journal of Economics, Finance and Management Studies Influence 
of E-Service Quality, E-Trust, E-Satisfaction, and E-WOM on Repurchase Intention 
at Travel Media Online (Traveloka) in Indonesia. https://doi.org/10.47191/jefms/v6-
i10-20 

Utami, N., Sujianto, A. E., Syariah, P. E., Sayyid, U., & Tulungagung, A. R. (n.d.). Islamic 
Branding: Pengaruh Brand Identity Terhadap Brand Awareness Wardah Kosmetik. 
Justisia Ekonomika Jurnal Magister Hukum Ekonomi Syariah, 7(1). 

Wang, S., Cunningham, N. R., & Eastin, M. S. (2015). The Impact of eWOM Message 
Characteristics on the Perceived Effectiveness of Online Consumer Reviews. Journal 
of Interactive Advertising, 15(2), 151–159. 
https://doi.org/10.1080/15252019.2015.1091755 

Wijaya, R., Farida, N., & Andriyansah. (2018). Determinants of repurchase intentions at 
online stores in Indonesia. International Journal of E-Business Research, 14(3), 95–
111. https://doi.org/10.4018/IJEBR.2018070106 

Witiar Nidah, A., Islam Negeri Raden Intan Lampung Iqbal Fasha, U. M., & Islam Negeri 
Raden Intan Lampung Suharto, U. (2022). Pengaruh Islamic Branding Dalam 
Pemasaran Produk Kepada Konsumen Muslim (Vol. 17, Issue 1). 

Yang, L., Cheng, Q., & Tong, S. (2015). Empirical study of eWOM’s influence on 
consumers’ purchase decisions (pp. 123–135). https://doi.org/10.1016/B978-0-08-
100274-2.00008-X 

Yanti, R., Wijayanto, G., & Setiawan, D. (2023). 9662-Article Text-32852-1-10-20230227. 
JOURNAL OF MANAGEMENT Small and Medium Enterprises (SME’. 

Yolanda, W. S., Setianti, C. A., & Yuniarty. (2023). Analysis of EWOM Credibility 
Antecedents on Twitter and Their Impact on Brand Image and Online Purchase 
Intention of Local Skincare Products. 2023 11th International Conference on 
Emerging Trends in Engineering & Technology - Signal and Information Processing 
(ICETET - SIP), 1–5. https://doi.org/10.1109/ICETET-SIP58143.2023.10151497 

Zahra Putri, N., & Widodo, T. (2022). Analisis Pengaruh Customer Review Dan Influencer 
Review Dengan Trust Sebagai Variabel Moderasi Terhadap Purchase Intention Pada 
E-Commerce (Studi Pada Tokopedia). 

  

 


	PERNYATAAN KEASLIAN KARYA TUGAS AKHIR
	PERSETUJUAN DOSEN PEMBIMBING TUGAS AKHIR
	PERSETUJUAN TIM PENGUJI TUGAS AKHIR
	PERNYATAAN DAN PERSETUJUAN UNGGAH TUGAS AKHIR
	ABSTRAK
	ABSTRACT
	KATA PENGANTAR
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR
	DAFTAR LAMPIRAN
	BAB I  PENDAHULUAN
	1.1 Latar Belakang Masalah
	1.2 Rumusan Penelitian
	1.3 Tujuan Penelitian
	1.4 Manfaat Penelitian
	1.5 Batasan Penelitian
	1.6 Sistematika Penulisan

	BAB II TINJAUAN PUSTAKA
	2.1 Definisi Konsep/ Konsep Dasar
	2.2 Tinjauan Literatur
	2.3 Pengembangan Hipotesis
	2.4 Model Penelitian

	BAB III METODE PENELITIAN
	3.1 Objek Penelitian
	3.2 Unit Analisis
	3.3 Tipe Penelitian
	3.4 Pengukuran Variabel Penelitian
	3.5 Populasi dan Sampel
	3.6 Metode Pengumpulan Data
	3.7 Metode Analisis Data

	BAB IV  HASIL DAN PEMBAHASAN
	4.1 Profil Demografi Responden
	4.2 Analisis Statistik Deskriptif Variabel
	4.3 Analisis Inferensial
	4.4 Pembahasan

	BAB V  KESIMPULAN DAN SARAN
	5.1 Kesimpulan Penelitian
	5.2 Implikasi
	5.3 Rekomendasi
	5.4 Keterbatasan Penelitian dan Saran

	DAFTAR PUSTAKA
	LAMPIRAN



