DAFTAR PUSTAKA

Aaker, J. L. (2017). Dimensions of Brand Personality. Routledge. https://gsb-
courses.stanford.edu/building-innovative-brands/wp-
content/uploads/sites/25/2022/04/dimensions_of brand personality.pdf

Achmad, F. (2021). Pengaruh Halal Knowledge , Islamic Religiosity Dan Kualitas
Produk Terhadap Keputusan Pembelian Kosmetik Wardah Di Surabaya.
Jurnal Ekonomika Dan Bisnis Islam, 4(3), 215-229.

Affandi, A. (2019a). Peran Social Media Influencer dalam Mempengaruhi
Keputusan Pembelian Konsumen. Jurnal Manajemen Dan Bisnis, 6(2), 45—
58.

Affandi, A. (2019b). Social Media Influencer dan Pemasaran Digital.
Prenadamedia Group.

Agustina, D. (2016). Manajemen Pemasaran. Alfabeta.

Ahmad, S. (2016). Implementasi Metode Penelitian dalam Pembelajaran Psikologi.
Jurnal Psikologi Indonesia, 5(2), 120-130.

Ajzen, 1. (1991). The Theory of Planned Behavior. Organizational Behavior and
Human Decision Processes.

Al-Ghazali, 1. (2003). Ihya’ Ulumuddin (Kebangkitan Ilmu-Iimu Agama) (A. Iraqi
(ed.)). Darul Fikr.

Al Gadri, S. S., Hutabarat, T. E., & Kurniawati, K. (2023). Pengaruh Social Media
Influencer terhadap Keputusan Pembelian Produk Kosmetik Halal dengan
Religiusitas sebagai Variabel Moderasi. Jurnal Ilmiah Ekonomi Islam, 9(3),
1119-1132. https://jurnal.stie-aas.ac.id/index.php/jei ER

Alam, S. S., & Sayuti, N. M. (2011). Applying the Theory of Planned Behavior in
Halal Food Purchasing. International Journal of Commerce and Management.

Albin, A., & Teguh, T. (2019). Pengaruh media sosial terhadap perilaku konsumen:
studi kasus influencer. Jurnal Ilmu Komunikasi, 7(2), 45-55.

Alserhan, B. A. (2010a). Islamic Branding: A Conceptualization of Related Terms.
Journal of Brand Management, 18(1), 34-49.

Alserhan, B. A. (2010b). On Islamic branding: Brands as good deeds. Brand
Management, 18(1), 34-49.

127



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

Amstrong. (2008). Prinsip-Prinsip Pemasaran (A. M. D. B. W. Hardani (ed.); 12th
ed.). Erlangga.

Ancok, D., & Suroso, F. N. (2007). Psikologi Islami: Solusi Islam Atas Problem-
Problem Psikologi. Pustaka Pelajar.

Anggraini, F., Ahmadi, M. A., & Surakarta, U. M. (2025). Pengaruh Influencer
Marketing terhadap Keputusan Pembelian Produk Kecantikan di Kalangan
Generasi Z : Literature Review. 3.

Anggraini, 1., & Dewanti, D. S. (2020). The Effect of Halal Foods Awareness on
Purchase Decision with Religiosity as a Moderating Variable. 4(1).
https://doi.org/10.18196/jerss.040116

Aqilah, M. (2026). Strategi Branding Halal UMKM Kuliner Dan Dampaknya
Terhadap Keputusan Pembelian Konsumen Muslim. 3(1), 202-208.

Ardy Wibowo. (2024). SmartPLS 101 Panduan Lengkap Analisis SEM-PLS untuk
Pemula (Ardy Wibowo) (Z-Library) (1).pdf.

Arif, & Wawo. (2016). Analisis Penggunaan Partial Least Square (PLS) dalam
Penelitian Manajemen. Jurnal Manajemen.

Aritama, F. D., Ariwibowo, F., Purwantiningsih, D., & Wahyana, M. S. A. (2023).
Religiosity Dan Personal Norm Pengaruhnya Terhadap Keputusan Pembelian
Produk Halal : Mediasi Sikap Konsumen. 9(03), 4000-4010.

Assauri, S. (2013). Manajemen Pemasaran: Dasar, Konsep & Strategi. Rajawali
Pers.

Asti, R. (2023). Social Media Influencer sebagai Alat Pemasaran Modern. Jurnal
Ilmu Komunikasi, 15(1), 45-60.

Aswawi, N. (2025). Pengaruh Kesadaran Halal, Label Halal Dan Kepuasan
Konsumen Terhadap Keputusan Pembelian Produk Kosmetik Halal. Journal
of Economic, Business and Accounting, 8(5), 2508-2516.

Audrezet, A., de Kerviler, G., & Guidry Moulard, J. (2020). Authenticity under
Threat: When Social Media Influencers Need to Go Beyond Self-Presentation.

128



Journal of Business Research.

Aziz, N. A., & Chok, N. V. (2013). Halal brand and purchase intention: Evidence
from Malaysian consumers. Journal of Islamic Marketing, 4(2), 117-127.

Baslan, I. (2023). Pengaruh Halal Lifestyle , Halal Awareness Dan Halal Branding
Terhadap Keputusan Dengan Halal Literacy Sebagai Variabel Moderating
Pascasarjana Universitas Islam Negeri ( UIN ) Alauddin Makassar.

Borzooei, M., & Asgari, M. (2013). The Halal Brand Personality and Its Effect on
Purchase Intention. Interdisciplinary Journal of Contemporary Research in
Business, 5(3), 481-491.

Bukhori. (2006a). Kesehatan Mental Mahasiswa Ditinjau dari Religiusitas dan
Kebermaknaan Hidup. Psikologika: Jurnal Pemikiran Dan Penelitian
Psikologi, 11(22), 53-62.

Bukhori, M. (2006b). Psikologi Agama: Konsep dan Perkembangan Religiusitas.
Pustaka Setia.

Daniar, A., & dkk. (2023). Pengaruh pemanfaat media sosial terhadap efektivitas
pembelajaran dalam pandangan filsafat teknologi Don Ihde. Jurnal
Pendidikan Dan Pengajaran, 1(5), 250-257.

Darmawan, A. T., & Setiawan, M. B. (2024). Pengaruh Influencer Marketing,
Electronic Word Of Mouth Dan Social Media Marketing Terhadap Keputusan
Pembelian (Studi Kasus Pada Pembelian Produk Erigo Di Kota Semarang).
Jesya, 7(1), 778-789. https://doi.org/10.36778/jesya.v7il.1412

Delener, N. (1994). Religious Contrasts in Consumer Decision Behaviour Patterns:
Their Dimensions and Marketing Implications. European Journal of
Marketing.

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online
celebrities’ Instagram profiles in influencing the purchase decisions of young
female users. Computers in Human Behavior, 68, 1-7.

Engel, J. F., Blackwell, R. D., & Miniard, P. W. (2001). Consumer Behavior (9th
Edition). Dryden Press.

Fauzianti, R., & Retnosari, N. (2022). Pemasaran Influencer: Strategi Promosi
Produk di Era Digital. Jurnal Manajemen & Pemasaran, 10(2), 55-68.

Febrianto, U. (2025). Pengaruh Label Halal Dan Pengetahuan Produk Terhadap

129



Keputusan Pembelian Produk Kosmetik : Religiusitas Sebagai Variabel
Moderasi. Jurnal Maneksi (Management Ekonomi Dan Akuntansi), 14(04),
1915-1925. https://doi.org/10.31959/jm.v14i4. 3440

Febryaningrum, V., Buana, A. V., Rohman, A. F., Rochmah, A. N., Soraya, A., &
Suparta, I. M. (2024). Penggunaan Analisis Structural Equation Modelling
(SEM) Dengan PLS Untuk Menguji Pengaruh Variabel Intervening Terhadap
Hubungan Variabel Independen Dan Variabel Dependen. Jurnal Ekonomi
Manajemen Dan Bisnis (JEMB), 1(6), 258-266.
https://doi.org/10.62017/jemb.v1i6.1739

Ferdinand. (2014). Metode Penelitian Manajemen Pedoman Penelitian untuk
skripsi, Tesis dan Disertai llmu Manajemen.

Fitrah, R. (2025). Peran Religiusitas sebagai Variabel Moderasi dalam Hubungan
Fear of Missing Out dan Influencer Marketing terhadap Perilaku Konsumtif
Gen Z ( Kabupaten Aceh Tengah ). Jurnal Inovasi Manajemen,
Kewirausahaan, Bisnis Dan Digital, 2(3), 199-215.

Fitriani, B. (2016). Psikologi Islam dan Religiusitas. CV. Alfabeta.

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. (2010). Who are the social
media influencers? A study of public perceptions of personality. Public
Relations Review, 37(1), 90-92.

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. (2011). Who are the social
media influencers? Understanding perceived credibility of online celebrities.
Public Relations Review, 37(1), 90-92.

Gensler, S., Volckner, F., Liu-Thompkins, Y., & Wiertz, C. (2013). Managing
brands in the social media environment. Journal of Interactive Marketing,
27(4), 242-256.

George, A., Shibu, M., Joseph, E. T., & Sunny, P. (2025). Impact of social media
influencer marketing on customer purchase intention in the fashion industry :
a systematic literature review. September, I-11.
https://doi.org/10.3389/fcomm.2025.1676901

Ghozali, 1. (2016). Aplikasi Analisis Multivariate dengan Program IBM SPSS.
Badan.

Ghozali, I., & Latan, H. (2012). Partial Least Squares: Konsep, Teknik dan Aplikasi

130



menggunakan program SmartPLS 2.0 untuk Penelitian Empiris. Badan
Penerbit Universitas Diponegoro.

Ghozali, 1., & Latan, H. (2015). Partial Least Squares: Konsep, Teknik dan Aplikasi
Menggunakan Program SmartPLS 3 (2nd ed.). Badan Penerbit Universitas
Diponegoro.

Ghufron, M. N., & Risnawita, R. (2016). Teori-teori Psikologi. Ar-Ruzz Media.

Glock, C. Y., & Stark, R. (1965). Religion and Society in Tension. Rand McNally.

Goswami, R., Chatterjee, S., & Sakashita, M. (2025). Sustainable Consumption in
the East: Cross-Cultural Variation of Antecedents of Green Purchase Intention
Based on Religiosity, Spirituality and Values. International Journal of
Consumer Studies, 49(3), €70071. https://doi.org/10.1111/ijcs.70071

Griffin, E. (2011). Fundamentals of Consumer Behavior. Cengage Learning.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate
Data Analysis (5th ed.). Prentice Hall.

Hair, J. F., Hult, G. T. M., & Ringle, C. M. (2017). A Primer on Partial Least
Squares Structural Equation Modeling ( PLS-SEM ).

Hair, J. F., Risher, J. J., & Ringle, C. M. (2018). When to use and how to report the
results of PLS-SEM. 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Hamid & Anwar. (2019). Structural Equation Modeling (SEM) Berbasis Varian.

Handayani. (2020). Pemasaran Digital: Teori dan Praktik Pemasaran Digital
UMKM di Indonesia. Jurnal Bisnis Dan Manajemen, 21(2), 88—99.

Handfield, R. B., & Nichols, E. L. (2015). Introduction to Supply Chain
Management. Prentice Hall.

Hasan, M. A. (2013). Perilaku Konsumen dalam Pemasaran. Alfabeta.

Herdiana, N. (2015). Manajemen Strategi Pemasaran. Alfabeta.

Huber, S. (2012). The Centrality of Religiosity Scale (CRS). Religions, 3(3), 710—
724.

Idris, F., Alias, R., & Singh, P. (2021). Halal Labels in Advertising and Muslim
Consumer Behavior. Journal of Islamic Marketing, 12(4), 765—780.

Idris, 1., Alias, S. S., & Singh, S. K. N. (2020). Perception of Muslim Consumers
Towards Halal Branding in Advertising. 2004-2011.

lIoanid, A., & Militaru, G. (2015). Social Media Strategies for Organizations Using

131



Influencers. Proceedings of the International Conference on Business
Excellence, 9(1), 295-303.

Jalaludin. (2009). Psikologi Agama (Revisi (at). PT RajaGrafindo Persada.

Jameel, A. S., & Yusoff, Y. M. (2018). Factors Influencing Job Satisfaction among
Academic Staff. Journal of Economic and Administrative Sciences, 34(4),
247-262.

Jogiyanto. (2011). Metodologi Penelitian Bisnis: Salah Kaprah dan Pengalaman-
Pengalaman. BPFE.

Johansen, E., & Guldvik, 1. (2017). Opinion leaders and social media influencers:
The role of WOM in marketing. Journal of Marketing Communications, 23(4),
375-392.

John W. Creswell, J. D. C. (2018). Research Design Qualitative, Quantitative, and
Mixed Methods Approaches.

Kahmad, D. (2002). Sosiologi Agama. Pustaka Setia.

Koenig, H. G. (2010). Religion and Mental Health: What Should Psychiatrists Do?
Psychiatric Times.

Kotler & Amstrong. (2020). Principles Of Marketing.

Kotler, P. (2018). Marketing Management (15th Editi). Pearson Education.

Kotler, P., & Armstrong, G. (2012). Principles of Marketing (14th Edition). Pearson
Education.

Kotler, P., & Armstrong, G. (2015). Principles of Marketing. Pearson Education.

Kotler, P., & Keller, K. L. (2009). Marketing Management (13th Edition). Pearson
Prentice Hall.

Kotler, P., & Keller, K. L. (2015). Marketing Management (15 (ed.)). Pearson.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th Edition). Pearson
Education.

Lada, S., Tanakinjal, G. H., & 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/10.1108/17538390910946276

Laksana, F. (2019). Manajemen Pemasaran: Pendekatan Praktis. Graha Ilmu.

Limakrisna, N., & Purba, R. (2017). Manajemen Pemasaran. Mitra Wacana Media.

132



Mahendri, L. (2022). Pengaruh Social Media Influencer, Brand Awareness Dan
Brand Image Terhadap Keputusan Pembelian Ms Glow. Jurnal Ilmiah
Mahasiswa Ekonomi, 05(2), 2621-2374.

Mahsyar & Gunawan. (2023). Analisis Pengaruh Brand Ambassador Dan Brand
Awareness Terhadap Keputusan Pembelian Sabun Pemutih Lux Dengan
Variabel Minat Beli Sebagai Variabel Intervening. Jurnal Perilaku Dan
Strategi Bisnis, 11(2), 100—115.

Malihah, L., Anwar, M. K., Meilania, G. T., & Amalia, R. (2023). Pengaruh Brand
Image dan Halal Branding Terhadap Minat Pembelian Produk Kosmetik (
Studi pada Mahasiswi Fakultas Ekonomi dan Bisnis Islam [AI Darussalam
Martapura ). 7(1), 10—-16.

Maricar, R., Tinggi, S., Ekonomi, 1., Prayudha, A., Mallu, A. H., Tinggi, S.,
Ekonomi, 1., & Timur, U. 1. (2024). The Influence Of Brand Halal Awareness
And The Halal. 8(1), 37-42.

Matondang, N. & S. (2023). Pengaruh Pengetahuan Produk, Label Halal Dan
Harga Produk Terhadap Keputusan Pembelian Kosmetik Dengan Religiusitas
Sebagai Variabel Moderating. 5(1).

Muflihin, A. (2021). Implementasi Halal Branding pada Produk Lokal di
Indonesia. Universitas Islam Negeri (UIN) Jakarta.

Mukhtar, A., & Mohsin Butt, M. (2012). Intention to Choose Halal Products: The
Role of Religiosity. Journal of Islamic Marketing.

Nabilah, A., & Zulaikha, S. (2023). The Influence of Halal Label , Halal Brand
Image , Halal Lifestyle , Halal Product Quality , and Halal Awareness on the
Purchase Decision of Ms Glow Products. 04(02), 62-72.

Nora, L., & Sriminarti, N. (2023). The Determinants of Purchase Intention Halal
Products : The Moderating Role of Religiosity. 8(2), 220-233.

Nurhalizah, & al., et. (2024). Analisis Structural Equation Modeling Partial Least
Squares (SEM-PLS) dalam Pengujian Model Penelitian. Jurnal Ilmiah, 0(0),
0.

Ohanian, R. (1990). Construction and validation of a scale to measure celebrity

endorsers’ perceived expertise, trustworthiness, and attractiveness. Journal of

Advertising, 19(3), 39-52.

133



Oktaviana, & Wicaksono. (2022). Analisis Structural Equation Modeling (SEM)
dengan Pendekatan Partial Least Square (PLS). Jurnal Manajemen Dan
Bisnis.

Onsardi, O., Ekowati, S., Yulinda, A. T., & Megawati, M. (2022). Dampak Digital
Marketing, Brand Image Dan Relationship Marketing Terhadap Keputusan
Pembelian Konsumen Lina Ms Glow Kota Bengkulu. Creative Research
Management Journal, 5(2), 10. https://doi.org/10.32663/crmj.v5i2.3096

Petty, R. E., & Cacioppo, J. T. (1986). Communication and Persuasion: Central
and Peripheral Routes to Attitude Change. Springer-Verlag.

Putri, Istiasih, D. (2024). Pengaruh Social Media Influencer Dan Content
Marketing. 1,232-242.

Putri & Pertiwi. (2024). Pengaruh Islamic Branding, Halal Awareness, dan Islamic
Lifestyle Terhadap Keputusan Pembelian dengan Religiusitas Sebagai
Variabel Moderating (Studi Kasus pada Konsumen Wardah di Jawa Barat).
10(June), 678—688.

Rafiki, A. (2025). An extensive effect of religiosity on the purchasing decisions of
halal products. 8(3), 898-919. https://doi.org/10.1108/PRR-07-2022-0093

Rahman, A., & dkk. (2021). Halal Market Growth and Competitive Strategy.
Journal of Islamic Marketing Research, 12(2), 110—125.

Rahmat, & Puteri. (2020). Pengaruh Hedonisme dan Religiusitas Terhadap Perilaku
Konsumtif Mahasiswa. Ekonomika Syariah: Journal of Economic Studies,
4(1), 39-58.

Ramadhan, M., Julianti, R., & Hernidatiatin, L. T. (2025). The Influence of
Influencers on Purchasing Decisions with the Mediating Role of Value and
Perceived Emotions on Tiktok Live. 4(5), 497-512.

Ramadhana, M. R., Ekonomi, F., & Brawijaya, U. (2024). Pengaruh Social Media
Influencer Dan Brand Image Terhadap Purchasing Decision. 03(2), 409-420.

Rokhmah, F. N., Oktari, M., & Widiastuti, T. (2025). Social media influencers on
halal cosmetic purchase intention among Gen Z Muslims. 7(1), 113—132.

Rossiter, J. R., Percy, L., & Bergkvist, L. (2018). Marketing Communications:
Objectives, Strategy, Tactics. SAGE Publications.

Sarwono, J., & Narimawati, U. (2015). Membuat Skripsi, Tesis, dan Disertasi

134



dengan Partial Least Square SEM (PLS-SEM). Andi Offset.

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer Behavior (10th Edition).
Pearson Prentice Hall.

Schiffman, L. G., & Kanuk, L. L. (2012). Consumer Behavior (10th Edition (ed.)).
Pearson.

Shaari, N., & Arifin, M. (2022). Halal Brand Authenticity and Consumer Trust.
International Journal of Business and Society, 23(1), 45-60.

Shimp, T. A., & Andrews, J. C. (2013). Advertising, Promotion, and Other Aspects
of Integrated Marketing Communications. Cengage Learning.

Shinta, A. (2015). Manajemen Pemasaran. UB Press (Universitas Brawijaya
Press).

Sihombing et.al. (2024). Aplikasi Smart PLS 4.0 Untuk Statistisi Pemula.

Stark, R., & Glock, C. Y. (1968). American Piety: The Nature of Religious
Commitment. University of California Press.

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Cetakan
ke). Alfabeta.

Sugiyono. (2019a). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (2 (atau ed).
Alfabeta.

Sugiyono. (2020). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Edisi 2).
Alfabeta.

Sugiyono, P. D. (2017). Metode Penelitian Kuantitatif, Kualitatif Dan R & D.
Metode Penelitian Kuantitatif, Kualitatif, Dan R & D, 334 halaman.

Sugiyono, P. D. (2019b). Metode Penelitian Kuantitatif, Kualitatif dan R&D.

Sugiyono, P. D. (2022). Metode Penelitian Kualitatif Untuk penelitian yang
bersifat: eksploratif, enterpretif, interaktif dan konstruktif. Alfabeta.

Sulastri, E. V. A. (2025). Pengaruh Influencer Marketing dan Selebgram
Endorsement Terhadap Minat Beli Skincare Pada Generasi Z Dengan
Religiusitas Sebagai Variabel Moderator. Institut Agama Islam Negeri (IAIN)
Curup.

Sulistia, S. (2025). Pengaruh Halal Image, Literasi Dan Harga Terhadap
Keputusan Pembelian Obat Thibbun Nabawi Dengan Religiusitas Sebagai
Variabel Moderating (Studi Kasus Masyarakat Kota Serang. 2025.

135



Suliyanto. (2010). Manajemen Pemasaran: Analisis Perilaku Konsumen. CAPS
(Center for Academic Publishing Service).

Sunyoto, D. (2012). Manajemen Pemasaran. CAPS (Center for Academic
Publishing Service).

Sunyoto, D. (2013). Dasar-dasar Manajemen Pemasaran. CAPS (Center for
Academic Publishing Service).

Swastha, B. (2001). Manajemen Pemasaran Modern. Liberty.

Swastha, B., & Irawan. (2013). Manajemen Pemasaran Modern. Liberty.

Swimberghe, K. R., Sharma, D., & Flurry, L. A. (2011). Does a Consumer’s
Religion Really Matter in the Buyer-Seller Dyad? Journal of Business
Research.

Tajfel, H., & Turner, J. C. (1979). An Integrative Theory of Intergroup Conflict. In
W. G. Austin & S. Worchel (Eds.), The Social Psychology of Intergroup
Relations (pp. 33—47). Brooks/Cole.

Temporal, P. (2011). Islamic Branding and Marketing: Creating a Global Islamic
Business. Wiley.

Tjiptono, F. (2015). Strategi Pemasaran. Andi Offset.

Tjiptono, F., & Diana, A. (2016). Pemasaran Jasa: Prinsip, Penerapan, dan
Penelitian. Andi.

Tjiptono, F., & Diana, A. (2020). Pemasaran: Esensi & Aplikasi. Andi.

Ulfa, A. (2022). Pengaruh Social Media Influencer dan Brand Awareness
Terhadap Keputusan Pembelian Reddog Summarecon Mall Bekasi. 8(4),
4873-4881.

Usman, H., & Projo, N. W. K. (2021). Impact of Muslim Decision-Making Style
and Religiosity on Intention to Purchasing Certified Halal Food. Journal of
Islamic Marketing. https://doi.org/10.1108/JIMA-01-2021-0027

Usman, H., Sobari, N., & Santi, E. (2020). Testing the Discriminant Validity of
Measurement Model for Halal Product Purchase Intention. Journal of Islamic
Marketing.

Veirman, M. De, Cauberghe, V., & Hudders, L. (2021). Marketing through
Instagram influencers : the impact of number of followers and product

divergence on brand attitude. 0487.

136



https://doi.org/10.1080/02650487.2017.1348035

Wardani, P. D. (2019). Pengaruh Kontrol Diri, Religiusitas, Literasi Keuangan,
Inklusi Keuangan terhadap Perilaku Menabung di Bank Syariah Mahasiswa
Universitas Islam Negeri Sunan Ampel Surabaya. Jurnal Pendidikan
Akuntansi, 7(2), 189-196.

Weenas, D., & dkk. (2013). Consumer Purchase Decision Indicators. Journal of
Business Research, 10(4), 101-110.

Wilson, J. A.J., & Liu, J. (2011). The Challenges of Islamic Branding: Navigating
Emotions and Halal. Journal of Islamic Marketing, 2(1), 28—42.

Wulandari, R., Septin, T., Rahayu, M., Hidayah, A., & Fauziridwan, M. (2025).
The Influence of Halal Labels , Religiosity , and Influencer Marketing on the
Purchase Decision of Scarlett Products. 4(8), 3793—-3812.

Xaviera, Effendi, J. (2026). Social media influencer credibility and brand image on
purchase intention in modest fashion: The moderating role of Islamic
religiosity. 12(1), 187-195.

Yusuf, R., Hendawati, H., & Wibowo, L. A. (2020). Pengaruh Konten Pemasaran
Shoppe Terhadap Pembelian Pelanggan. Jurnal Manajemen Pendidikan Dan
IImu Sosial, 1(2), 506-515. https://doi.org/10.38035/JMPIS

Zahra, Y., Putri, A., Putra, S. S., & Digdowiseiso, K. (2023). Pengaruh Sosial
Media Influencer , Trustworthiness dan Electronik Word of Mouth Terhadap
Keputusan Pembelian Produk yang Diendorse @ Awkarin di Instagram. 4(6),
8935-8945.

Zanesty, Prakasa, Alina, R. (2022). Analisis Pengaruh Influencer Sosial Media
Terhadap  Keputusan = Masyarakat Indonesia  Dalam  Pembelian
Cryptocurrency. Bisnis Dan Iptek, 15(1), 44-59.
https://doi.org/10.55208/bistek

Zein, R. (2019). Pengaruh Social Media Influencer terhadap Perilaku Konsumen.
Graha Ilmu.

137



