DAFTAR PUSTAKA

Aaker, D. A. (1991). Managing Brand equity: Capitalizing on the Value of a Brand
Name. New York: Free Press.

Ahmad, N., Rahman, M. K., & Ab Rahman, S. (2020). Halal cosmetics and global
standards: Issues and challenges. Journal of Islamic Marketing, 11(5), 1103—
1116.

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211.

Ajzen, 1. (2020). The theory of planned behavior: Frequently asked questions.
Human Behavior and Emerging Technologies, 2(4), 314-324.

Akram, U., Hui, P., Khan, M. K., Saduzai, S. K., Akram, Z., & Bhati, M. H. (2021).
The impact of social media influencers on consumers’ Purchase Intention: The
mediating role of customer brand engagement. Journal of Business Research,
132, 171-182.

Alalwan, A. A. (2021). Investigating the impact of social media advertising features
on customer Purchase Intention. International Journal of Information
Management, 59, 102351.

Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020).
Investigating the antecedents of customer brand engagement and consumer-
based Brand equity in social media. Journal of Retailing and Consumer

Services, 53, 101767.

173



174

Ali, A., Xiaoling, G., Sherwani, F., & Ali, A. (2016). Cosmetic product choices
among young Muslim women: Halal or not? Journal of Islamic Marketing,
7(3), 1-12.

Alnaser, F., Alghizzawi, M., Abualfalayeh, G., Omeish, F., Alharthi, S., & Al Koni,
S. R. (2024). The Impact of Social media marketing Activities on Purchase
Intention. International Review of Management and Marketing, 14(6), 288—
300.

Ariefiansyah, R., & Jannah, M. (2024). Social media marketing and consumer
behavior: A strategic perspective. Journal of Digital Marketing Research, 6(1),
44-59.

Assis, W. M. de, & Vilela, B. (2024). Purchase intent in social media for healthcare
services: the influence of Value co-creation, Brand equity and engagement.
International Journal of Pharmaceutical and Healthcare Marketing.
https://doi.org/10.1108/IJPHM-06-2023-0057

Aziz, Y. A., & Chok, N. V. (2013). The role of Halal awareness, Halal certification,
and marketing components in determining Halal Purchase intention among
non-Muslims in Malaysia. International Journal of Business and Social
Science, 4(1), 1-7.

Bashir, A. M. (2019). Effect of halal awareness, halal logo and attitude on foreign
consumers’ Purchase Intention. British Food Journal, 121(9), 1998-2015.
Benita, E., & Teguh, G. P. (2023). The Influence of Attitude, Subjective Norm, and

Perceived behavioral control on Purchase intention of Apple iPhone: A Study

of Generation Z Consumers in Indonesia. iBuss Management, 11(1).



175

Bruhn, M., Kalra, A., Schoenmiiller, V., & Schéfer, D. B. (2021). Brand
management in the era of digitalization: New challenges, new opportunities.
Journal of Business Research, 126, 341-349.

Dwivedi, Y. K., Hughes, D. L., Coombs, C., Constantiou, I., Duan, Y., Edwards, J.
S., et al. (2021). Impact of social media on consumer behavior. Journal of
Business Research, 132, 12-24.

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements of strategic Social
media Marketing: A holistic framework. Journal of Business Research, 70,
118-126.

Fishbein, M., & Ajzen, 1. (1975). Belief, Attitude, Intention and Behaviour: An
Introduction to Theory and Research. Addison-Wesley.

Gammoh, B. S., Voss, K. E., & Skiver, R. (2011). Consumer evaluation of
continuous and discontinuous innovation. American Journal of Business,
26(1), 65-79.

Goi, M. T., Kalidas, V., & Zeeshan, M. (2023). Social media engagement and
Purchase Intention: The mediating role of brand attitude. Sustainability, 15(4),
1895.

Haudi, H., Handayani, W., Musnaini, M., Suyoto, Y. T., & Prasetio, T. (2022). The
effect of Social media marketing on brand trust, Brand equity and Brand
loyalty. International Journal of Data and Network Science, 6(3), 961-972.

Hollebeek, L. D., Sprott, D. E., & Andreassen, T. W. (2022). Customer engagement
in evolving technological environments: Conceptual foundations and research

directions. Journal of Business Research, 146, 365-376.



176

Hussain, S. 1., & Chimhundu, R. (2023). Effects of Social media marketing on
Consumer Purchase intention in the Retail Sector of Australia. Journal of
Business and Management Studies, 5(1), 69—88.

Irfany, M. 1., Khairunnisa, Y., & Tieman, M. (2024). Factors influencing Muslim
Generation Z consumers’ Purchase intention of environmentally friendly halal
cosmetic products. Journal of Islamic Marketing, 15(1), 221-243.

Islam, J. U., Hollebeek, L. D., & Rahman, Z. (2022). Social media Marketing,
customer engagement, and consumer Purchase Intention. Journal of Retailing
and Consumer Services, 66, 102904,

Kim, J., & Sullivan, P. (2022). Emotional responses to social media cosmetic
advertising and consumer behavior. Journal of Business Research, 138, 1-12.

Kotler, P., & Keller, K. L. (2021). Marketing management (16th ed.). Pearson.

Lim, S., & Kesumahati, E. (2022). The Effect of Social media Marketing,
Influencer Marketing, and Consumer Engagement on Purchase intention in
Local Cosmetic Products. Enrichment: Journal of Management, 12(5), 4043—
4051.

Liu, C., Zhang, Y., & Zhang, J. (2020). The impact of self-congruity and virtual
interactivity on online celebrity Brand equity and fans’ Purchase Intention.
Journal of Product and Brand Management, 29(6), 783—-801.

Muniz, F., & Guzman, F. (2023). The impact of brand Value co-creation on
perceived CSR authenticity and Brand equity. Journal of Product and Brand

Management, 32(8), 1338-1354.



177

Olsanova, K., Escobar Rios, A., Cook, G., Kral, P., & Zlati¢, M. (2022). Impact of
the awareness of brand-related CSR activities on Purchase intention for luxury
brands. Social Responsibility Journal, 18(3), 597-618.

Perera, C. H., Nayak, R., & Nguyen, L. T. Van. (2021). The impact of Subjective
Norms, eWOM and perceived brand credibility on Brand equity: application to
the higher education sector. International Journal of Educational Management,
35(1), 63-74.

Pham, L. H., Woyo, E., Pham, T. H., & Truong, D. T. X. (2023). Value co-creation
and destination Brand equity: understanding the role of social commerce
information sharing. Journal of Hospitality and Tourism Insights, 6(5), 1796—
1817.

Safeer, A. A. (2024). Harnessing the power of brand Social media marketing on
consumer online impulse buying intentions: a Stimulus-Organism-Response

framework. Journal of Product and Brand Management, 33(5), 533-544.



	Daftar Pustaka

