
 71 

6 DAFTAR PUSTAKA 

Astarini, R., & Pratomo, L. (2022). The Role of Pro-Environmental Belief as a 

Driver of Green Purchase Behavior: Green Product Quality as a Moderating 

Variable. https://doi.org/10.4108/eai.10-8-2022.2320825 

Atmaja, N. P. C. D., & Utami, N. M. S. (2017). Faktor-faktor yang 

Mempengaruhi Green Consumer dalam Membeli Produk Organik. Seminar 

Nasional Hasil Penelitian Denpasar, 127–146. 

Azalia, A., & Anisa, F. (2021). Pengaruh Green Product, Green Advertising, dan 

Green Price Terhadap Keputusan Pembelian Produk Tupperware (Studi 

Kasus Pada Konsumen Produk Tupperware di Magelang). Borobudur 

Management Review, 1(2), 124–139. 

https://doi.org/10.31603/bmar.v1i2.5868 

C. Abraham, T. … Fajar, H. (2022). Peran Green Trust dan Theory Planned 

Behavior pada Konsumerisme Produk Hijau. Indonesian Business Review, 

5(1), 42–57. https://doi.org/10.21632/ibr.5.1.42-57 

Chrysna, V. Y., Sumarsono, H., & Widyaningrum, P. W. (2022). Pengaruh Green 

Trust, Green Price, dan Eco Brand Terhadap Keputusan Pembelian. E-

Journal Ekonomi Bisnis Dan Akuntansi, 9(2), 65. 

https://doi.org/10.19184/ejeba.v9i2.32466 

Dahlstrom, R. (2011). Green Marketing Management. Mason: South-Western 

Cengage Learning. 

Diah Adestia. (2022). The Role of Altruistic and Hedonic Value in Increasing Green 

Purchase Intention: Mediation Pro-Environmental Behavior. Journal of 

Management and Islamic Finance. 2(1), 119 – 136. DOI: 

https://doi.org/10.22515/jmif.v2i1.5229 

Dianti, N. R., & Paramita, E. L. (2021). Green Product dan Keputusan Pembelian 

Konsumen Muda. Jurnal Samudra Ekonomi Dan Bisnis, 12(1), 130–142. 

https://doi.org/10.33059/jseb.v12i1.2301 

Farradia, Y., Mora, Kusumawati, I., & Widodo, W. (2021). The Influence of 

Green Marketing Mix on Green Purchase Intention in Using Eco-Friendly 

Products. International Journal of Economy, Education and 

Entrepreneuship, 1(3), 277–285. Retrieved from 

https://doi.org/10.53067/ije3.v1i3 

Pengaruh Personal Norms (Altruistic Value, Hedonic Value, Pro-Environmental Belief) Dan Electronic
Word-Of-Mouth Pada Green Purchase Behavior
PUTI CUT NURSABRINA YAHYA, Iin Mayasari, Dr., M.M., Msi.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



 72 

Farrow, K., Grolleau, G., & Ibanez, L. (2017). Social Norms and Pro-

environmental Behavior: A Review of the Evidence. Ecological Economics, 

140, 1–13. https://doi.org/https://doi.org/10.1016/j.ecolecon.2017.04.017 

Fatimah, N. F., & Setiawardani, M. (2019). Keputusan Pembelian ( Studi Pada 

Konsumen the Body Shop Kota Bandung). Prosiding Industrial Research 

Workshop and National Seminar, 10(1), 1089–1101. Retrieved from 

https://jurnal.polban.ac.id/proceeding/article/view/1469 

Han, H. (2021). Consumer behavior and environmental sustainability in tourism 

and hospitality: a review of theories, concepts, and latest research. Journal of 

Sustainable Tourism, 29(7), 1021–1042. 

https://doi.org/10.1080/09669582.2021.1903019 

Hidayat, T. (2020). Analisis Pengaruh Produk, Harga, Promosi, Dan Lokasi 

Terhadap Keputusan Pembelian rumah makan Koki Jody di Magelang. 

Jurnal Ilmu Manajemem, 17(2), 95–105. 

Isnawati, Y., Ismail, Y. L., & Juanna, A. (2022). Analisis Green Product Features 

Di The Body Shop Citimall Gorontalo. … : Jurnal Ilmiah Manajemen Dan 

…, 5(1), 230–237. Retrieved from 

https://ejurnal.ung.ac.id/index.php/JIMB/article/view/14766%0Ahttps://ejurn

al.ung.ac.id/index.php/JIMB/article/download/14766/4475 

Jaini, A., Quoquab, F., Mohammad, J., & Hussin, N. (2020). “I buy green 

products, do you…?”: The moderating effect of eWOM on green purchase 

behavior in Malaysian cosmetics industry. International Journal of 

Pharmaceutical and Healthcare Marketing, 14(1), 89–112. 

https://doi.org/10.1108/IJPHM-02-2019-0017 

Kasali, R. (2005). Sembilan Fenomena Bisnis. Jakarta: PT. Gramedia Pustaka 

Utama. 

Kaur, B., Gangwar, V. P., & Dash, G. (2022). Green Marketing Strategies, 

Environmental Attitude, and Green Buying Intention: A Multi-Group 

Analysis in an Emerging Economy Context. Sustainability (Switzerland), 

14(10). https://doi.org/10.3390/su14106107 

Khoiriyah, S., & Toro, M. J. S. (2014). Faktor-faktor yang mempengaruhi 

kesediaan membeli produk hijau. Jurnal Bisnis Dan Manajemen, 14(1), 63–

76. 

Kiatkawsin, K., & Han, H. (2017). Young travelers’ intention to behave pro-

environmentally: Merging the value-belief-norm theory and the expectancy 

theory. Tourism Management, 59, 76–88. 

https://doi.org/https://doi.org/10.1016/j.tourman.2016.06.018 

Pengaruh Personal Norms (Altruistic Value, Hedonic Value, Pro-Environmental Belief) Dan Electronic
Word-Of-Mouth Pada Green Purchase Behavior
PUTI CUT NURSABRINA YAHYA, Iin Mayasari, Dr., M.M., Msi.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



 73 

Kotler, P., & Keller. (2016). Marketing Management. Essex: Pearson Education. 

Kristiana, I. G. A. A. D. (2018). Pengaruh Green Product, Green Price, Green 

Place, dan Green Promotion Terhadap Perilaku Pasca Pembelian Konsumen 

Air Minum dalam Kemasan di Kabupaten Bandung. Jurnal Indonesia 

Membangun, 17(2), 19–31. 

Kriyantono, R. (2013). Manajemen Periklanan: Teori dan Praktek. Malang: 

Universitas Brawijaya Press. 

Laksana, M. F. (2019). Praktis Memahami Manajemen Pemasaran. Sukabumi: 

CV. Al-Fath Zumar. 

Lee, C. K. M., & Lam, J. S. L. (2012). Managing reverse logistics to enhance 

sustainability of industrial marketing. Industrial Marketing Management, 

41(4), 589–598. 

https://doi.org/https://doi.org/10.1016/j.indmarman.2012.04.006 

Limakrisna, N., & Purba, T. P. (2017). Manajemen Pemasaran Teori dan Aplikasi 

dalam Bisnis (Edisi 2). Jakarta: Mitra Wacana Media. 

Perreault, W. D., & McCarthy, E. J. (2008). Basic Marketing: A Global-

Managerial Approach (16th Editi). New York: McGraw-Hill. 

Quoquab, F., Jaini, A., & Mohammad, J. (2020). Does it matter who exhibits 

more green purchase behavior of cosmetic products in Asian culture? A 

multi-group analysis approach. International Journal of Environmental 

Research and Public Health, 17(14), 1–20. 

https://doi.org/10.3390/ijerph17145258 

Rahbar, E., & Abdul Wahid, N. (2011). Investigation of green marketing tools’ 

effect on consumers’ purchase behavior. Business Strategy Series, 12(2), 73–

83. https://doi.org/10.1108/17515631111114877 

Rangkuti, F. (2015). Riset Pemasaran. Retrieved from 

https://books.google.co.id/books?id=OxhIDwAAQBAJ 

Sajjanit, C. (2020). Influence of Reference Groups and Positive eWOM on 

Consumer Responses to Green Products. Chulalangkorn Business Review, 

42(165), 68–92. 

Septariana, D., & Pratomo, L. A. (2018). Anteseden dari Green Buying Behavior. 

Telaah Bisnis, 19(2), 83–94. 

Pengaruh Personal Norms (Altruistic Value, Hedonic Value, Pro-Environmental Belief) Dan Electronic
Word-Of-Mouth Pada Green Purchase Behavior
PUTI CUT NURSABRINA YAHYA, Iin Mayasari, Dr., M.M., Msi.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/



 74 

Sofwan, H., & Wijayangka, C. (2021). the Effect of Green Product and Green 

Price on the Purchase Decision of Pijakbumi Products. E-Proceeding of 

Management, 8(5), 6054–6066. 

Tezer, A., & Bodur, H. O. (2020). The Greenconsumption Effect: How Using 

Green Products Improves Consumption Experience. Journal of Consumer 

Research, 47(1), 25–39. https://doi.org/10.1093/jcr/ucz045 

Tjiptono, F., & Anastasia, D. (2020). Pemasaran. Yogyakarta: ANDI. 

Wicaksana, A. S., Jasrin, C. J., Nugroho, E. S., & Yohanna, Y. S. (2020). Analisis 

Intensi Pembelian Produk Ramah Lingkungan pada The Body Shop 

Indonesia. Indonesian Business Review; Vol 2 No 2 (2019): Indonesian 

Business Review. Retrieved from 

https://journal.prasetiyamulya.ac.id/journal/index.php/ibr/article/view/407 

Widayat, W., Praharjo, A., Putri, V. P., Andharini, S. N., & Masudin, I. (2022). 

Responsible Consumer Behavior: Driving Factors of Pro‐Environmental 

Behavior toward Post‐Consumption Plastic Packaging. Sustainability 

(Switzerland), 14(1). https://doi.org/10.3390/su14010425 

Wilardjo, S. B. (2011). THEORIES AND SUCCESS STORIES OF GREEN 

MARKETING. Value Added: Majalah Ekonomi Dan Bisnis, 8(1), 1–20. 

Wulandari, R., & Miswanto, M. (2022). Faktor-Faktor Yang Mempengaruhi 

Keputusan Pembelian Green Product. EKUITAS (Jurnal Ekonomi Dan 

Keuangan), 6(2), 224–242. 

https://doi.org/10.24034/j25485024.y2022.v6.i2.5139 

Zappelli, P., Rossodivita, A., Prosperi, G., Pappa, R., & Luciano, R. (1976). New 
Coenzymically‐Active Soluble and Insoluble Macromolecular NAD + Derivatives. In 
European Journal of Biochemistry (Vol. 62, Issue 1). https://doi.org/10.1111/j.1432-
1033.1976.tb10115.x 

 

Pengaruh Personal Norms (Altruistic Value, Hedonic Value, Pro-Environmental Belief) Dan Electronic
Word-Of-Mouth Pada Green Purchase Behavior
PUTI CUT NURSABRINA YAHYA, Iin Mayasari, Dr., M.M., Msi.
Universitas Gadjah Mada, 2023 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.24034/j25485024.y2022.v6.i2.5139

	DAFTAR PUSTAKA



