
  

73 
 

DAFTAR PUSTAKA 

Ashton, N. S. (2010), Hotel Restaurant Dining: The Relationship between 

Perceived Values and Intention to Purchase. Tourism and Hospitality 

Research, 10 (3), 206-218. 

Assael, H. (2002), Consumer Behavior and Marketing Action, 3th ed. Boston: Kent 

Publishing, 

Ba, S. and Pavlou, P. A. (2002), Evidence of The Effect of Trust Building 

Technology in Electronic Markets: Price Premium and Buyer Behavior. MIS 

Quarterly, 26 (3), 243-268. 

Carrigan, M. andAttalla, A. (2001), The Myth of The Ethical Consumer: Do Ethics 

Matter in Purchase Behaviour? Journal of Consumer Marketing, 18 (7), 560–

577. 

Chamoro, A. and Banegil, T. M. (2006), Green Marketing Philosophy: A Study of 

Spanish Firm with ecolabels. Corporate Social Responsibility and 

Environmental Management, 13, 389-413. 

Chan, R. Y. K. (1999), “Environtment Attitudes and Behavior of Consumers in 

China: Survey Finding and Implications.” Journal of International 

Consumer Marketing, 11 (4), 25-52. 

 Chan, T. Y. and Wong C. W. Y. (2012), The Consumption Side of Sustainable 

Fashion Supply Chain: Understanding Fashion Consumer Eco-Fashion 

Consumption Decision. Journal of Fashion Marketing and Management, 16 

(2), 193-215. 

Charter, M. (1992), Greener Marketing: A Responsible Approach to Business. 

Sheffield, UK: Greenleaf Publishing. ISBN 1874719004, 9781874719007. 

Chaudhuri, A. (1997), Consumption Emotion and Perceived Risk: A Macro-

Analytic Approach. Journal of Business Research, 39 (1), 81-92. 

Chen, Y. S. (2008b), The Positive Effect of Green Intellectual Capital on 

Competitive Advantages of Firms. Journal of Business Ethics, 77 (3), 271-

286. 

Chen, Y. S. (2009), The Drivers of Green Brand Equity: Green Brand Image, Green 

Satisfaction, and Green Trust. Journal of Business Ethics, 93 (2), 307-319. 

Chen, Y. S. (2008), The Driver Of Green Innovation And Green Image-Green Core 

Competence. Journal of Business Ethics, 81 (3), 531-543. 

Chen, Y. S. and Chang, H. H. (2012), Enhance Green Purchase Intentions: The 

Roles of Green Perceived Value, Green Perceived Risk, and Green Trust. 

Management Decision, 50 (3), 502-520. 

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



  

74 
 

Cooper, D. R. and Schindler, P. S. (2014), Business Research Methods, 12th ed. 

New York: McGraw-Hill Education. 

Dehghanan, H. and Bakhshandeh, G. (2014), The impact of green perceived value 

and green perceived risk on green purchase behavior of Iranian consumers. 

International Journal of Management and Humanity Sciences, 3 (2), 1349-

1357. 

Eid, M. I. (2011), Determinants of E-Commerce Customer Satisfaction, Trust, and 

Loyalty in Saudi Arabia.  Journal of E-Commerce Research, 12 (1), 78-93. 

Fotopoulos, C. and Krystallis, A. (2002), Purchasing Motives and Provile of the 

Greek Organic Consumer: A Countrywide Survey. British Food Journal, 

104 (9), 730-765. 

Ghodeswar, B. M. and Kumar, P. (2015), Factors Affecting Consumers' Green 

Product Purchase Decisions. Marketing Intelligence & Planning, 33 (3), 

330-347. 

Gounaris, S. P; Tzempelikos, N. A; and Chatzipanagiotou, K. (2007), The 

Relationships of Customer-Perceived Value, Satisfaction, Loyalty and 

Behavioral Intentions. Journal of Relationship Marketing, 6 (1), 63-87. 

Gregg, D. G. and Walczak, S. (2008), Dressing Your Online Auction Business for 

Success: An Experiment Comparing Two E-Bay Businesses. MIS 

Quarterly, 32 (3), 653-670. 

Grimmer, M. and Miles, M. P. (2016), With the Best of Intentions: A Large Sample 

Test of the Intention-Behaviour Gap in Pro-Environmental Consumer 

Behaviour. International Journal of Consumer Studies, 41 (1), 2-10. 

Gurau, C. and Ranchhod, A. (2005), International Green Marketing. International 

Marketing Review, 22 (5), 547-561. 

Hair, J. F; Black, W. C; Babin. B. J; and Anderson, R. E. (2014), Multivariate Data 

Analysis, 7th ed. Endinburgh Gate, Harlow: Pierson Education Limited. 

Harridge-March, S. (2006), Can the building of trust overcome consumer perceived 

risk online? Marketing Intelligence & Planning, 24 (7), 746-761. 

Harris, L. C. and Goode, M. M. H. (2010), Online Servicescape, trust and Purchase 

Intentions. Journal of Service Marketing, 24 (3), 230-243. 

Hart, P. and Saunders, C. (1997), Power And Trust: Critical Factors in the Adoption 

and Use of Electronic Data Interchange. Organization Science, 8 (1), 23-42. 

Haryono, S., dan Wardoyo, P. (2012), Structural Equation Modeling Untuk 

Penelitian Manajemen Menggunakan AMOS 18.00, Jakarta: PT Intermedia 

Personalia Utama. 

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



  

75 
 

Hung, K; Chen, A. H; Peng, N; Hackley, C; Tiwsakul, R. A; and Chou, C. (2011), 

Antecendents of Luxury Brand Purchase Intention. Journal of Product and 

Brand Management, 20 (6), 457-567.  

Jagale, C. N. and Dalvi, S. D. (2013), Green Marketing: Marketing & Social Issue. 

Journal of Arts, Science & Commerce, 4 (1), 122-134. 

Johnstone, M. L. and Tan, L. P. (2015), Exploring the Gap betwen Consumers’ 

Green Rhetoric and Purchasing Behaviour. Journal Business Ethics, 132, 

.311-328 

Kalafatis, S. P;  Pollard, M;  East, R;  and Tsogas, M. (1999), Green Marketing and 

Ajzen’s Theory of Planned Behavior: A Cross-Market Examination. Journal 

of Consumer Marketing, 16 (4/5), 441-460. 

Kaufmann, H. R; Panni, M. F. A. K; and Orphanidou, Y. (2012), Factors Affecting 

Consumers’ Green Purchasing Behavior: An Integrated Conceptual 

Framework. Amfiteatru Economic. 14 (31), 50-69. 

Kim, C; Zhao, W; and Yang, K. H. (2008), An Empirical Study on the Integrated 

Framework Of E-CRM In Online Shopping: Evaluating The Relationships 

among Perceived Value, Satisfaction, and Trust Based on Customers’ 

Persepectives. Journal of Electronic Commerce in Organizations, 6 (3), 1-

19.  

Koehn, D. (2003), The Nature of and Conditions for Online Trust. Journal of 

Business Ethics, 43 (1), 3-19. 

Kotler, P. and Keller, K. L. (2012), Marketing Management, 14th ed. New Jersey: 

Pearson Educational. 

Lai, L. T. (2004), Service Quality and Perceived Value's Impact on Satisfaction, 

Intention, and Usage of Short Message Service (SMS). Information Systems. 

Frontiers, 6 (4), 353-368. 

Laroche, M; Bergeron, J; and Barbaro-Forleo, G. (2001), Targeting Consumers who 

are willing to Pay More for Envithronmentally Friendly Products. Journal of 

Consumer Marketing, 18 (6), 503-520. 

Lee, J; Park, D. H; and Han, I. (2011), The Different Effects of Online Consumer 

Reviews on Consumers’ Purchase Intentions Depending on Trust In Online 

Shopping Malls: An Advertising Perspective. Internet Research, 21 (2), 187-

206. 

Leeraphong, A. and Mardjo, A. (2013), Trust and Risk in Purchase Intention 

through Online Social Network: A Focus Group Study of Facebook in 

Thailand, Journal of Economics, Business and Management, 1 (4). 

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



  

76 
 

Lin, C. C. (2003), The Role of Customer Perceived Value in Generating Customer 

Satisfaction: An E-Business Perspective. Journal of Research in Marketing 

& Entrepreneurship, 5 (1), 25-39. 

Lu, Y; Zhao, L; and Wang, B. (2010), From Virtual Community Members to C2C 

E-Commerce Buyers: Trust in Virtual Communities and Its Effect on 

Consumers’ Purchase Intention. Electronic Commerce Research and 

Application, 9 (4), 346-360. 

Manget, J; Rocher, C; and Munnich, F. (2009), Capturing the Green Advantage for 

Consumer Companies. The Boston Consulting Group Inc. 

 Mayer, R. C; Davis, J. H; and Schoorman, F. D. (1995), An Integrative Model of 

Organizational Trust. The Academy of Management Review, 20 (3), 709-734. 

McDougall G. H. G. and Levesque, T. (2000), Customer Satisfaction with Services: 

Putting Perceived Value into the Equation. Journal of Services Marketing, 

14 (5), 392-410. 

McIntosh, A. (1991), The Impact of Environmental Issues on Marketing and 

Politics in the 1990s. Journal of the Market Research Society, 33 (3), 205-

217. 

Mishra, D. P; Heide, J. B; and Cort, S. G. (1998), Information Asymmetry and 

Levels of Agency Relationships. Journal of Marketing Research, 35 (3), 

277-295. 

Mitchell, V. W. (1999), Consumer Perceived Risk: Conceptualizations and Models. 

European Journal of Marketing, 33 (1), 163-195. 

Moisander, J. (2007), Motivational Complexity of Green Consumerism. 

International Journal of Consumer Studies, 31 (4), 404-9. 

Moorman, C; Deshpande, R; and Zaltman, G. (1993), Factors Affecting Trust in 

Market Research Relations. Journal of Marketing, 57 (1), 81-810. 

Netemeyer, R. G; Maxham, J. G; and Pullig, C. (2005), Conflicts in the Work-

Family Interface: Links to Job Stress, Customer Service Employee 

Performance, and Customer Purchase Intent. Journal of Marketing, 69 (2), 

130-143. 

Oglethorpe, J. E. and Monroe, B. K. (2008), Determinant of Perceived Health and 

Safety Risk of Selected Hazardous Product and Activities. Journal of 

Consumer Research, 28, 326-346. 

Patterson, P. and Spreng, R. (1997), Modeling the Relationship between Perceived 

Value, Satisfaction and Repurchase Intention in a Business-to-Business, 

Service Context: An Empirical Examination. International Journal of 

Service Industry Management, 8 (5), 414-434. 

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



  

77 
 

Pavlou, P. A. (2003), Consumer Acceptance of Electronic Commerce: Integrating 

Trust and Risk with the Technology Acceptance Model. International 

Journal of Electronic Commerce, 7 (3) 

Peter, J. P. and Ryan, M . J. (1976), An Investigation of  Perceived Risk at the Brand 

Level. Journal of Marketing Research, 13 (2), 184-188. 

Polonsky, M. J. (1994), An introduction to Green marketing. Electronic Green 

Journal, 1 (2), 1-10. 

Polonsky, M. J. (1994), Green Marketing Regulation in the US and Australia: The 

Australian Checklist. Greener Management International, 5, 44-53. 

Raharjo, M. (2011), Malaria Vulnerability Index (Mli) for Risk Management of 

Global Climate Change Impacts on Malaria Outbreaksin Indonesia. Journal 

Vektoria, 1. 

Rashid, N. A. (2009), Awareness of Ecolabel in Malaysia’s Green Marketing 

Initiative. International Journal of Business and Management, 4 (8), 132-141. 

Rashid, N. R. N. A; Kamaruzaman, J; and Kamsol, M. K. (2009), Eco-Labeling 

Perspective amongst Malaysian Consumers. Canadian Social Scince, 5 (2), 

1-10. 

Rizwan, M; Mahmood, U; Siddiqui, H; and Tahir, A. (2014), An Empirical Study 

about Green Purchase Intentions. Journal of Sociological Research, 5 (1), 

290-305. 

Sahota, A. (2014), Sustainability: How the Cosmetics Industry is Greening Up, 1st 

ed. United Kingdom: John Wiley & Sons Ltd. 

Schlosser, A. E; White, T. B; and Lloyd, S. M. (2006), Converting Web Site 

Visitors into Buyers: How Web Site Investment Increases Consumer 

Trusting Beliefs and Online Purchase Intentions. Journal of Marketing, 70 

(2), 133-148. 

Schurr, P. H. and Ozanne, J. L. (1985), Influences on Exchange Processes: Buyers’ 

Preconceptions of a Seller’s Trustworthiness and Bargaining Toughness. The 

Journal of Consumer Research, 11 (4), 939-953. 

Sekaran, U. (2010), Reserach Methods for Business A Skill Building Approach. 

Edisi 4. New York: John Wiley and Sons, Inc. 

Shaharudin, M. R; Pani, J. J; Mansor, S. W; Elias, S. J; and Sadek, D. M. (2010), 

Purchase Intention of Organic Food in Kedah, Malaysia: A Religious 

Overview. International Journal of Marketing Studies, 2 (1), 96-103. 

Sirdeshmukh, D; Singh, J; and Sabol, B. (2002), Consumer Trust, Value, and 

Loyalty in Relational Exchanges. Journal of Marketing, 66 (1), 15-37. 

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/



  

78 
 

Steenkamp, J. B. E. M. and Geyskens, I. (2006), How Country Characteristics 

Affect the Perceived Value of Web Sites. Journal of Marketing, 70 (3), 136-

150. 

Suki, N. M. (2013), Green Product Purchases: Structural Relationships of 

Consumer Perception of Ecolabel, Ecobrand, and Environmental 

Advertisement. Journal of  Sustainability Science and Management, 8, 1-10. 

Sweeney, J. C; Soutar, G. N; and Johnson, L. W. (1999), The Role of Perceived 

Risk in the Quality-Value Relationship: A Study in Retail Environment. 

Journal of Retailing, 77 (2), 203-220. 

Van der Heijden, H; Verhagen, T; and Creemer, M. (2003), Understanding Online 

Purchase Intentions: Contribution from Technology and Trust 

Perspectives”. European Journal of Information System, 12 (1), 41-48. 

Walker, R. H. and Hanson, J. D. (1998), Green Marketing and Green Places: A 

Taxonomy for the Destination Marketer. Journal of Marketing Management, 

14, 623−639. 

Zhuang, W; Cumiskey, K. J; Xiao, Q; and Alford, B. L. (2010), The Impact of 

Perceived Value on Behavior Intention: An Empirical Study. Journal of 

Global Business Management, 6 (2), 1-7. 

Sumber Internet: 

Dunia Industri. Riset Pasar dan Analisis Industri Kosmetik di Indonesia. Web. 

http://duniaindustri.com/downloads/riset-pasar-dan-analisis-industri-

kosmetik-tren-pertumbuhan-dan-5-merek-paling-laris/, diakses pada 16 

September 2016.  

The Federal Food, Drug and Cosmetic Act. (2016), Is It a Cosmetic, a Drug, or 

Both? (Or Is It Soap?). 

https://www.fda.gov/Cosmetics/GuidanceRegulation/LawsRegulations/ucm

074201.htm, diakses pada 25 Februari 2017.  

Kompas. (2014). http://female.kompas.com/read/2014/02/15/1141537/ 

Konsumen.Lebih.Pilih.Belanja.Kosmetik.di.Toko. Online, diakses tanggal 18 

November 2016. 

http://www.indonesiagreenproduct.com/produk-hijau-indonesia/, diakses tanggal 

18 November 2016. 

http://www.republika.co.id/berita/koran/news-update/13/09/03/msk16l-omzet-

industri-kosmetik-terus-naik, diakses pada 16 November 2016. 

Kementrian Perindustrian 2012. Indonesia Lahan Subur Industri Kosmetik. URL: 

http://kemenperin.go.id/artikel/5897/Indonesia-Lahan-Subur-Industri-

Kosmetik. (Diakses: 16 November 2015). 

Nielsen. (2013), “How and Why We Shop arround The Globe.”. New Wealth, 

diakses pada 26 Agustus 2016. 

Rahayu, E. M. (2016), Wow, Indonesia Pasar Pertumbuhan Utama Industri 

Kecantikan ASEAN. Majalah SWA. http://swa.co.id/swa/business-

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/

http://duniaindustri.com/downloads/riset-pasar-dan-analisis-industri-kosmetik-tren-pertumbuhan-dan-5-merek-paling-laris/
http://duniaindustri.com/downloads/riset-pasar-dan-analisis-industri-kosmetik-tren-pertumbuhan-dan-5-merek-paling-laris/
https://www.fda.gov/Cosmetics/GuidanceRegulation/LawsRegulations/ucm074201.htm
https://www.fda.gov/Cosmetics/GuidanceRegulation/LawsRegulations/ucm074201.htm
http://female.kompas.com/read/2014/02/15/1141537/%20Konsumen.Lebih.Pilih.Belanja.Kosmetik.di.Toko.%20Online
http://female.kompas.com/read/2014/02/15/1141537/%20Konsumen.Lebih.Pilih.Belanja.Kosmetik.di.Toko.%20Online
http://www.indonesiagreenproduct.com/produk-hijau-indonesia/
http://www.republika.co.id/berita/koran/news-update/13/09/03/msk16l-omzet-industri-kosmetik-terus-naik
http://www.republika.co.id/berita/koran/news-update/13/09/03/msk16l-omzet-industri-kosmetik-terus-naik
http://kemenperin.go.id/artikel/5897/Indonesia-Lahan-Subur-Industri-Kosmetik
http://kemenperin.go.id/artikel/5897/Indonesia-Lahan-Subur-Industri-Kosmetik
http://swa.co.id/swa/business-strategy/wow-indonesia-pasar-pertumbuhan-utama-industri-kecantikan-asean


  

79 
 

strategy/wow-indonesia-pasar-pertumbuhan-utama-industri-kecantikan-

asean, diakses pada 3 November 2016. 

SWA. (2013) http://swa.co.id/swa/trends/marketing/tren-konsumen-the-body-

shop-di-indonesia-bergeser, diakses pada 3 Desember 2016. 

Tty. (2012), Kosmetik "Hijau" Bukan Mimpi. Okezone. 

Okezone. http://lifestyle.okezone.com/read/2012/03/12/28/591564/kosmetik-

hijau-bukan-mimpi, diakses pada 25 Februari 2017. 

Utomo, T. H. A. (2015), Produk Hijau Indonesia. 

http://www.indonesiagreenproduct.com/produk-hijau-indonesia/, diakses 

pada 26 September 2016. 

PENGARUH NILAI HIJAU YANG DIPERSEPSIKAN, RISIKO HIJAU YANG DIPERSEPSIKAN, DAN
KEPERCAYAAN HIJAU PADA
NIAT PEMBELIAN KOSMETIK HIJAU
MELUN RUMINTEN, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2017 | Diunduh dari http://etd.repository.ugm.ac.id/

http://swa.co.id/swa/business-strategy/wow-indonesia-pasar-pertumbuhan-utama-industri-kecantikan-asean
http://swa.co.id/swa/business-strategy/wow-indonesia-pasar-pertumbuhan-utama-industri-kecantikan-asean
http://swa.co.id/swa/trends/marketing/tren-konsumen-the-body-shop-di-indonesia-bergeser
http://swa.co.id/swa/trends/marketing/tren-konsumen-the-body-shop-di-indonesia-bergeser
http://lifestyle.okezone.com/read/2012/03/12/28/591564/kosmetik-hijau-bukan-mimpi
http://lifestyle.okezone.com/read/2012/03/12/28/591564/kosmetik-hijau-bukan-mimpi
http://www.indonesiagreenproduct.com/produk-hijau-indonesia/



