EKONOMI ISLAM

Volume 16, Number 2, November 2025, 293 - 311
P-ISSN: 2087-7056, E-ISSN: 2527-7081
http://journal.uhamka.ac.id/index.php/jei

DETERMINANTS OF CONSUMER PARTICIPATION
IN BOYCOTTS OF PRO-ISRAELI PRODUCTS:
EVIDENCE FROM INDONESIA

Qiny Shonia Az Zahra', Elis Nurhasanah? lis Aisyah®

12:3Universitas Siliwangi, Tasikmalaya, Indonesia
Correspondence: giny@unsil.ac.id

Abstract

Research aims: This study explores the determinants of consumer boycott
participation of pro-Israel products in Indonesia, a context in which political conflicts
strongly shape consumption behavior.

Design/Methodology/Approach: A quantitative descriptive method was used, data
collection was conducted in 2024 using purposive sampling technique involving
230 respondents and used Structural Equation Modeling, specifically Partial Least
Squares (SEM-PLS), to examine how religiosity, consumer animosity, and
consumer affinity affect boycott actions.

Research findings: The findings revealed that consumer animosity was the
strongest predictor of boycott participation (8 = 0.619, p < 0.001). In contrast,
religiosity (B =—0.024, p = 0.641) and consumer affinity (8 = 0.173, p = 0.090) did
not have significant effects. The R-square of the boycott participation variable was
0. 558.The results highlight that socio-political emotions, especially animosity,
influence boycott behavior more than religious beliefs.

Theoretical Contribution/Originality: This study adds to the consumer behavior field
by focusing on actual participation instead of just intentions, showcasing evidence
from an emerging economy.

Practitioners/Policy Implications: Socio-political content-based public awareness
campaigns through social media and influencers, and providing databases or
applications that contain a list of products affiliated with Israel, can be a practical
strategy to build more consistent and impactful boycott participation.

Research Limitations/Implications: This study is limited by the concentration of
respondents in Java, which may not fully capture the diversity of consumer
behavior across Indonesia. Future research should expand the sample to other
regions to provide more representative insights.

Keywords: boycott, consumer animosity, religiosity, consumer affinity, consumer
behavior

Introduction

The decision to boycott products associated with Israel has become a
controversial topic worldwide. Israel's attacks on Palestine have been a
source of ongoing tension in the region for decades. One of the most visible
forms of protest is the boycott of Israel-affiliated or pro-Israel products as a
show of support for Palestine. Various parties are taking this boycott
phenomenon more seriously, ranging from civil society organizations to
governments. According to the Kurious-Katadata Insight Center (KIC), out
of 2,554 Indonesian respondents, around 36% actively participate in
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boycotts, while 47% support such actions but have not yet participated
(Muhamad, 2023) Meanwhile, according to Populix, a digital research
company, 65% of Muslim respondents support the call by the Indonesian
Ulema Council (MUI) to boycott products related to Israel as part of solidarity
with the Palestinian people.

In November 2023, MUI issued a fatwa stating that Muslims must
support the Palestinian independence struggle through various means,
including donations, charity, and good deeds. Additionally, the fatwa
prohibits any form of activity or support for Israel's aggression against
Palestine. The Indonesian Ulema Council Fatwa Number 83 of 2023 on the
Law of Support for the Palestinian Struggle includes recommendations for
"Muslims to avoid transactions and the use of products affiliated with Israel
or those supporting colonization and Zionism to the greatest extent
possible(Majelis Ulama Indonesia, 2023).

Figure 1
Google Trend Analysis: People Interest in Boycotts of Israeli and
Pro-Israeli Products in Indonesia
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Based on Figure 1 above, boycotts of Israeli and pro-Israeli products
are still being carried out and are in demand by the Indonesian people seen
from Google trends which are presented based on the frequency of people
through web searches within the last 3 months in Indonesia. The boycott
movement was initiated by one of the pioneers of the boycott movement in
Indonesia, the BDS Indonesia movement. BDS Indonesia mobilizes the
public to implement boycotts, divestments and sanctions. The main targets
of this movement are currently large companies that are proven to provide
direct financial support to Israel. The list of these companies can be seen
on the official Instagram account, @gerakanbds. The boycott of pro-Israel
products is a form of protest carried out by some Indonesians in response
to policies and actions that are considered detrimental to Palestine. The
boycott movement aims to pressure Israel economically and politically as a
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form of solidarity with the Palestinian people who continue to suffer from
Israeli attacks in the region.
Figure 2
Presentation of Changes in FMCG Product Sales Transactions Due to
Boycott of Products Considered Affiliated with Israel
“*databoks

Persentase Perubahan Transaksi Penjualan Kategori Produk
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Source: Databoks (2024)

In addition, based on Figure 2 above, boycott activities against
products deemed to have support or affiliation with Israel have impacted the
sales of several categories of fast-moving consumer goods (FMCG) in
Indonesia. Based on recent research from Compas.co.id, food and
beverage products, health products, and products for mother and child
needs are the most affected by the boycott. However, beauty care products
are not affected by the boycott of Israeli products. Compas.co.id's research
was conducted on e-commerce platforms using the crawling method during
the period October 25 to November 7, 2023 and November 8 to 21, 2023.
There are 96 multinational FMCG brands listed in the list of brands
boycotted by consumers because they are considered to support Israel. Not
only that, transactions in the food and beverage category decreased by 12%
compared to the same previous period. The same thing happened in the
health category which experienced a 15% decrease in transactions. On the
other hand, the category most affected by the boycott of Israeli products
was the mother and baby category, which experienced a 16% decrease in
transaction (Annur, 2023).

The boycott of products indirectly impacts the advancement of
Indonesia's economy through the growth of domestic industries. Thus,
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boycotting foreign products, especially pro-Israel products, can provide
positive benefits for Indonesia while also supporting Palestine's struggle for
independence (Indah Mentari et al., 2023). Furthermore, should be more
careful and precise in carrying out contract transactions, without reducing
the essence of the pillars and conditions of transactions according to Islamic
law (Susiawati, 2017).This research explores the decision of the Indonesian
public to boycott by incorporating external factors such as religiosity,
consumer animosity, and consumer affinity. The question arises: Is the
boycott participation significantly influenced by religious values or
religiosity? Or is it instead influenced by factors related to social identity
theory, such as consumer animosity and consumer affinity? This research
contributes to the literature on consumer behavior by examining the
determinants of the decision to boycott pro-Israel products in Indonesia. The
research gap in this study lies in the absence of an integrative model that
combines consumer affinity, animosity, and religiosity simultaneously to
explain the phenomenon of boycotting Israeli products, considering that the
majority of previous studies only tested one or two factors separately without
exploring their interactions and relative weights. Meanwhile, studies in
Indonesia as the largest Muslim country with moderate Islamic
characteristics and socio-economic diversity are still very limited, especially
in capturing the dynamics of massive boycotts. Furthermore, existing
literature tends to be explanatory about "why consumers boycott" but lacks
a prescriptive perspective for local brand businesses on "how to respond to
market opportunities" through ethical and resonant positioning and
communication strategies based on a deep understanding of these three
determinants, so this study will fill the gap between consumer behavior
theory and business strategy implementation.

Research on the determinants of boycotts of Israeli-affiliated products
is highly urgent given that this phenomenon has evolved into a massive
consumer movement with a significant impact on market behavior,
particularly in countries with Muslim-majority populations like Indonesia.
What began as a response to geopolitical conflict has transformed into a
complex consumer ethical consideration, influencing purchasing decisions
across product categories from food and beverage to technology. For
Muslims, understanding how emotional bonds with fellow believers in
Palestine (consumer affinity), feelings of hostility toward perceived injustice
(animosity), and adherence to Islamic principles of halal-haram and ethical
consumption (religiosity) influence their product choices will provide clarity
in practicing religious values through measurable economic voting and
consumer activism. On the other hand, local brand entrepreneurs have a
strategic opportunity to fill the market gap left by boycotted foreign products,
but require a deep understanding of these three determinants to build
resonant positioning whether emphasizing communal solidarity (affinity), a
narrative against injustice (animosity), or compliance with sharia and Islamic
values (religiosity) in their branding and communication strategies. More
crucially, this research will reveal the relative weight and interaction of these
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three factors, so that local brands can optimize market penetration
strategies with authentic messaging that not only opportunistically
capitalizes on boycott sentiment but genuinely builds trust and loyalty based
on shared values with Muslim consumers, while contributing to
strengthening the ummah's economic ecosystem and national industrial
independence.

Literature Review

Boycotting is part of consumer behavior, where there is a consistent
change or motivation in consumer behavior, whether liked or not (Garrett,
1987). Consumer boycotts have been conceptualized as collective anti-
consumption actions aimed at achieving practical goals to enforce functional
changes in a company's marketing mix or bringing about structural changes
in the overall system of trade and marketing (Friedman, 1991; Garrett,
1987). According to(Friedman, 2001) boyycotts take two forms: direct and
indirect. Direct boycotts involve consumers refusing to purchase goods or
services from a specific organization they view as acting unethically. Indirect
boycotts, on the other hand, involve avoiding products from entities linked
to the primary target including its supply chain partners or businesses
operating in the same nation—as a strategy to influence the target
company's behavior (Ettenson & Klein, 2005). According to Klein et al.,
several factors influence boycotts, including the desire to make changes,
opportunities for self-improvement, counterarguments hindering the
boycott, and the costs borne by boycotters from restricted
consumption(Klein et al., 2004). Meanwhile, boycott participation
dimensions, according to Suhud, include promoting change and feeling
better about oneself (Suhud, 2016).

Religiosity refers to the manifestation of religious beliefs in various
aspects of human life, whether related to worship behavior (specific rituals)
or other activities in human life, both visible and invisible (internal feelings)
(Suroso, 2011). Religiosity also refers to the extent of one's knowledge, the
strength of belief, the performance of religious practices and rules, and the
depth of religious experience (Nashori & Muharam, 2002). Stark and Glock,
as cited by Suroso (Suroso, 2011), state that religiosity has five dimensions:
the Ritual Dimension (sharia), the ldeological Dimension (creed), the
Intellectual Dimension (knowledge), the Experiential Dimension
(experience), and the Consequential Dimension (practice).

Consumer animosity, as defined by Klein, refers to residual feelings of
hatred related to past or ongoing military, political, or economic events
(Klein et al., 1998). The dimensions or indicators of consumer animosity
include feelings of antipathy toward a certain country, avoiding people from
that country when possible, disliking people from that country, feeling
obligated to dislike people from that country, and reluctance to associate
with that country (Torres & Gutiérrez, 2007).

Consumer affinity has been used in at least three contexts in marketing
and management. Aside from affinity in marketing, there is also cultural
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affinity and communication affinity. In marketing literature, the term "market
affinity" is used to describe the concept of combining benefits for affinity
groups with benefits for individuals (Woo et al., 2006) Affinity aligns with
positive associations that lead consumers to like a product. According to
emotional attachment theory, individuals need to connect with others, but
they can also form attachments to various objects (brands, countries, etc.)
(Bernard, 2014). Therefore, an individual's emotional feelings may not be
limited to other individuals but can also be associated with an object. Each
object has its own character, either shaped by the object itself or formed
through the process of social perception. The dimensions of consumer
affinity are sympathy and attachment (Oberecker & Diamantopoulos, 2011).
Several previous studies have discussed boycotts of specific products,
companies, or countries. Religiosity has been identified as a significant
factor influencing the boycott of KFC products (Rahmawati et al.,
2020)Additionally, Roswianto and Suwanda explain that religiosity plays a
role in boycotting products (Roswinanto & Suwanda, 2023). Even in
everyday life, many people choose products based on Islamic business
ethics and halal certification (Inayah et al., 2024; Oktaviani & Sunarmo,
2023). Previous research by Abdul-Talib & Adnan and Albayati has
indicated that consumer attitudes, shaped by animosity toward a particular
country, play an important role in influencing the decision to engage in a
boycott (Abdul-Talib & Abdul-Latif, 2014). This tendency is often triggered
by ongoing or past economic, military, or political events(Ettenson & Klein,
2005).

Suhud states that consumer animosity significantly influences product
evaluations, boycott motivation, and boycott intentions. Furthermore,
boycott motivation significantly affects boycott intentions. On the other hand,
product evaluations do not significantly influence boycott motivation. There
is limited literature specifically studying boycott participation, especially
concerning pro-Israel products, as most studies focus on boycott motivation
and intentions (Suhud, 2016). Meanwhile, research by Awaludin et al. states
that religiosity, consumer attitudes, and opinion leaders do not directly
influence the intention to boycott. Conversely, (Awaludin et al., 2023) found
that religiosity, consumer attitudes, and opinion leaders have no direct
impact on boycott intentions. The findings (Eduardo Vilchis Carrillo, 2020)
shows that religious beliefs, especially those related to providentialism,
have no substantial bearing on people's participation in political actions
beyond voting, such as boycotts. This indicates that people with deep
religious convictions may not regard boycotts as a revolutionary or
meaningful form of action, which contributes to their limited participation in
such political movements.

Nevertheless, opinion leaders exert an indirect effect on boycott
intentions by shaping consumer ethnocentrism. Furthermore, both
consumer ethnocentrism and perceived efficacy were shown to have
positive effects on the intention to participate in boycotts. Nevertheless,
opinion leaders exert an indirect effect on boycott intentions by shaping
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consumer ethnocentrism. This suggests that while opinion leaders may not
directly persuade consumers to boycott, they play a crucial mediating role
by influencing consumers' preferences for domestic products and their
inclination to favor local businesses over foreign ones. Through this
mechanism, opinion leaders indirectly cultivate the conditions that make
boycott participation more likely.

Furthermore, both consumer ethnocentrism and perceived efficacy
were shown to have positive effects on the intention to participate in
boycotts. Consumer ethnocentrism—the tendency to view one's own
country's products as superior and to reject foreign alternatives—motivates
individuals to engage in boycotts as an expression of national or cultural
loyalty. Meanwhile, perceived efficacy refers to consumers' belief that their
boycott actions can actually make a difference and bring about meaningful
change. When consumers feel confident that their participation will have
tangible impacts on the target company or contribute to a larger collective
goal, they become significantly more willing to commit to boycott activities.
Together, these two factors serve as important psychological drivers that
translate intention into actual boycott behavior. This shows that animosity,
religiosity, ethnocentrism, and subjective norms significantly affect boycott
motivation (Terasaki et al., 2022; Tsaur et al., 2023).

Research Methodology

The method used in this research is quantitative descriptive. The data
for this study are sourced from both primary and secondary sources.
Secondary data were obtained from existing data, including journals, books,
news, and previous research. Primary data were obtained through a
questionnaire accessed via Google Forms. Respondents who completed
the questionnaire were selected based on specific criteria using a purposive
sampling technique. This purposive sampling technique was intended to
ensure more robust research results. Furthermore, the sample used in
Structural Equation Modeling (SEM) research is a minimum of 100 samples
(Ferdinand, 2014). According to (Ghozali, 2014), the sample size in the SEM
method is between 100 and 200. The digital survey was disseminated via
social media platforms employing a snowball sampling method. Prior to
completing the survey, participants were required to review the terms and
conditions. Participants provided responses to demographic items including
gender, age, profession, income level, and educational attainment.
Declarations concerning informed consent and involvement in boycott
activities were also incorporated. The respondent requirements were as
follows:
1. Indonesian citizens aged at least 17 years
2. Currently/Previously boycotting Israeli-affiliated products
3. Residing throughout Indonesia

The data analysis technique applied in this study was the Structural
Equation Model Partial Least Squares (SEM-PLS), due to the exploratory
nature of this research (Hair et al., 2019). The application used for SEM-
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PLS data analysis was SmartPLS. SmartPLS is an application that uses two
approaches in its data analysis process. The first approach is the
measurement model which consists of convergent validity and discriminant
validity and the second approach is the structural model.

Results and Discussions

Based on the survey, a total of 230 respondents were used in this
study, categorized by gender, education, and domicile. The majority of
respondents were female (69.5%), aged 21-25 years old (36.4%), students
(42.7%), and living on the island of Java (74.1%).

Measurement Models

The first test performed was the outer model, divided into several
stages. The multicollinearity test was the first step, following the
recommendation by Hair et al. (2019) that the Variance Inflation Factor (VIF)
should be below 5. The results showed a VIF range between 1.259 and
2.366, indicating no multicollinearity issues. Next, we identified the
relationship between indicators and constructs. Based on the
recommendation by Hair et al. (2019), a good loading factor should be
above 0.60, and all indicators had satisfactory values.

Reliability was tested using Cronbach's Alpha (a) and Composite
Reliability. Following the recommendation by Hair et al. (2019), reliability is
indicated by Cronbach's Alpha (a), rho_A, and Composite Reliability values
above 0.70. The test results showed satisfactory values for both (above
0.70), demonstrating good reliability for all constructs. For validity testing,
we used the average AVE value, with a good AVE being above 0.50. The
test results showed an AVE range between 0.523 and 0.887, indicating that
all constructs were valid.

Figure 3
Partial Least Squares (PLS) Analysis Path Diagram
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Table 1

F? Effect Size

Variable f2 Effect Size Category
Value

Consumer Affinity — Boycott 0.029 | Very Small
Participation (trivial/negligible)
Consumer Animosity — Boycott 0.373 | Large
Participation
Religiosity — Boycott Participation | 0.001 No Effect

2 Interpretation Guidelines:
According to Cohen (1988) and Hair et al. (2017):

0.02 = small effect
0.15 = medium effect
0.35 = large effect
<0.02 = trivial/no effect

Based on the table Consumer Affinity (0.029): Has a very small effect,
almost negligible in predicting boycott participation. Consumer Animosity
(0.373): Has a large effect and serves as a strong predictor of boycott
participation. Religiosity (0.001): Practically has no effect in predicting
boycott participation. In conclusion, Consumer Animosity is the most
substantial variable influencing boycott participation in your model.

Outer Model Evaluation

This research model consists of four variables: religiosity, consumer
animosity, consumer affinity, and boycott participation. The evaluation of the
outer model aims to test the validity and reliability of these latent variables.
Convergent Validity

Convergent validity determines whether the items are valid in
measuring a dimension or variable. It is indicated by the size of the loading
factor, with a positive value above 0.6 considered valid. The test results are
as follows:

Table 2
Convergent Validity
Variabel Indicat | Loading Standard | T
or Factor Deviation | Statisti
cs
Religiousity | X1.1 0.709 0.064 11.037 | Valid
X1.2 0.680 0.084 8.099 Valid
X1.3 0.757 0.087 8.678 Valid
X1.4 0.685 0.100 6.878 Valid
X1.5 0.780 0.045 17.222 | Valid
Consumer X2.1 0.610 0.056 10.987 | Valid
Animosity X2.2 0.861 0.018 47.057 | Valid
X2.3 0.794 0.030 26.477 | Valid
X2.4 0.717 0.050 14.444 | Valid
X2.5 0.652 0.053 12.241 | Valid
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Consumer X3.1 0.937 0.009 102.168 | Valid
Affinity X3.2 0.936 0.015 63.822 | Valid
Boycott Y1 0.949 0.006 146.011 | Valid
Participation | Y2 0.935 0.011 85.145 | Valid

Based on the results of the measurement model analysis, all indicators
measuring religiosity, consumer animosity, consumer affinity, and boycott

participation have a loading factor > 0.6, so they are declared valid.

In addition to loading factor, convergent validity can also be seen
through Average Variance Extracted (AVE), with a value above 0.5

indicating valid convergent validity. The test results are as follows:

Table 3

Average Variance Extracted (AVE)

Exogenous Endogenous Path Coefficient
Religiousity Boycott Participation | -0.024
Consumer Animosity Boycott Participation | 0.619
Consumer Affinity Boycott Participation | 0.173

Discriminant Validity

Discriminant validity is assessed through cross-loading analysis,
where the requirement is that an indicator's loading factor must exceed its
correlations with other constructs. The findings are presented in the table

below.
Table 4
Cross Loading
Indicator Religiousity Consumer Consumer | Boycott
Animosity Affinity Participati
on
X1.1 0.709 0.321 0.349 0.294
X1.2 0.680 0.252 0.272 0.182
X1.3 0.757 0.219 0.248 0.150
X1.4 0.685 0.177 0.158 0.082
X1.5 0.780 0.404 0.391 0.261
X2.1 0.346 0.610 0.453 0.384
X2.2 0.341 0.861 0.657 0.717
X2.3 0.413 0.794 0.606 0.598
X2.4 0.174 0.717 0.539 0.497
X2.5 0.242 0.652 0.447 0.427
X3.1 0.456 0.727 0.937 0.588
X3.2 0.352 0.673 0.936 0.585
Y1 0.275 0.729 0.641 0.949
Y2 0.306 0.658 0.532 0.935

Based on the cross-loading measurements in the table above, it can
be determined that overall, the indicators measuring the variables of
religiosity, consumer animosity, consumer affinity, and boycott participation
produce loading factors that are greater compared to the cross-loadings on

other variables. Thus, the indicators measuring the variables of religiosity,
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consumer animosity, consumer affinity, and boycott participation can be
declared valid.
Reliability Testing

Reliability is tested using Cronbach’s Alpha and Composite Reliability.
Constructs are considered reliable if Composite Reliability is above 0.7 and
Cronbach’s Alpha is above 0.6.

Table 5
Reliability Testing
Cronbach's | Composit | Composit | Informatio
alpha e e n
reliability | reliability
(rho_a) (rho_c)
Consumer 0,859 0,859 0,934 Reliable
Affinity
Consumer 0,781 0,823 0,851 Reliable
Animosity
Boycott 0,873 0,882 0,940 Reliable
participatio
Religiousity 0,795 0,797 0,845 Reliable

According to the table presented, both composite reliability and
Cronbach's alpha values exceed 0.7, indicating that the construct
demonstrates strong reliability and high consistency, thereby meeting the
required threshold criteria.

Structural Model Evaluation
Goodness of Fit Model

Goodness of fit model is used to determine the ability of endogenous
variables to explain the diversity of exogenous variables, or in other words
to determine the contribution of exogenous variables to endogenous
variables. Goodness of fit model in PLS analysis is done using R-Square
and Q-Square predictive relevance (Q2).

The Goodness of fit Model results have been summarized in the following
table.

Table 6
The Goodness of fit Model
Endogenous R Square
Boycott Participation 0.558
Q Square 0.558

R-square and Q-square predictive relevance (Q? were used to
evaluate the model. The R-square of the boycott participation variable was
0.558, indicating that 55.8% of the variance in boycott participation can be
explained by religiosity, consumer animosity, and consumer affinity.
Hypothesis Testing

Hypothesis testing examines whether exogenous variables affect
endogenous variables. According to the testing criteria, a positive influence
is confirmed when the path coefficient shows a positive value and either the
t statistic exceeds the critical t value (1.96) or the p-value is equal to or less
ﬁ Fkonomi Islam Volume 16, Number 2, November 2025
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than the significance level of 5%. Under these conditions, the exogenous
variables are considered to have a positive and statistically significant
impact on the endogenous variables. The hypothesis testing outcomes are
presented in the table below:

Table 7
Hypothesis Testing
Exogenous | Endoge | Coefficie | Erro | T P Desc
nous nt r Statistic | Valu | riptio
s e n
Religiousit | Boycott |-0.024 0.05 | 0.466 0.641 | Insig
y Participat 2 nifica
ion nt
Consumer | Boycott | 0.619 0.09 |6.783 0.000 | Signif
Animosity | Participat 1 icant
ion
Consumer | Boycott | 0.173 0.10 | 1.694 0.090 | Insig
Affinity Participat 2 nifica
ion nt

The exogenous variable with the strongest effect on endogenous
variables can be identified by examining the coefficient with the greatest
absolute value, irrespective of whether it is positive or negative, as
demonstrated in the table below:

Table 8
Path Coefficients
Exogenous Endogenous Path Coefficient
Religiousity Boycott Participation | -0.024
Consumer Animosity Boycott Participation | 0.619
Consumer Affinity Boycott Participation | 0.173

The analysis results inform that the variable that has the largest
coefficient value on the boycott participation variable is the consumer
animosity variable with a total effect of 0.619.

Discussion

The effect of religiosity on boycott participation produces a path
coefficient of -0.024 with a p value of 0.641. The test results show that the
p value> a (0.05), thus there is a negative and insignificant effect of
religiosity on boycott participation. This means that the better the religiosity,
the lower the boycott participation. Although the decrease is not significant.
This can show that those who have high religiosity do not necessarily
boycott massively or choose to donate to Palestine rather than boycott.

This paradoxical finding reveals an interesting phenomenon in the
behavior of Indonesian Muslim consumers that needs to be studied in
greater depth. A comparative study by Sari & Games (2024) on young
Muslim consumers in Indonesia provides empirical validation for the findings
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of this study. They found that for young Muslim respondents religiosity did
not moderate the relationship between animosity. This consistent pattern
shows that young Muslims no longer use religiosity as the sole filter in
boycott decisions, but rather integrate various other rational and emotional
considerations.

The relationship between religiosity and participation in boycotts is
complex, with evidence suggesting that religiosity can significantly influence
consumer behavior in boycott contexts. Various studies indicate that
intrinsic religious motivations often drive individuals to participate in
boycotts, particularly in cases where religious beliefs are perceived to be
threatened or disrespected.

This section examines the main discoveries from existing literature
concerning how religiosity affects boycott engagement. Studies suggest
that internal religious conviction serves as a crucial motivator for Muslim
consumers to join boycotts, as evidenced by research examining American
food brands and similar products (Muhamad et al., 2019). The motivations
include attitudes towards the boycott, subjective norms, and the desire to
make a difference, all of which are influenced by religious beliefs(Muhamad
et al., 2019). While religiosity generally promotes boycott participation,
brand loyalty can moderate this relationship. For instance, higher brand
loyalty may diminish the impact of religiosity on the decision to boycott, as
seen in studies involving Coca-Cola (Dekhil et al., 2017)This suggests that
consumers with strong loyalty to a brand may resist participating in boycotts,
even when motivated by religious beliefs.

Different dimensions of religiosity, such as intrinsic and extrinsic
factors, play varying roles in influencing boycott intentions. For example,
intrinsic religiosity is linked to stronger animosity towards brands associated
with perceived injustices (Roswinanto & Suwanda, 2023)(Puji & Jazil, 2024)
The interplay of these dimensions can significantly affect consumer
behavior in boycott situations, highlighting the nuanced role of religiosity. In
contrast, some perspectives argue that factors such as economic interests
or personal values may overshadow religious motivations in boycott
participation(Hoffmann, 2013). This suggests that while religiosity is
influential, it is not the sole determinant of consumer behavior in boycott
contexts. The multidimensional nature of religiosity encompassing beliefs,
practices, experiences, and communal identification means that different
aspects may influence different consumers in varying ways. For some, the
moral teachings of their faith provide the ethical framework that compels
them to boycott companies engaged in practices they perceive as unjust.
For others, the social dimension of religion, including community
expectations and the influence of religious leaders, may be the primary
motivating force. This complexity underscores that religiosity's impact on
boycott behavior is not straightforward but depends on how its various
components align with individual values and circumstances

In contrast, some perspectives argue that factors such as economic
interests or personal values may overshadow religious motivations in
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boycott participation. Critics of the religiosity-centric view point out that
consumers often make pragmatic calculations based on price, product
quality, availability of alternatives, and personal convenience, which may
take precedence over religious considerations. Additionally, secular ethical
principles such as commitments to human rights, environmental
sustainability, or social justice can serve as equally powerful or even more
dominant motivators for boycott participation, particularly among consumers
who are less religiously observant or who prioritize universal humanistic
values over religious doctrine(Kim et al., 2022; Sari & Games, 2024).
Economic self-interest may also play a role, as consumers might boycott
foreign products to protect local industries and jobs, driven more by
nationalist sentiment or economic pragmatism than by religious conviction.

This suggests that while religiosity is influential, it is not the sole
determinant of consumer behavior in boycott contexts. Instead, religiosity
should be understood as one factor among many in a complex decision-
making process. The relative importance of religious motivations varies
across individuals and situations, influenced by factors such as the strength
of religious commitment, the specific issues at stake in the boycott, cultural
context, and the presence of competing motivations. Some consumers may
integrate religious values seamlessly with other concerns, while others may
experience tension between religious teachings and practical
considerations. Ultimately, understanding boycott behavior requires a
holistic approach that recognizes religiosity as an important but not
exclusive influence, operating within a broader ecosystem of economic,
social, political, and personal factors that collectively shape consumer
choices

The effect of consumer animosity on boycott participation resulted in
a path coefficient of 0.619 with a p value of 0.000. The test results show that
the p value < a (0.05), thus there is a positive and significant effect of
consumer animosity on boycott participation. This means that the better the
consumer animosity, the more boycott participation will increase. In
accordance with the results of interviews with the community defending
Palestine, Animosity is one of the main factors for the Indonesian people to
boycott. Consumer animosity significantly influences boycott participation,
as evidenced by various studies examining different contexts. This
animosity often arises from perceived injustices or conflicts, prompting
consumers to take action against brands associated with these issues. The
following sections elaborate on the mechanisms through which consumer
animosity affects boycott intentions. Consumer animosity directly correlates
with increased intentions to boycott. For instance, a study on the Israel-
Palestine conflict found that animosity, alongside religiosity and
ethnocentrism, positively influenced boycott motivations against brands
linked to Israel (Puji & Jazil, 2024). Animosity affects consumers' cognitive
and emotional evaluations of brands, which in turn shapes their boycott
intentions. In the context of the Xinjiang cotton ban, animosity was found to
enhance boycott intentions through these evaluations (Xie et al., 2023)
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Negative consumer animosity leads to adverse brand attitudes, which
subsequently result in boycott behavior. This was particularly noted in the
context of the Russia-Ukraine war, where animosity towards Russian
brands fostered negative perceptions and boycott actions (Akhtar et al.,
2024) Factors such as moral beliefs and perceived injustices act as
promoters of boycott participation, while positive brand attitudes and
perceived costs can inhibit it. The impact of consumer animosity can vary
based on cultural factors, such as xenocentrism, which moderates the
relationship between animosity and cognitive evaluations (Xie et al., 2023)
While consumer animosity often drives boycott participation, it is essential
to consider that not all consumers may respond similarly. Some may
prioritize brand loyalty or personal benefits over animosity, leading to varied
participation rates in boycotts. This complexity highlights the need for further
research into the nuances of consumer behavior in boycott contexts.

The effect of consumer affinity on boycott participation produces a path
coefficient of 0.173 with a p value of 0.090. The test results show that the p
value> a (0.05), thus there is a positive and insignificant effect of consumer
affinity on boycott participation. This means that the better the consumer
affinity, the more boycott participation will increase. Although the increase
is not significant. The effect of consumer affinity on boycott participation is
multifaceted, influenced by various psychological and social factors.
Consumer affinity, which encompasses emotional connections and shared
values with a brand or company, can significantly impact the likelihood of
participation in boycotts. This relationship is shaped by triggers, promoters,
and inhibitors that affect consumer behavior in the context of boycotts.
Consumers demonstrate a heightened willingness to participate in boycotts
when they believe that a corporation's practices or decisions negatively
impact important social principles or harm various stakeholder groups. This
perception of harm can encompass a wide range of concerns, including
violations of ethical standards, damage to community interests, exploitation
of workers, environmental degradation, or actions that contradict deeply
held cultural or moral values. When consumers recognize such corporate
behaviors as threatening to the broader welfare of society or specific groups
they care about, they are significantly more inclined to express their
disapproval through boycott participation as a form of collective action and
moral protest. Negative feelings towards a brand can drive consumers to
participate in boycotts, as seen in studies where animosity significantly
influenced boycott behavior (Suhud, 2016)Consumers with strong moral
convictions are more inclined to join boycotts, especially when they feel their
participation expresses their values (Lasarov et al., 2023)

Normative pressures from peers can enhance participation, as
individuals may feel compelled to align with group sentiments (Akpoyomare
etal., 2012). A strong positive attitude towards a brand can deter consumers
from participating in boycotts, even in the face of negative actions by the
company. The perceived costs of boycotting, such as inconvenience or lack
of substitutes, can inhibit participation(Akpoyomare et al., 2012). While
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consumer affinity can drive boycott participation, it is essential to recognize
that not all consumers will respond uniformly. Factors such as personal
values, social context, and the perceived effectiveness of the boycott can
lead to varied responses, highlighting the complexity of consumer behavior
in boycott scenarios.

Conclusion

This study explored the reasons behind consumer participation in
boycotts against pro-Israeli products in Indonesia. Consumer animosity is
the strongest predictor of participation in these boycotts. In contrast,
religiosity and consumer affinity do not have significant effects. These
results emphasize the importance of socio-political emotions over religious
values in shaping boycott behavior. The research adds to the consumer
behavior literature by shifting the focus from boycott intentions to actual
participation and by providing evidence from a developing country context.
Practically, the findings suggest that effective strategies should highlight
socio-political stories, use social media and influencers, and maintain
transparent databases of products tied to Israel. Therefore, consumer
animosity emerges as the most influential factor affecting boycott
participation among all variables examined. This finding indicates that the
feelings of hostility, resentment, or negative sentiment that consumers
harbor toward a particular company, brand, or country play a pivotal role in
determining their decision to engage in boycott activities.

Given that animosity is the strongest driver and affinity has limitations
in high-moral-salience conflicts, the most effective strategy is to address the
source of animosity directly and concretely through transparent
communication, meaningful local contributions, and measurable
humanitarian action, not merely building superficial emotional connections
through marketing rhetoric. In the context of conflicts with strong
humanitarian and religious dimensions, such as the Palestinian issue,
authenticity and concrete action are far more powerful than brand affinity or
loyalty programs. The boycott issue can be used as momentum for a
sophisticated “buy local” campaign that emphasizes concrete economic
contributions (job creation, local supply chain development) rather than
simply anti-foreign sentiment. Increase promotion during peak boycott
sentiment with attractive trial incentives and invest in quality improvement,
because switchers will only stay if competitive quality shows that young
Indonesian consumers consider multiple factors, including quality and
value, not just emotion.
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