
 

 

 

 

 

103 

 

DAFTAR PUSTAKA 

Abdelwahab, D., Jiménez, N., San-Martín, S., & Prodanova, J. (2020). Between 

love and boycott: a story of dual origin brands. Spanish Journal of Marketing 

- ESIC, 24(3), 377–402. https://doi.org/10.1108/SJME-12-2019-0105 

Abd-Razak, I. S., & Abdul-Talib, A. N. (2012). Globality and intentionality 

attribution of animosity: An insight into the consumer boycotts in the Muslim 

dominant markets. Journal of Islamic Marketing, 3(1), 72–80. 

https://doi.org/10.1108/17590831211206608 

Abdullah, Z., Anuar, M. M., & Yaacob, M. R. (2021). The Effects of Religiosity 

and Attitude on Consumer Boycotts. International Journal of Academic 

Research in Business and Social Sciences, 11(18). 

https://doi.org/10.6007/ijarbss/v11-i18/11432 

Abdul-Latif, S. A., & Abdul-Talib, A. N. (2022). An examination of ethnic-based 

consumer ethnocentrism and consumer animosity. Journal of Islamic 

Marketing, 13(4), 781–806. https://doi.org/10.1108/JIMA-08-2019-0165 

Abou-Youssef, M. M. H., Kortam, W., Abou-Aish, E., & El-Bassiouny, N. (2015). 

Effects of religiosity on consumer attitudes toward Islamic banking in Egypt. 

International Journal of Bank Marketing, 33(6), 786–807. 

https://doi.org/10.1108/IJBM-02-2015-0024 

Ahmed, Z., Anang, R., Othman, N., & Sambasivan, M. (2013). To purchase or not 

to purchase US products: Role of religiosity, animosity, and ethno-centrism 

among Malaysian consumers. Journal of Services Marketing, 27(7), 551–

563. https://doi.org/10.1108/JSM-01-2012-0023 

Al Serhan, O. (2016). The Impact of Religiously Motivated Boycotts on Brand 

Loyalty among Transnational Consumers. Cardiff Metropolitan University. 

Al Serhan, O., & Boukrami, E. (2015). Mapping studies on consumer boycotting 

in international marketing. Transnational Marketing Journal, 3(2), 130–151. 

Ali, B. J. (2021). Impact of consumer animosity, boycott participation, boycott 

motivation, and product judgment on purchase readiness or aversion of 

Kurdish consumers in Iraq. Journal of Consumer Affairs, 55(2), 504–523. 

https://doi.org/10.1111/joca.12350 

Aliman, N. K., Ariffin, Z. Z., & Hashim, S. M. (2018). Religiosity Commitment 

and Decision-Making Styles Among Generation Y Muslim Consumers in 

Malaysia. International Journal of Academic Research in Business and 

Social Sciences, 8(1). https://doi.org/10.6007/IJARBSS/v8-i1/3830 



104 

 

 

 

Al-Mughrabi, N. (2023, November 7). Gaza death toll tops 10,000; UN calls it a 

children’s graveyard. Reuters. https://www.reuters.com/world/middle-

east/pressure-israel-over-civilians-steps-up-ceasefire-calls-rebuffed-2023-11-

06/ 

Ancok, D., & Suroso, F. N. (1995). Psikologi Islami. Pustaka Pelajar. 

Awaludin, A. A., Al-Khaidar, M. A., & Ratnasari, R. T. (2023). Opinion Leaders 

and Product Boycott Intentions: Factors Influencing Consumer Behavior in 

Support of Israel Boycott. Journal of Digital Marketing and Halal Industry, 

5(2), 243–264. https://doi.org/10.21580/jdmhi.2023.5.2.20166 

BDS Movement. (n.d.-a). Know what to boycott. BDS Movement. Retrieved May 

10, 2024, from https://bdsmovement.net/get-involved/what-to-boycott 

BDS Movement. (n.d.-b). WHAT IS BDS? BDS Movement. Retrieved May 12, 

2024, from https://bdsmovement.net/what-is-bds 

Beck, V. (2019). Consumer Boycotts as Instruments for Structural Change. 

Journal of Applied Philosophy, 36(4), 543–559. 

https://doi.org/10.1111/japp.12301 

Chang, H.-H. S., Fong, C.-M., & Chen, I.-H. (2024). Revisiting consumer 

responses in situational animosity: a reference group perspective. Journal of 

Product & Brand Management. https://doi.org/10.1108/JPBM-05-2023-4521 

Chaudhry, N. I., Mughal, S., Chaudhry, J. I., & Bhatti, U. T. (2021). Impact of 

consumer ethnocentrism and animosity on brand image and brand loyalty 

through product judgment. Journal of Islamic Marketing, 12(8), 1477–1491. 

https://doi.org/10.1108/JIMA-03-2019-0057 

Cossío-Silva, F.-J., Revilla-Camacho, M.-Á., Palacios-Florencio, B., & Benítez, 

D. G. (2019). How to face a political boycott: the relevance of entrepreneurs’ 

awareness. International Entrepreneurship and Management Journal, 15(2), 

321–339. https://doi.org/10.1007/s11365-019-00579-4 

Danilwan, Y., Dirhamsyah, & Pratama, I. (2020). The impact of consumer 

ethnocentrism, animosity and product judgment on the willingness to buy. 

Polish Journal of Management Studies, 22(2), 65–81. 

https://doi.org/10.17512/pjms.2020.22.2.05 

Dekhil, F., Jridi, H., & Farhat, H. (2017). Effect of religiosity on the decision to 

participate in a boycott: The moderating effect of brand loyalty – the case of 

Coca-Cola. Journal of Islamic Marketing, 8(2), 309–328. 

https://doi.org/10.1108/JIMA-01-2013-0008 



105 

 

 

 

Deng, S., & Wang, Y. (2023). Impact of Situational Consumer Animosity and 

Ethnocentrism on Consumer Boycotts. SSRN Electronic Journal. 

https://doi.org/10.2139/ssrn.4602169 

DiPalma, B. (2024, February). McDonald’s earnings: Sales are still growing but 

not as much as Wall Street expected. YahooFinance. 

https://finance.yahoo.com/news/mcdonalds-earnings-sales-are-still-growing-

but-not-as-much-as-wall-street-expected-120250085.html 

Ettenson, R., & Gabrielle Klein, J. (2005). The fallout from French nuclear testing 

in the South Pacific. International Marketing Review, 22(2), 199–224. 

https://doi.org/10.1108/02651330510593278 

Faizin, D. (2019). Memahami Konsep Maslahah Imam Al-Gazali Dalam Pelajaran 

Usul Fikih. Jurnal Mudarrisuna: Media Kajian Pendidikan Agama Islam, 

9(2), 419. https://doi.org/10.22373/jm.v9i2.5303 

Ferdinand, A. (2006). Metode penelitian manajemen: pedoman penelitian untuk 

skripsi, tesis dan disertai ilmu manajemen. Universitas Diponegoro. 

Giang, N. T., & Khoi, N. D. (2015). The Impact of Consumer Animosity and 

Consumer Ethnocentrism on Intention to Purchase Foreign Products: The 

Case of Chinese Branded Household Appliances in Vietnam Market. In 

Journal of Economics and Behavioral Studies (Vol. 7, Issue 4). 

Irwansyah, R., Listya, K., Setiorini, A., Hanika, I. & Triwardhani, D. (2021). 

Perilaku Konsumen. Widina Bhakti Persada. 

Jacobi, L. (2018). Ethnocentric Attitudes of American and International Students: 

Assessing the Impact of Collaboration. Journal of Intercultural 

Communication Research, 47(6), 530–544.  

https://doi.org/10.1080/17475759.2018.1506352 

 

Jin, B. E., Shin, D. C., Yang, H., Jeong, S. W., & Chung, J.-E. (2024). Consumer 

religiosity, cosmopolitanism and ethnocentrism in Indonesia. International 

Journal of Retail & Distribution Management, 52(3), 277–294. 

https://doi.org/10.1108/IJRDM-11-2022-0455 

John, A., & Klein, J. (2003). The Boycott Puzzle: Consumer Motivations for 

Purchase Sacrifice. Management Science, 49(9), 1196–1209. 

https://doi.org/10.1287/mnsc.49.9.1196.16569 

Kalliny, M., Hausman, A., Saran, A., & Ismaeil, D. (2017). The cultural and 

religious animosity model: evidence from the United States. Journal of 

Consumer Marketing, 34(2), 169–179. https://doi.org/10.1108/JCM-06-2015-

1464 

https://doi.org/10.1080/17475759.2018.1506352


106 

 

 

 

Karoui, S., Belaid, S., & Khemakhem, R. (2023). Islamic religiosity and consumer 

ethnocentrism in post-Arab Spring countries. International Journal of 

Emerging Markets, 18(12), 6102–6124. https://doi.org/10.1108/IJOEM-07-

2021-1012 

Kashif, M., Awang, Z., Walsh, J., & Altaf, U. (2015). I’m loving it but hating US: 

Understanding consumer emotions and perceived service quality of US fast 

food brands. British Food Journal, 117(9), 2344–2360. 

https://doi.org/10.1108/BFJ-01-2015-0040 

Khan, H., Daryanto, A., & Liu, C. (2019). How anticipated regret influences the 

effect of economic animosity on consumers’ reactions towards a foreign 

product. International Business Review, 28(2), 405–414. 

https://doi.org/10.1016/j.ibusrev.2018.12.008 

Khraim, H. S. (2022). Exploring Factors Affecting Consumers’ Intentions to 

Boycott French Products in Jordan. Malaysian Journal of Consumer and 

Family Economics, 28. https://www.researchgate.net/publication/361407995 

Kim, C., Yan, X., Kim, J., Terasaki, S., & Furukawa, H. (2022). Effect of 

consumer animosity on boycott campaigns in a cross-cultural context: Does 

consumer affinity matter? Journal of Retailing and Consumer Services, 69. 

https://doi.org/10.1016/j.jretconser.2022.103123 

Kotler, P., & Keller, K. L. (2012). Marketing Management (13th ed.). Pearson. 

Lowe, L. (2019, January 30). Nike Air Max shoe logo called “offensive” to 

Muslims for Allah-like design. Today.Com. 

https://www.today.com/style/nike-air-max-shoe-logo-called-offensive-

muslims-allah-design-t147626 

Magid, P. (2023, October 18). Free meals for Israeli soldiers divide McDonald’s 

franchises. Reuters. https://www.reuters.com/world/middle-east/free-meals-

israeli-soldiers-divide-mcdonalds-franchises-over-israel-hamas-war-2023-

10-17/ 

Maharani. (2024, March 10). 65% Warga Indonesia Dukung Aksi Boikot Produk 

Terafiliasi Israel. GoodStats. https://goodstats.id/article/65-warga-indonesia-

dukung-aksi-boikot-produk-terafiliasi-israel-fCWbU 

Maharani, & Hidayat, T. (2020). Rasionalitas Muslim: Perilaku Konsumsi dalam 

Prespektif Ekonomi Islam. Jurnal Ilmiah Ekonomi Islam, 6(3), 409. 

https://doi.org/10.29040/jiei.v6i3.1374 

Mas’ud, F. (2017). Manajemen Bisnis Berbasis Pandangan Hidup Islam. UNDIP 

PRESS. 



107 

 

 

 

McDaniel, S. W., & Burnett, J. J. (1990). Consumer religiosity and retail store 

evaluative criteria. Journal of the Academy of Marketing Science, 18(2), 

101–112. https://doi.org/10.1007/BF02726426 

Mirza, F., Ashraf, S., & Jahangir, H. B. (2020). The Impact of Religiously 

Motivated Consumer Boycotts on Product Judgment, Brand Image and 

Loyalty. International Journal of Academic Research in Business and Social 

Sciences, 10(11). https://doi.org/10.6007/ijarbss/v10-i11/7902 

Mishra, S., Shukla, Y., Malhotra, G., & Arora, V. (2023). Investigating the impact 

of consumers’ patriotism and ethnocentrism on purchase intention: 

Moderating role of consumer guilt and animosity. International Business 

Review, 32(4). https://doi.org/10.1016/j.ibusrev.2022.102076 

Muhamad, N., Khamarudin, M., & Fauzi, W. I. M. (2019). The role of religious 

motivation in an international consumer boycott. British Food Journal, 

121(1), 199–217. https://doi.org/10.1108/BFJ-02-2018-0118 

Narang, R. (2016). Understanding purchase intention towards Chinese products: 

Role of ethnocentrism, animosity, status and self-esteem. Journal of 

Retailing and Consumer Services, 32, 253–261.  

https://doi.org/10.1016/j.jretconser.2016.05.010 

 

Peighambari, K., Sattari, S., Kordestani, A., & Oghazi, P. (2016). Consumer 

Behavior Research. SAGE Open, 6(2), 215824401664563. 

https://doi.org/10.1177/2158244016645638 

Populix. (2024). Understanding Public Sentiment on the Boycotts Movement Amid 

the Palestine-Israel Dispute. https://info.populix.co/reports/boycott-

movement-in-indonesia 

Puspadini, M. (2024, January 18). Daftar 10 Restoran Paling Laris di RI, Ada 

Starbucks & Kopi Kenangan. 

https://www.cnbcindonesia.com/market/20240118092021-17-506853/daftar-

10-restoran-paling-laris-di-ri-ada-starbucks-kopi-kenangan 

 

Quddus, M. F. (2021). Kritik Konsumerisme dalam Etika Konsumsi Islam. Malia 

(Terakreditasi), 13(1), 43–60. https://doi.org/10.35891/ml.v13i1.2771 

Rahman, A., & Fitrah, M. (2018). Perilaku Konsumsi Masyarakat dalam 

Perspektif Islam di Kelurahan Barombong Kota Makassar. Laa Maisyir, 5(1), 

18–43. 

Rakhmat, J. (2021). Psikologi Agama. Mizan Publishing. 

Rizki, A., Wahab, A., & Masse, R. A. (2023). Teori Konsumsi Islami Sebagai 

Pedoman Perilaku dan Penerapannya dalam Kehidupan. Adzkiya : Jurnal 

https://doi.org/10.1016/j.jretconser.2016.05.010
https://www.cnbcindonesia.com/market/20240118092021-17-506853/daftar-10-restoran-paling-laris-di-ri-ada-starbucks-kopi-kenangan
https://www.cnbcindonesia.com/market/20240118092021-17-506853/daftar-10-restoran-paling-laris-di-ri-ada-starbucks-kopi-kenangan


108 

 

 

 

Hukum Dan Ekonomi Syariah, 11(2), 82. 

https://doi.org/10.32332/adzkiya.v11i2.7859 

Rose, M., Rose, G. M., & Shoham, A. (2009). The impact of consumer animosity 

on attitudes towards foreign goods: A study of Jewish and Arab Israelis. 

Journal of Consumer Marketing, 26(5), 330–339. 

https://doi.org/10.1108/07363760910976583 

Sadiq, & Ahmad, M. S. (2023). Buying US products and services: religiosity, 

animosity, and ethnocentrism of young consumers. Journal of Islamic 

Marketing, 14(5), 1188–1210. https://doi.org/10.1108/JIMA-08-2021-0263 

Salma, S. Y., & Aji, H. M. (2023). What drives Muslims to boycott French 

brands? The moderating role of brand judgement and counterargument. 

Journal of Islamic Marketing, 14(5), 1346–1368. 

https://doi.org/10.1108/JIMA-04-2021-0128 

Salwa, D. K. (2019). Teori Konsumsi Dalam Ekonomi Islam dan 

Implementasinya. Jurnal Labatila, 4(01). 

Sari, D. K., Mizerski, D., & Liu, F. (2017). Boycotting foreign products: a study 

of Indonesian Muslim consumers. Journal of Islamic Marketing, 8(1), 16–34. 

https://doi.org/10.1108/JIMA-12-2014-0078 

Septiana, A. (2015). Analisis Perilaku Konsumen: Teori & Praktik dalam Bidang 

Pemasaran. UTM Press. 

Sharma, P. (2015). Consumer ethnocentrism: Reconceptualization and cross-

cultural validation. Journal of International Business Studies, 46(3), 381–

389. https://doi.org/10.1057/jibs.2014.42 

Shimp, T., & Sharma, S. (1987). Consumer Ethnocentrism: Construction and 

Validation of the CETSCALE. Journal of Marketing Research, 280–290. 

Siamagka, N.-T., & Balabanis, G. (2015). Revisiting Consumer Ethnocentrism: 

Review, Reconceptualization, and Empirical Testing. 

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

Suharyono, S. (2018). Perilaku Konsumen Dalam Perspektif Ekonomi Islam. Al-

Intaj: Jurnal Ekonomi Dan Perbankan Syariah, 4(2). 

Suhud, U. (2017). Purchase Unwillingness and Willingness of Indonesian 

Consumers towards Israeli Products. Binus Business Review, 8(3), 175. 

https://doi.org/10.21512/bbr.v8i3.2110 

Suhud, U. (2018). The Impact of Consumer Animosity on Purchase Unwillingness 

in a Boycott of Sari Roti. Binus Business Review, 9(2), 87–94. 

https://doi.org/10.21512/bbr.v9i2.4060 



109 

 

 

 

Tao, M., Lahuerta-Otero, E., Alam, F., Aldehayyat, J. S., Farooqi, Md. R., & 

Zhuoqun, P. (2022). Do Religiosity and Ethnocentrism Influence Indian 

Consumers’ Unwillingness to Buy Halal-Made Products? The Role of 

Animosity Toward Halal Products. Frontiers in Psychology, 13. 

https://doi.org/10.3389/fpsyg.2022.840515 

Tariki, H. E., & Shukor, S. A. (2016). The Role of Susceptibility to Interpersonal 

Influence and Religiosity on Consumer Willingness to Boycott among 

Malaysian Muslim Youth. International Journal of Science and Research, 7, 

2319–7064. https://doi.org/10.21275/ART20183564 

Tariki, H. E., & Shukor, S. A. (2019). The Factors Influencing Consumers’ 

Willingness To Boycott Among Malaysian Muslim Youth. 319–330. 

https://doi.org/10.15405/epsbs.2019.05.02.31 

Usman, H., Sobari, N., & Sulthani, E. A. (2020). Islamic Marketing Sebuah 

Pengantar. Rajawali Pers. 

Verma, P. (2022). Animosity leads to boycott and subsequent reluctance to buy: 

evidence from Sino Indian disputes. Review of International Business and 

Strategy, 32(3), 368–386. https://doi.org/10.1108/RIBS-07-2020-0075 

Wilson, J. A. J., & Ayad, N. I. A. (2022). Religiosity and Egyptian Muslim 

millennials’ views on offensive advertising. Journal of Islamic Marketing, 

13(12), 2759–2777. https://doi.org/10.1108/JIMA-05-2021-0171 

Xie, J., Choo, H. J., & Lee, H. K. (2023). Effects of consumer animosity on 

boycotts: the role of cognitive-affective evaluations and xenocentrism. 

Journal of Fashion Marketing and Management: An International Journal, 

28(1), 45–60. https://doi.org/10.1108/JFMM-11-2022-0235 

Yu, Q., McManus, R., Yen, D. A., & Li, X. (Robert). (2020). Tourism boycotts and 

animosity: A study of seven events. Annals of Tourism Research, 80, 102792. 

https://doi.org/10.1016/j.annals.2019.102792 

Zeren, D., Kara, A., & Arango Gil, A. (2020). Consumer Ethnocentrism and 

Willingness to Buy Foreign Products in Emerging Markets: Evidence from 

Turkey and Colombia. Latin American Business Review, 21(2), 145–172. 

https://doi.org/10.1080/10978526.2019.1697186 

  

 


