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Abstract

This study explores how brand loyalty influences Indonesians' decisions to boycott brands associated with
Israel following a significant event in October 2023 that renewed global attention on the Palestine-Israel
conflict. Employing a mixed-method approach, the research integrated qualitative interviews and
quantitative surveys with 546 respondents, analyzed through Partial Least Squares Structural Equation
Modeling (PLS-SEM). The results reveal that brand loyalty significantly negatively affects boycott
behaviour, indicating that consumers with high brand loyalty are less likely to engage in boycotts. However,
perceived efficacy notably moderates this relationship, as those who believe their boycott actions are
effective are more likely to participate in boycotts despite their brand loyalty. In contrast, animosity,
subjective norms, and counter-arguments do not significantly impact the connection between brand loyalty
and boycott intentions. These findings underscore the intricate interplay between brand loyalty and
consumer activism, providing valuable insights for brands addressing ethical dilemmas. To navigate
political and social issues effectively, brands should strive for neutrality and uphold ethical practices to
mitigate the influence of such issues on consumer behavior.

Keywords: Brand Loyalty, Boycott, Animosity, Subjective Norms, Perceived Efficacy, Counter
Argument.

A.INTRODUCTION

The enduring Israel-Palestine conflict, persisting for over a century, has recently resurfaced with
intensified global attention. On October 7, 2023, an attack by Hamas on a concert in Israel reignited
international scrutiny and spurred significant public discourse (Kulsum, 2023; CNBC Indonesia, 2023).
This resurgence of conflict has profoundly impacted brands accused of supporting Israel, leading to
defensive responses and attempts to mitigate backlash. For instance, brands like Rose All Day and ESQA
have clarified their positions and made substantial donations to Palestine, reflecting their efforts to navigate
the complex socio-political landscape (Salma, 2023). This evolving situation presents a unique dynamic
between brand loyalty and consumer activism. Despite the brands' efforts to address accusations, their loyal
customers' reactions reveal an intricate interplay between personal loyalty and socio-political motivations.
Previous research, such as (Trump, 2014), did not fully explore how brand loyalty influences boycott
actions, especially in contemporary socio-political conflicts. Moreover, while earlier studies on boycotts
have focused on customer motivations, they often overlook the role of brand loyalty in these decisions
(Suhud, 2018).

This study addresses this gap by examining how brand loyalty affects Indonesians' decisions to
boycott brands perceived as supporting Israel. The research will explore whether loyal customers are less
likely to participate in boycotts and how perceived efficacy influences this relationship. By investigating
these factors, the study seeks to contribute to a deeper understanding of consumer behaviour amidst socio-
political conflicts and offer insights for brands navigating similar crises.

Boycott Factors

Prior research on boycotts has highlighted various challenges and concerns, including ethical issues
surrounding products (Delistavrou et al., 2020; Sari et al., 2017), ethnocentrism (Song, 2020), social issues
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(Shin and Yoon, 2018; Albrecht et al., 2013), and economic and political animosity (Hendarto et al., 2018;
Altintas et al., 2013; Leong et al., 2008). Studies have also addressed religious animosity (Abdul-Talib and
Adnan, 2016; Albayati et al., 2012; Jensen, 2008) and organizational management issues (Hoffman, 2013;
Klein et al., 2004). Animosity, in this context, refers to intense feelings of disgust and hatred arising from
perceived unjust actions—whether economic, political, or military—that contravene social norms (Averill,
1983). Consumer animosity extends this concept to marketing, describing negative attitudes towards a
country or group based on conflict (Klein and Ettensoe, 1999; Riefler and Diamantopoulos, 2007), which
can influence purchasing behaviour (Klein et al., 1998). Brand animosity reflects antipathy towards brands
due to specific incidents impacting consumer behavior.

Research has categorized animosity into several forms. (Klein et al., 1998) identified two main types:
war-related animosity, linked to historical conflicts, and economic animosity, arising from economic
rivalry. (Nes et al., 2012) introduced a four-dimensional construct that includes government hostility,
encompassing individuals, politics, and government. Other categorizations include situational animosity
(temporary and context-specific) versus stable animosity (long-lasting and historically cumulative) (Ang et
al., 2004; Jung et al., 2002). Additionally, animosity can be national (towards other countries) or personal
(from individual experiences), with distinctions between historical hostility (long-term negative impacts)
and current animosity (recent or transient effects) (Nijssen and Douglas, 2004; Rose et al., 2009; Yang et
al., 2015).

Subjective norms have been referred to by various names, including social pressure (Lee and Green,
1991), perceived norms (Rimal and Real, 2005), and social expectations (Bicchieri, 2006). According to
Ajzen (1991), subjective norm refers to the social expectations from significant individuals that influence
one's intention to engage in a particular behaviour, such as a boycott. For instance, if a community expects
its members to participate in a boycott, individuals are more likely to feel compelled to engage due to these
social pressures.

Perceived efficacy involves an individual's confidence in their ability to effect change through their
actions (John and Klein, 2003). (Bandura, 1997) describes perceived efficacy as the result of evaluating past
experiences of success and failure in performing a specific task. (Lange, 1990) defines it as the level of
personal conviction that one can significantly contribute toward achieving shared goals. In marketing
literature, perceived efficacy aligns with the concept of perceived behavioural control from the Theory of
Planned Behavior (TPB). Specifically, (Sen, 2001) contextualizes perceived efficacy in boycotts as the
consumer's belief that their participation can influence the outcome of the boycott.

Subjective
Norms

Animosity Perceived
St Efficacy
Brand Loyalty HI Boycott

Figure 1. Research Framework
‘While previous studies have primarily focused on defining the factors driving boycott actions, it is
noteworthy that many of the brands boycotted due to their affiliation with Israel are major brands with
substantial numbers of loyal customers, such as Starbucks, Apple, and Adidas (Qualtrics, 2023). (Suhud,
2018) suggested that future research should explore the impact of consumer loyalty on participation in
boycott actions. This opens the door for investigating how brand loyalty affects consumers' decisions to join
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boycotts against brands they regularly support. Based on these logics, the proposed conceptual model
framework is portrayed in Figure 1.

Hypothesis Development

(Trump, 2014) found that loyal customers are often more forgiving of negative acts by their favoured
brands, including ethical transgressions. (Japutra et al., 2016) also found that customers with high brand
attachment are more likely to resist negative information about the brand. Based on these findings, the
proposed hypothesis is H1: Brand loyalty negatively affects boycott action toward brands affiliated with
Israel.

Additionally, prior studies have concentrated on animosity at the national level and the country-of-
origin (COOQ) effect. Klein et al. (1998) developed the Klein-Ettenson-Morris (KEM) animosity model,
which has been supported by various studies showing that consumer animosity significantly impacts
boycotts in different contexts, such as Koreans towards Japanese brands (Song, 2020), Indians towards
Chinese products (Raman and Aashish, 2021; Sengupta, 2022; Verma, 2021), Indonesians towards French
brands (Salma & Aji, 2023), and Israelis (Suhud, 2017). (Xue et al., 2022) demonstrated that national
animosity strengthens the negative relationship between stigma and consumers' brand effect and purchase
intention. This research investigates whether animosity impacts brand-loyal customers' willingness to
participate in boycotts, given that animosity is a known motivating factor. The proposed hypothesis is H2:
The negative effect of brand loyalty on boycott action toward brands affiliated with Israel is moderated by
animosity.

Moreover, prior research has shown that social pressure can motivate boycott participation.
(Delistavrou et al., 2020) found that social pressure significantly influences individuals' intention to boycott.
(Sanchez-Franco and Roldan, 2015) concluded that subjective norms impact consumer engagement in
social exchanges. (Abdul-Talib and Adnan, 2016) found that subjective norms strongly influence
Malaysians' desire to boycott items associated with Israel. Studies by (Lee and Green, 1991; Mohammadi,
2014) highlight the role of social pressure in shaping consumer decision-making. This research will explore
whether subjective norms impact the willingness of brand-loyal customers to participate in boycotts. The
proposed hypothesis is H3: The negative effect of brand loyalty on boycott action toward brands affiliated
with Israel is moderated by subjective norms.

Lastly, perceived efficacy has been shown to influence boycott participation. (Hoffman, 2013;
Albrecht et al., 2013; Albayati et al., 2012; Klein et al., 2004; Sen et al., 2001) found that perceived efficacy
impacts the decision to boycott. Perceived efficacy refers to customers' belief in the feasibility and
effectiveness of their actions (Klein et al., 2004). (Barakat and Moussa, 2017) higher perceived efficacy
enhances the belief that collective efforts will achieve their goals. This research will examine whether
perceived efficacy affects the willingness of brand-loyal customers to participate in boycotts. The proposed
hypothesis is H4: The negative effect of brand loyalty on boycott action toward brands affiliated with Israel
is moderated by perceived efficacy.

B. RESEARCH METHOD

Mixed methods research combines the strengths of both quantitative and qualitative approaches,
offering a more comprehensive understanding of the subject than either method alone. This approach is
supported by (Tegan George, 2021; van Teijlingen & Hundley, 2002). Therefore, this study will utilize a
mixed-methods methodology, integrating quantitative and qualitative approaches. The quantitative aspect
will involve conducting surveys to collect data on consumer behaviour, attitudes, and perceptions. Before
the full-scale quantitative research, pilot tests will be conducted to evaluate the validity and reliability of the
survey instruments. These pilot tests will help identify potential issues and flaws in the instruments and

96 | JCSAM: Journal of Consumer Studies and Applied Marketing, Volume 2 Number 1: 94-113



Moderating Factors Affecting Brand Loyalty In Boycotts of Israel-Affiliated Brands
Anggi Nurdiani

protocols, allowing for necessary adjustments before administering the survey to the entire sample. Ensuring
the reliability and validity of the survey through pilot testing is a crucial preliminary step in the research
process.

For the qualitative aspect, the study will employ semi-structured interviews. This method provides
the flexibility of open-ended questions while maintaining a structured topic framework. Semi-structured
interviews involve asking participants a standardized series of questions, followed by probing questions to
elicit deeper insights and explanations, often using prompts such as ‘why' or how' (Pritha Bandhari, 2020).
This approach will facilitate a comprehensive understanding of the issue and uncover additional variables
or concepts that can inform the quantitative research.

Population and Sample

The study will focus on Indonesian citizens from Generation Z and Millennials (ages 20-43) residing
in the Jabodetabek area and Bandung City. The sample will consist of loyal customers of brands affiliated
with Israel, including individuals who participate in boycott actions against these brands and those who do
not. The criteria for inclusion in the sample are 1) Loyal customers of brands affiliated with Israel, 2)
Individuals who participate in boycott actions against brands affiliated with Israel, and 3) Individuals who
do not participate in boycott actions against brands affiliated with Israel. This sampling strategy ensures a
diverse representation of perspectives on brand loyalty and boycott behaviour, providing a comprehensive
view of the factors influencing consumer actions.

Table 1. Interview Questions

No Questions

1 ‘What are your thoughts on the ongoing conflict between Israel and Palestine? How does this affect your
perception of brands affiliated with Israel?

2 Can you tell me about a brand that you are loyal to? What makes you stay loyal to this brand?

3 Have you ever continued to use a brand even when controversies were associated with it? What motivated
your decision?

4 How do conversations about politics and international conflicts arise in your discussions with friends and
family?

5 What role do the opinions of people close to you play in your purchasing decisions, especially concerning
controversial issues?

6 Have you ever participated in a boycott? What prompted you to do so?

7 How effective can boycotting brands be in political or social issues?

8 ‘What factors do you consider when deciding whether to purchase from a brand affiliated with a
controversial issue?

9 Can you describe a time when you chose not to purchase a product because of its affiliations? What was
your thought process?

10 Looking ahead, how likely do you think you will participate in a boycott of brands affiliated with Israel?
‘Why or why not?

11 What would change your mind about buying products affiliated with Israel?

Source: Research data, 2024

Validity and Triangulation

To maintain the validity of the research, it is crucial to understand the study's primary objectives, the
rules governing its execution, and the ethical standards regulating research practices. This study will employ
the triangulation method, specifically data source triangulation, by comparing multiple data sources,
including interviews, netnography, and literature reviews. Triangulating diverse methodologies, data
sources, and theoretical frameworks enhances the validity and credibility of research findings (Carter et al.,
2014).

Quantitative Research Approach
According to (Aliaga & Gunderson, 2002), a quantitative research approach involves the collection
of numerical data and its analysis using mathematical methods, such as statistics, to derive interpretations.
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The primary goal of the quantitative approach in this study is to gather comprehensive and varied data from
the target population. (Apuke, 2017) defines quantitative research as encompassing various methods,
including survey, correlation, causal-comparative, and experimental research. This study will utilize the
survey research method to establish correlations between individual variables.

Population and Sample

The population for this research comprises Indonesian Generation Z and Millennials (Generation
Y), aged 20 to 43, who are customers of brands affiliated with Israel. Specifically, the sample will include
individuals from the Bandung and the Jabodetabek areas who have occasionally or regularly purchased
products or services from these brands.

The responder criteria are as follows:

1. Individuals residing in the Bandung and Jabodetabek regions.
2. The age range of 20-43 years is categorized into Generation Z and Millennials.
3. Regular or occasional customers of brands affiliated with Israel.

The focus on these age groups is based on recognizing that the Indonesian consumer market is
predominantly influenced by Generation Z and Millennials (Bayu, 2021). As supported by preliminary data
and marketing research conducted by Memon et al. (2020), a minimum of 200 samples is recommended
for correlation analysis in surveys.

Sampling Method

This study will employ a non-probability sampling method, specifically convenience sampling. Non-
probability sampling involves selecting participants based on convenience or predetermined criteria rather
than random selection (McComber, 2019). According to (Sugiyono, 2017), this method means that not all
population elements have an equal chance of being selected. Convenience sampling will be used due to its
practicality and the specific criteria set by the researcher.

Data Analysis Methodology

This study will utilize descriptive statistics and Partial Least Squares Structural Equation Modeling
(PLS-SEM) to analyze the data collected from respondents. PLS-SEM is a statistical technique used to
construct forecasting models by incorporating numerous interrelated variables. It is particularly well-suited
for examining exploratory models and testing hypotheses regarding the relationships between variables
(Chin, 1998). The flexibility of PLS-SEM makes it an appropriate choice for this research.

In PLS-SEM, reliability is assessed through two key components: indicator reliability and internal
consistency. Indicator reliability is evaluated by squaring the outer loadings of reflective constructs.
According to Kwong & Wong (2013), the minimum acceptable outer loading score is 0.7. However, for
exploratory research, a lower threshold of 0.4 may be considered acceptable (Hulland, 1999). Internal
consistency reliability is measured using Cronbach's alpha («), which ranges from 0 to 1. A Cronbach's a
coefficient of 0.7 or higher is typically desired for reliable internal consistency, though values as low as 0.4
to 0.6 may be acceptable in exploratory research (Kwong & Wong, 2013).

Validity in PLS-SEM is assessed through convergent validity and discriminant validity:

1. Convergent Validity: This measures the extent to which different indicators of a construct align. The
Average Variance Extracted (AVE) should be 0.5 or above (Kwong & Wong, 2013).

2. Discriminant Validity: This evaluates whether constructs are distinct. Discriminant validity is assessed
using the heterotrait-monotrait (HTMT) ratio, with a value lower than 0.9, indicating that the constructs
are sufficiently distinct (Hair et al., 2019).
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Collinearity issues are addressed using the Variance Inflation Factor (VIF). A VIF value greater than
5 suggests potential collinearity problems, which can be mitigated by omitting or combining variables
(Kwong & Wong, 2013).

Structural Model Evaluation
Once the measurement model is deemed adequate, the structural model is assessed using the
following criteria:

1. Coefficient of Determination (R?): Indicates the model's explanatory power, with values ranging from 0
to 1. Generally, R? values of 0.75, 0.50, and 0.25 are considered substantial, moderate, and weak,
respectively (Hair et al., 2019).

2. Predictive Relevance (Q?): Assesses the model's accuracy. Q? values should be greater than zero for valid
predictive power.

3. Goodness of Fit (GoF): Calculated by multiplying the square roots of the average R and Q? values.
This metric ranges from 0 to 1 and provides an overall measure of model fit (Kwong & Wong, 2013).

Effect Size (Cohen's f2): Evaluates the magnitude of relationships among variables. Effect sizes of

0.02, 0.15, and 0.35 represent small, medium, and large effects, respectively (Kwong & Wong, 2013). The

bootstrapping method assesses the statistical significance and relevance of the indicator weights and path

coefficients. T-statistics are computed, with a value exceeding 1.96 indicating statistical significance. The
significance and relevance of path coefficients, ranging from -1 to +1, are also evaluated, with values closer

to +1 or -1 indicating stronger relationships (Hair et al., 2019).

C. RESULTS AND DISCUSSION

The interview findings and netnography observations align well with established netnography
theories on social media. The researcher employs data triangulation to validate these findings, focusing
specifically on the newly introduced variable, "Counter Argument." While previous sections have explored
established theories related to other variables, this section contrasts interview results with supporting
information from books and journals regarding "Counter Argument."

Prior research underscores the significant moderating role of counter-arguments on the impact of
boycott motivations on consumer behavior. (Ajzen, 1996) posits that decision-making is influenced by
attitudes, subjective norms, and perceived behavioural control, all of which can be shaped by counter-
arguments. When consumers encounter opposing viewpoints that challenge the rationale for a boycott, their
initial motivations may weaken, prompting a reassessment of their participation in boycott actions.

(John & Klein, 2003) illustrate that counter-arguments offer alternative perspectives questioning the
effectiveness and necessity of boycotting, thereby diminishing consumer engagement in such activities. This
perspective is supported by (Hogarth, 1980) research on judgment and choice, which suggests that the
availability and consideration of contrasting information heavily influences decisions. Further empirical
evidence from (Al Serhan, 2022) indicates that counter-arguments can reduce the impact of religious and
political motivations on boycott behaviour. These studies demonstrate that presenting balanced information
through counter-arguments can significantly diminish the initial motivations for boycotting, decreasing
boycott participation.

Therefore, the hypothesis that counter-arguments moderate the negative effect of boycott
motivations on consumer actions is supported by both theoretical and empirical research. Effective
communication strategies incorporating counter-arguments can play a crucial role in mitigating the impact
of boycotts on brands. Consequently, the researcher will include the variable of counter-arguments in the
revised hypothesis: "The negative effect of brand loyalty on boycott action toward brands affiliated with
Israel is moderated by counter-arguments."
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Figure 1. Revised Research Framework
Source: Research data, 2024

The researcher distributed the questionnaire from May 28, 2024, to June 9, 2024, and successfully
gathered responses from 546 participants. The primary objective of this research is to examine the influence
of brand loyalty on Indonesians' decision to boycott brands affiliated with Israel. The analysis will be based
on data from these 546 respondents to address the research questions outlined at the study's inception. The
respondents' ages are categorized into five groups. The largest group is aged 20-24, constituting 73.3% (399
respondents) of the sample. This is followed by the 27-33 years age range at 6.8% (37 respondents), the 25-
26 years age range at 6.6% (36 respondents), the 34-38 years age range at 6.8% (37 respondents), and the
39-43 years age range at 6.4% (35 respondents). Regarding gender distribution, 61.9% of respondents (337
individuals) are female, while 38.1% (207 individuals) are male.

Regarding domicile, the respondents are predominantly from Bandung, making up 45.6% (249
respondents) of the sample. Jakarta follows with 41.5% (227 respondents). Other areas include Tangerang
at 3.5% (19 respondents), Bogor at 3.3% (18 respondents), and Depok at 3.1% (17 respondents). This
distribution highlights a significant concentration of respondents in the major urban areas of Bandung and
Jakarta. Occupationally, a substantial majority (70.4%) of the respondents (384) are students. This is
followed by employees, who constitute 14.5% (79 respondents). Additionally, 7.9% (43 respondents) are
unemployed, and 7.2% (39 respondents) are entrepreneurs. This distribution underscores that students
represent the largest sample segment, with smaller proportions of employees, unemployed individuals, and
entrepreneurs. All respondents (100%) have purchased products or services from brands affiliated with
Israel, indicating a universal purchasing behaviour among the sample.

The data also reveal that a majority of respondents, 61.2% (334 respondents), have purchased from
these brands for over four years. Additionally, 18.0% (98 respondents) have made these purchases for less
than one year. Respondents who have been purchasing for 1-2 years account for 9.4% (51 respondents),
those for 2-3 years make up 7.9% (43 respondents), and 3.5% (19 respondents) have been purchasing for 3-
4 years. This distribution demonstrates significant long-term engagement with these brands among most
respondents.

Table 1 presents the descriptive statistics for the research data. Among the variables, Al ("I feel angry
towards Israel") and A2 ("I will never forgive Israel for what they have done to Palestine") exhibit the highest
mean scores, both at 5.441. These high mean values suggest that respondents harbour strong negative
feelings towards Israel. Conversely, the lowest mean score is observed for CA4 ("I do not want to participate
in the boycott because it is useless"), which is an indicator of the "Counter Argument" variable, scoring
1.991. This low score indicates that respondents do not find the counter-arguments against boycotting
persuasive or compelling.
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Table 1. Descriptive Statistics
Variable Label Mean Std.dev  Median Min Max

BL1 2.037 1.440 1.000 1.000  6.000
Brand BL2 1.971 1.317 1.000 1.000  6.000
Loyalty BL3 2.188 1.373 2.000 1.000  6.000
BL4 1.932 1.386 1.000 1.000  6.000
Al 5.441 1.278 6.000 1.000  6.000
Animosity A2 5.441 1.278 6.000 1.000  6.000
A3 5.327 1.345 6.000 1.000  6.000
SN1 4.434 1.546 5.000 1.000  6.000
Subjective SN2 4.493 1.518 5.000 1.000  6.000
Norms SN3 4.498 1.559 5.000 1.000  6.000
SN4 4.774 1.399 5.000 1.000  6.000
SN5 4.656 1.534 5.000 1.000  6.000
PE1 4.996 1.244 5.000 1.000  6.000
PE2 5.169 1.291 6.000 1.000  6.000
Perceived PE3 4.938 1.282 5.000 1.000  6.000
Efficacy PE4 4.614 1.449 5.000 1.000  6.000
PES 5.200 1.101 6.000 1.000  6.000
PE6 5.136 1.292 6.000 1.000  6.000
Boycott Bl 5.116 1.325 6.000 1.000  6.000
B2 4.974 1.380 6.000 1.000  6.000
CAl 2.268 1.557 2.000 1.000  6.000
Counter CA2 2.721 1.444 2.000 1.000  6.000
Argument CA3 2.599 1.576 2.000 1.000  6.000
CA4 1.991 1.382 1.000 1.000  6.000

Source: Research data, 2024

Another crucial data point in Table 1 is the standard deviation. The highest standard deviation is
1.559, observed for SN3 ("People who are important to me will be unhappy if I buy brands affiliated with
Israel"), which indicates Subjective Norms. This high standard deviation indicates a wide range of responses
and variability in perceptions about the influence of significant others on buying decisions related to brands
affiliated with Israel. Conversely, the lowest standard deviation is 1.101, found for PE5 ("Boycott will
threaten the sustainability of brands affiliated with Israel"), which indicates Perceived Efficacy. This low
standard deviation suggests that responses regarding the perceived impact of boycotts on brand
sustainability are closely clustered around the mean. According to Stantic and Jo (2012), a high standard
deviation reflects greater dispersion of data points, while a low standard deviation indicates that data points
are more concentrated around the mean. Therefore, the statement "People who are important to me will be
unhappy if I buy brands affiliated with Israel" (SN3) demonstrates the greatest variability among the
variables, whereas "Boycott will threaten the sustainability of brands affiliated with Israel" (PES) exhibits
the least variability.

Table 2 presents the reliability test for the research instrument. The item SN5 was removed due to its
redundancy with SN4. While SN5 was moderately reliable, the overlap with SN4 justified its deletion.
Additionally, CA2 was excluded due to its low outer loading score. In exploratory research, Cronbach's o
indicates acceptable reliability scores ranging from 0.4 to 0.6; however, scores should ideally be > 0.7. Since

CA2 did not meet this criterion, its removal was considered appropriate according to these standards.
Table 2. Reliability Test

Variable Indicators  Outer Loadings

Al 0.883

Animosity A2 0.951
A3 0.963

Bl 0.966

Boycott B2 0.803
BL1 0.893

Brand Loyalty BL2 0.838
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Variable Indicators  QOuter Loadings
BL3 0.909
BL4 0.827
CAl 0.874
Counter Argument CA3 0.921
CA4 0.770
PE1 0.819
PE2 0.886
. PE3 0.816
Perceived Efficacy PEA 0.802
PE5 0.875
PE6 0.702
SN1 0.902
. SN2 0.914
Subjective Norms SN3 0.313
SN4 0.883

Source: Research data, 2024
According to the results, all indicators exceed the minimum standards for both Cronbach's alpha and
composite reliability, suggesting they are reliable. Convergent validity assesses the consistency and
agreement among multiple indicators used to measure a specific construct. According to Kwong & Wong
(2013), each variable's average variance extracted (AVE) should be 0.5 or greater to confirm convergent
validity. The convergent validity test results for this study's variables are shown below. Based on the results,
all variables have AVE values above 0.5, indicating that all variables are valid. These results confirm that

each variable meets the minimum AVE threshold, supporting their convergent validity.
Table 3. Cronbach Alpha and CR

Variable Cronbach's Alpha  Composite Reliability  Reliability
Brand Loyalty 0.884 0.920 Reliable
Boycott 0.925 0.964 Reliable
Animosity 0.921 0.948 Reliable
Subjective Norms 0.846 0.889 Reliable
Perceived Efficacy 0.909 0.929 Reliable
Counter Argument 0.784 0.854 Reliable

Source: Research data, 2024
According to the results, all indicators surpass the minimum standards for both Cronbach's alpha
and composite reliability. This indicates that the research instrument is reliable, with each indicator meeting
or exceeding the required thresholds for internal consistency.

Table 4. AVE Test
Variable Average Variance Extracted (AVE)  Validity
Brand Loyalty 0.743 Valid
Boycott 0.930 Valid
Animosity 0.859 Valid
Subjective Norms 0.623 Valid
Perceived Efficacy 0.687 Valid
Counter Argument 0.612 Valid

Source: Research data, 2024

Convergent validity evaluates the extent to which multiple indicators used to measure a specific
construct are consistent and aligned. According to (Kwong and Wong, 2013), an average variance extracted
(AVE) value of 0.5 or greater is required to confirm convergent validity. The results of the convergent
validity test for the variables in this study are as follows: Counter Argument: AVE = 0.612 (Valid). All
variables have AVE values exceeding the minimum threshold of 0.5, indicating that each variable is valid.
These results confirm that the variables meet the required AVE standard, supporting their convergent
validity.
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Table 5. HTMT Test
Correlation HTMT  Validity
Boycott <-> Animosity 0.401 Valid
Brand Loyalty <-> Animosity 0.347 Valid
Brand Loyalty <-> Boycott 0.781 Valid
Counter Argument <-> Animosity 0.400 Valid
Counter Argument <-> Boycott 0.725 Valid
Counter Argument <-> Brand Loyalty 0.816 Valid
Perceived Efficacy <-> Animosity 0.357 Valid
Perceived Efficacy <-> Boycott 0.852 Valid
Perceived Efficacy <-> Brand Loyalty 0.640 Valid
Perceived Efficacy <-> Counter Argument 0.615 Valid
Subjective Norms <-> Animosity 0.309 Valid
Subjective Norms <-> Boycott 0.653 Valid
Subjective Norms <-> Brand Loyalty 0.473 Valid
Subjective Norms <-> Counter Argument 0.418 Valid
Subjective Norms <-> Perceived Efficacy 0.659 Valid

Source: Research data, 2024
Discriminant validity assesses whether variables that are supposed to be distinct from each other are
indeed different. The heterotrait-monotrait ratio (HTMT) is used to evaluate this validity, with a ratio below
0.9 indicating that the variables are sufficiently distinct. The results show that all correlations now fall within

the desired HTMT value range, confirming that all variables exhibit valid discriminant validity.
Table 6. Path Coefficients and Significance Testing for Model Variables
Original Sample Standard

Path Sample Mean Deviation Sta t'iI; tics
O) ™) (STDEYV)
Brand Loyalty -> Boycott -0.228 -0.230 0.056 4.101
Perceived Efficacy x Brand Loyalty -> Boycott 0.150 0.149 0.033 4.607
Animosity x Brand Loyalty -> Boycott -0.001 -0.000 0.031 0.032
Counter Argument x Brand Loyalty -> Boycott 0.048 0.049 0.030 1.610
Subjective Norms x Brand Loyalty -> Boycott 0.035 0.035 0.035 1.006

Source: Research data, 2024

According to the table, the paths between the variables exhibit varying significance levels. The most
significant path is "Perceived Efficacy x Brand Loyalty -> Boycott," with a T Statistic value of 4.607.
Conversely, the least significant path is "Animosity x Brand Loyalty -> Boycott," with a T Statistic value of
0.032. Paths with T statistics greater than 1.96 are considered significant at the 5% level. Thus, "Brand
Loyalty -> Boycott" and "Perceived Efficacy x Brand Loyalty -> Boycott" are significant, while other paths
do not meet the significance threshold in this model.

Additionally, to assess the model's overall fit, this study employs the cross-validated redundancy (Q?)
and the coefficients of determination (R?). The goodness of fit (GoF) index is calculated by multiplying the
average of R? and Q? by their square root (Wong, 2013). According to Garson (2016), the GoF index ranges
from 0 to 1. As shown in Table 4.8, the GoF index for this research is 0.659. This value, significantly greater
than 0.1, indicates that the proposed model effectively represents the data.

Table 7. R? and Q?
Variable R? Q2
Boycott 0.771 0.750
Average 0.771  0.7750

Goodness of Fit (GoF)  0.659
Source: Research data, 2024

Cohen's 2 effect size is utilized to evaluate and quantify the strength of the relationships between
latent variables. This measure helps to understand the primary effects and intensity of interactions among
the variables. According to (Hair et al., 2019), effect sizes are categorized as follows: Small Effect: {2 > 0.02;
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Medium Effect: f> > 0.15; Large Effect: £ > 0.35. These results illustrate the magnitude of the relationships
between the latent variables, providing insights into the strength of the interactions in the model.

Table 8. Effect Size
Structural Path > Effect Size
Animosity -> Boycott 0.000  Small
Brand Loyalty -> Boycott 0.072  Small
Counter Argument -> Boycott 0.075  Small
Perceived Efficacy -> Boycott 0.214 Medium
Subjective Norms -> Boycott 0.081  Small
Perceived Efficacy x Brand Loyalty -> Boycott 0.076  Small
Animosity x Brand Loyalty -> Boycott 0.000  Small

Counter Argument x Brand Loyalty -> Boycott 0.009  Small
Subjective Norms x Brand Loyalty -> Boycott 0.004  Small

Source: Research data, 2024

According to Table 8, Cohen's f* effect sizes indicate that most structural paths exhibit a small effect
size. Specifically: Small Effect Size: The paths "Animosity -> Boycott," "Brand Loyalty -> Boycott,"
"Counter Argument -> Boycott," "Subjective Norms -> Boycott," "Perceived Efficacy x Brand Loyalty ->
Boycott," "Animosity x Brand Loyalty -> Boycott," "Counter Argument x Brand Loyalty -> Boycott," and
"Subjective Norms x Brand Loyalty -> Boycott" all demonstrate small effect sizes. Medium Effect Size: The
path "Perceived Efficacy -> Boycott" shows a medium effect size, signifying a stronger relationship between
perceived efficacy and boycott actions compared to other paths. These results suggest that while perceived
efficacy plays a more substantial role in influencing boycott behaviour, the other variables have relatively
minor effects. Understanding these varying strengths is essential for grasping the dynamics within the
proposed model and identifying which variables have the most significant impact on boycott actions.

The PLS calculation used for hypothesis testing elucidates the significance of the relationships
between variables. This includes the T-values and the path coefficients of the inner model. The results of
hypothesis testing are summarized below:

Table 9. Hypothesis Testing
Hypothesis Structural Path Coffgzen ¢ T Statistic =~ P Values Result
Hl1 Brand Loyalty -> Boycott -0.228 4.101 0.000 Accepted
H2 Animosity x Brand Loyalty -> Boycott -0.001 0.032 0.975 Rejected
H3 Subjective Norms x Brand Loyalty -> Boycott 0.035 1.006 0.315 Rejected
H4 Perceived Efficacy x Brand Loyalty -> Boycott 0.150 4.607 0.000 Accepted
H5 Counter Argument x Brand Loyalty -> Boycott 0.048 1.610 0.107 Rejected

Source: Research data, 2024
Discussion

The results of this study provide insights into the factors influencing boycott actions toward brands
affiliated with Israel, with a specific focus on the role of brand loyalty and its interactions with various
moderating variables. The first hypothesis posited that brand loyalty negatively affects boycott actions
toward brands affiliated with Israel. The analysis confirms this hypothesis, with a T-value of 4.101, which
exceeds the threshold of 1.96 at a 5% significance level. This result indicates that higher brand loyalty is
associated with a decreased likelihood of participating in boycott actions. This negative relationship suggests
that individuals more loyal to a brand are less inclined to engage in boycotts, aligning with the
understanding that brand loyalty can mitigate the desire to protest against a brand, even in geopolitical
issues.

In contrast, the second hypothesis, which proposed that animosity moderates the negative effect of
brand loyalty on boycott actions, was not supported. The T-value for this path was 0.032, significantly below
the 1.96 threshold. This implies that animosity does not significantly affect the relationship between brand
loyalty and boycott actions. Despite negative feelings towards Israel, animosity does not seem to influence
the extent to which brand loyalty impacts boycott behavior. Similarly, the third hypothesis, which suggested
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that subjective norms moderate the negative effect of brand loyalty on boycott actions, was also rejected.
With a T-value of 1.006, below the critical value, the data do not support the idea that subjective norms
significantly alter the influence of brand loyalty on boycott actions. This finding indicates that the perceived
social pressures and norms surrounding boycott behaviour do not significantly interact with brand loyalty
to affect boycott participation.

The fourth hypothesis, however, was confirmed. It posited that perceived efficacy moderates the
negative effect of brand loyalty on boycott actions. The T-value for this relationship was 4.607, well above
the significance threshold, indicating that perceived efficacy strengthens brand loyalty's negative effect on
boycott actions. This suggests that when individuals believe that their boycott actions are effective and can
make a difference, the influence of brand loyalty on their decision to boycott is heightened. Lastly, the fifth
hypothesis, which argued that counter-arguments moderate the negative effect of brand loyalty on boycott
actions, was not supported. The T-value of 1.610, while above 1.0, did not reach the 1.96 threshold,
indicating that counter-arguments do not significantly moderate the relationship between brand loyalty and
boycott actions. This suggests that the presence of counter-arguments does not notably alter the impact of
brand loyalty on boycott behaviour, reflecting that the persuasive power of counter-arguments in this
context is limited.

Overall, these findings underscore the complexity of the relationship between brand loyalty and
boycott behaviour, highlighting that while brand loyalty generally reduces the likelihood of boycotting, the
effectiveness of various moderating factors varies. Perceived efficacy emerges as a significant factor, while
animosity, subjective norms, and counter-arguments do not substantially influence this relationship.

D. CONCLUSION

This research aimed to investigate how brand loyalty influences Indonesians' decisions to boycott
brands affiliated with Israel and to explore the moderating effects of animosity, subjective norms, perceived
efficacy, and counter-arguments on this relationship. Data were collected from 546 respondents via an
online questionnaire and analyzed using Smart PLS. The study found that brand loyalty significantly
negatively impacts boycott actions toward brands affiliated with Israel. Specifically, higher brand loyalty is
associated with a decreased likelihood of participating in boycotts, as evidenced by a path coefficient of -
0.228 and a T-statistic of 4.101. This finding suggests that loyal consumers are less inclined to engage in
boycott actions, consistent with the notion that strong brand attachments can mitigate negative responses
to geopolitical issues.

Conversely, the moderating effects of animosity, subjective norms, and counter-arguments on the
relationship between brand loyalty and boycott actions were insignificant. The T-values for these variables
fell below the critical threshold of 1.96, leading to the rejection of hypotheses H2, H3, and H5. This indicates
that while animosity and social pressures are present, they do not significantly alter the impact of brand
loyalty on boycott behavior. In contrast, perceived efficacy was found to have a significant moderating
effect. With a path coefficient of 0.150 and a T-statistic of 4.607, perceived efficacy strengthens the negative
effect of brand loyalty on boycott actions. This highlights that consumers who believe in the effectiveness of
boycotts are more likely to participate, even if they are generally loyal to the brand.

Implications for Academia and Industry

For academia, this study contributes to the literature by demonstrating the substantial impact of
brand loyalty on boycott actions and emphasizing the role of perceived efficacy. Future research should
explore perceived efficacy further and investigate its role in different consumer contexts. Methodologically,
using Smart PLS provides a robust framework for analyzing complex variable relationships, and future
studies could replicate this approach in varied settings.
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For industry practitioners, the findings underscore the importance of brand loyalty in reducing
boycott actions. Brands should foster strong emotional connections with consumers to mitigate boycott
risks. Additionally, perceived efficacy is crucial; brands should highlight the positive impacts of their CSR
initiatives to reinforce consumers' beliefs in the effectiveness of their actions. Marketing strategies should
avoid controversial political or social affiliations and focus on ethical practices. In crises, transparent
communication and a demonstrated commitment to ethical standards can help maintain consumer trust.

Recommendations for Future Research and Practice

Future research should expand to other contexts and examine loyalty beyond brands, such as
celebrity endorsements. For instance, the recent boycott of BTS due to its association with Starbucks, a
brand affiliated with Israel, illustrates a shift in consumer behaviour among highly loyal fan bases.
Understanding these dynamics can provide deeper insights into consumer decision-making processes.
Brands must continuously separate business operations from contentious issues and uphold humanitarian
values. By focusing on ethical practices and CSR initiatives, brands can build a positive public image, foster
consumer trust, and enhance long-term sustainability. This approach mitigates boycott risks and strengthens
brand reputation and loyalty.
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