DAFTAR PUSTAKA

Abd-Razak, I., & Abdul-Talib, A. (2012). Globality and intentionality attribution of
animosity.  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), Pages 133-150.
https://doi.org/10.6007/IJARBSS/v11-118/11432

Abosag, 1., & Farah, M. F. (2014). The influence of religiously motivated consumer
boycotts on brand image, loyalty and product judgment. European Journal of
Marketing, 48(11/12), 2262-2283. https://doi.org/10.1108/EJM-12-2013-
0737

Aji, H. M. (2017). Examining the moderating role of high-versus-low scepticism
toward Halal labels: Findings from Indonesia. International Journal of
Islamic Marketing and Branding, 2(4), 278.
https://doi.org/10.1504/1JIMB.2017.088999

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-T

Ajzen, 1., & Fishbein, M. (2005). The Influence of Attitudes on Behavior.
https://www.semanticscholar.org/paper/The-Influence-of-Attitudes-on-
Behavior-Ajzen-Fishbein/2779def3b6e5ff2a03baa06f9b70c42cfe70d95b

Albayati, M., Kamariah Nik Mat, N., Salem Musaibah, A., Saleh Aldhaafri, H., &
Mohammed Almatari, E. (2012). Participate In Boycott Activities Toward
Danish Products From The Perspective Of Muslim Consumer. American
Journal of Economics, 2(4), 120-124.
https://doi.org/10.5923/j.economics.20120001.27

Al-Hyari, K., Alnsour, M., Al-Weshah, G., & Haffar, M. (2012). Religious beliefs
and consumer behaviour: From loyalty to boycotts. Journal of Islamic
Marketing, 3(2), 155—-174. https://doi.org/10.1108/17590831211232564

156



157

Allport, G. W., & Ross, J. M. (1967). Personal religious orientation and prejudice.
Journal of Personality and Social Psychology, 5(4), 432-443.
https://doi.org/10.1037/h0021212

Batubara, H. (2016). Diprotes Gara-gara Tweet Dukungan ke Ahok, Ini Penjelasan
Grab. detiknews. https://news.detik.com/berita/d-3347714/diprotes-gara-
gara-tweet-dukungan-ke-ahok-ini-penjelasan-grab

BBC. (2017, April 3). Inul dilaporkan ke polisi: “Seharusnya bahan kritikan bagi
ulama.” BBC News Indonesia. https://www.bbc.com/indonesia/indonesia-
39477427

BBC. (2023, November 3). Palestina: Ramai seruan boikot Israel di media sosial
Indonesia, apakah akan berdampak terhadap Israel? BBC News Indonesia.
https://www.bbc.com/indonesia/articles/c3gldnyzy7ro

BDS. (2016, April  25). What is BDS? BDS  Movement.
https://bdsmovement.net/what-is-bds

BDS. (2024, December 6). Guide to BDS Boycott & Pressure Corporate Priority
Targeting. BDS Movement. https://bdsmovement.net/Guide-to-BDS-Boycott

BPS. (2024, May 17). Agama di Indonesia, 2024—Tabel Statistik.
https://samarindakota.bps.go.id/id/statistics-table/1/MzI01zE=/agama-di-
indonesia-2024.html

Choi, Y. (2010). Religion, religiosity, and South Korean consumer switching
behaviors.  Journal of Consumer  Behaviour, 9(3), 157-171.
https://doi.org/10.1002/cb.292

Cruz, B. D. P. A,, Pires, R. J. M., & Ross, S. D. (2017). Gender Difference in the
Perception of Guilt in Consumer Boycott in Brazil. In A. Alvinius (Ed.),
Gender Differences in Different Contexts. InTech.
https://doi.org/10.5772/65277

Davis, R., Smith, S. D., & Lang, B. U. (2017). A comparison of online and offline
gender and goal directed shopping online. Journal of Retailing and Consumer
Services, 38, 118—125. https://doi.org/10.1016/j.jretconser.2017.02.011

Dawes, R. M. (1980). Social Dilemmas. Annual Review of Psychology, 31(1), 169—
193. https://doi.org/10.1146/annurev.ps.31.020180.001125

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



158

Coca-Cola.  Journal  of  Islamic  Marketing, 8(2), 309-328.
https://doi.org/10.1108/JIMA-01-2013-0008

Delener, N. (1994). Religious Contrasts in Consumer Decision Behaviour Patterns:
Their Dimensions and Marketing Implications. European Journal of
Marketing, 28(5), 36-53. https://doi.org/10.1108/03090569410062023

Delistavrou, A. (2022). Theory of planned behaviour and boycotting: The
moderating role of socio-political control and demographics. EuroMed
Journal of Business, 17(2), 270-287. https://doi.org/10.1108/EMJB-02-2021-
0020

Delistavrou, A., Krystallis, A., & Tilikidou, 1. (2020). Consumers’ decision to
boycott “unethical” products: The role of materialism/post materialism.
International Journal of Retail & Distribution Management, 48(10), 1121—
1138. https://doi.org/10.1108/IJRDM-04-2019-0126

el-Saha, M. 1. (2023, November 12). Boikot sebagai Jihad yang Sah.
https://kemenag.go.id. https://kemenag.go.id/opini/boikot-sebagai-jihad-
yang-sah-DrYGM

Essoo, N., & Dibb, S. (2004). Religious Influences on Shopping Behaviour: An
Exploratory Study. Journal of Marketing Management, 20(7-8), 683—712.
https://doi.org/10.1362/0267257041838728

Ettenson, R., & Klein, J. (2005). The fallout from French nuclear testing in the
South Pacific: A longitudinal study of consumer boycotts. International
Marketing Review, 22(2), 199-224.
https://doi.org/10.1108/02651330510593278

Farah, M. F., & Newman, A. J. (2010). Exploring consumer boycott intelligence
using a socio-cognitive approach. Journal of Business Research, 63(4), 347—
355. https://doi.org/10.1016/j.jbusres.2009.03.019

Faul, F., Erdfelder, E., Lang, A.-G., & Buchner, A. (2007). G*Power 3: A flexible
statistical power analysis program for the social, behavioral, and biomedical
sciences. Behavior Research Methods, 39(2), 175-191.
https://doi.org/10.3758/BF03193146

Fernandez-Ferrin, P., Bande-Vilela, B., Klein, J. G., & Del Rio-Aratjo, M. L.
(2015). Consumer ethnocentrism and consumer animosity: Antecedents and
consequences. International Journal of Emerging Markets, 10(1), 73-88.
https://doi.org/10.1108/IJOEM-11-2011-0102



159

Fisher, R. J. (1993). Social Desirability Bias and the Validity of Indirect
Questioning on JSTOR. Journal of Consumer Research, 20(2), 303-315.
https://www.jstor.org/stable/2489277

Friedman, M. (1985). Consumer Boycotts in the United States, 1970-1980:
Contemporary Events in Historical Perspective. The Journal of Consumer
Affairs, 19(1), 96—117. https://www.jstor.org/stable/23859226

Gebauer, J. E., Sedikides, C., Schonbrodt, F. D., Bleidorn, W., Rentfrow, P. J.,
Potter, J., & Gosling, S. D. (2017). The religiosity as social value hypothesis:
A multi-method replication and extension across 65 countries and three levels
of spatial aggregation. Journal of Personality and Social Psychology, 113(3),
e18—e39. https://doi.org/10.1037/pspp0000104

Ghozali, 1. (2018). Aplikasi analisis multivariete SPSS 25 (9th ed.). Semarang:
Universitas Diponegoro.
https://scholar.google.com/scholar?cluster=11086144504379246298 &hl=en
&oi=scholarr

Graafland, J. (2017). Religiosity, Attitude, and the Demand for Socially
Responsible Products. Journal of Business Ethics, 144(1), 121-138.
https://doi.org/10.1007/s10551-015-2796-9

Hair, J. F., Black, W. C., Babin, B. J., & Anderson. (2019). Multivariate data
analysis (Eighth edition). Cengage.

Hamzah, H., & Mustafa, H. (2019). Exploring consumer boycott intelligence
towards Israel-related companies in Malaysia: An integration of the theory of
planned behaviour with transtheoretical stages of change. Journal of Islamic
Marketing, 10(1), 208-226. https://doi.org/10.1108/JIMA-06-2017-0070

Hayes, A. F. (2022). Introduction to Mediation, Moderation, and Conditional
Process Analysis: A Regression-Based Approach, Third Edition.

Hino, H. (2023). More than just empathy: The influence of moral emotions on
boycott participation regarding products sourced from politically contentious
regions. International Business Review, 32(1), 102034.
https://doi.org/10.1016/j.ibusrev.2022.102034

Hoffmann, S. (2013). Are boycott motives rationalizations? Journal of Consumer
Behaviour, 12(3), 214-222. https://doi.org/10.1002/cb.1418

Homer, P. M., & Kahle, L. R. (1988). A structural equation test of the value-attitude-
behavior hierarchy. Journal of Personality and Social Psychology, 54(4),
638—646. https://doi.org/10.1037/0022-3514.54.4.638



160

Islam, T., & Chandrasekaran, U. (2019). Religiosity, values and consumer
behaviour: A study of young Indian Muslim consumers. Journal of Consumer
Marketing, 36(7), 948-961. https://doi.org/10.1108/JCM-10-2017-2415

Jianfeng, L., Hongping, L., & Lanying, D. (2009). The Effect of Religiosity on
Shopping Behavior: An Exploratory Study during the Transitional Period in
China. 2009 International Conference on Information Management,

Innovation  Management  and  Industrial  Engineering,  31-34.
https://doi.org/10.1109/ICII1.2009.165

Karimi, S., Liobikiene, G., & Alitavakoli, F. (2022). The Effect of Religiosity on
Pro-environmental Behavior Based on the Theory of Planned Behavior: A
Cross-Sectional Study Among Iranian Rural Female Facilitators. Frontiers in

Psychology, 13, 745019. https://doi.org/10.3389/fpsyg.2022.745019

Karimi, S., & Saghaleini, A. (2021a). Factors influencing ranchers’ intentions to
conserve rangelands through an extended theory of planned behavior. Global
Ecology and Conservation, 26, e01513.
https://doi.org/10.1016/j.gecco.2021.e01513

Karimi, S., & Saghaleini, A. (2021b). What Drives Ranchers’ Intention to Conserve
Rangelands: The Role of Environmental Concern (A Case Study of Angoshteh
Watershed in Borujerd County, Iran).
https://www.researchgate.net/publication/352543613 What Drives Ranche
rs'_Intention to Conserve Rangelands The Role of Environmental Conc
ern_ A Case Study of Angoshteh Watershed in Borujerd County Iran

Kim, C., Yan, X., & Park, S. (2023). Do consumer boycotts really matter with global
companies? The moderating effect of gender differences. International
Journal of Emerging Markets, 18(12), 5707-5726.
https://doi.org/10.1108/IJOEM-03-2021-0312

Klein, J. G., Smith, N. C., & John, A. (2004). Why We Boycott: Consumer
Motivations for Boycott Participation. Journal of Marketing, 68(3), 92—109.
https://doi.org/10.1509/jmkg.68.3.92.34770

Lee, C., & Green, R. T. (1991). Cross-Cultural Examination of the Fishbein
Behavioral Intentions Model. Journal of International Business Studies,
22(2), 289-305. https://doi.org/10.1057/palgrave.jibs.8490304

Lee, M. Sw. (2022). Anti-consumption research: A foundational and contemporary
overview. Current  Opinion  in  Psychology, 435, 101319.
https://doi.org/10.1016/j.copsyc.2022.101319



161

Lindenmeier, J., Schleer, C., & Pricl, D. (2012). Consumer outrage: Emotional
reactions to unethical corporate behavior. Journal of Business Research,
65(9), 1364—1373. https://doi.org/10.1016/].jbusres.2011.09.022

Lubis, R. B. (2024, Agustus). Survei GoodStats: Mayoritas Warga Indonesia
Dukung  Aksi  Boikot  Produk  Terafiliasi  Israel.  GoodStats.
https://goodstats.id/article/survei-goodstats-mayoritas-warga-indonesia-
dukung-aksi-boikot-produk-terafiliasi-israel-IOhHj

Lumbanrau, R. E. (2016, desember). Pernyataan Sari Roti Soal Aksi 212 Picu Pro
Kontra di Twitter.
https://www.cnnindonesia.com/nasional/20161207020914-20-
177840/pernyataan-sari-roti-soal-aksi-2 12-picu-pro-kontra-di-twitter

Mohamad, M. B., Yunus, A. M., Man, S., & WanChik, W. M. Y. (2013). An Analysis
of Figh al-Waqi® (An Understanding of Contemporary Problems) on the
Ruling of Compulsory Boycott of KFC (Malaysia).
https://www.researchgate.net/publication/259392165 An_ Analysis of Figh
_al-
Waqi_An_Understanding of Contemporary Problems on the Ruling of
Compulsory Boycott of KFC Malaysia

Moon, J. W., Tratner, A. E., & McDonald, M. M. (2022). Supplementary material
from “Men are less religious in more gender-equal countries.” The Royal

Society. https://doi.org/10.6084/M9.FIGSHARE.C.5800161

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

Muhamad, N., & Mizerski, D. (2013). The Effects of Following Islam in Decisions
about Taboo Products. Psychology <& Marketing, 30(4), 357-371.
https://doi.org/10.1002/mar.20611

MUI. (2023, November 23). Ramai Boikot Produk Israel di Indonesia, Ismail
Fahmi: Hati-Hati Disinformasi. https://www.mui.or.id/baca/berita/ramai-
boikot-produk-israel-di-indonesia-ismail-fahmi-hati-hati-disinformasi

Nababan, H. F. (2023, October 30). Situasi Kemanusiaan di Gaza Kian Memburuk.
kompas.id.  https://www.kompas.id/baca/internasional/2023/10/30/warga-
sipil-gaza-harus-dilindungi-bantuan-kemanusiaan-bertambah

Neuman, W. L. (2014). Basics of social research: Qualitative & quantitative
approaches (Third edition, Pearson new international edition). Pearson.



162

Nielsen. (2019). Women: Primed and Ready for Progress. Nielsen.
https://www.nielsen.com/insights/2019/women-primed-and-ready-for-
progress/

Palacios-Florencio, B., Revilla-Camacho, M., Garzon, D., & Prado-Roman, C.
(2021). Explaining the boycott behavior: A conceptual model proposal and
validation. Journal of Consumer Behaviour, 20(5), 1313-1325.
https://doi.org/10.1002/cb.1937

Park, M., & Jang, H. (2024). Beyond Efficacy: How Self-Esteem and Guilt Drive
Participation in Tourism Boycotts. Tourism and Hospitality, 5(4), 1292—1308.
https://doi.org/10.3390/tourhosp5040072

Populix. (2024, October 31). 65% Masyarakat Muslim Indonesia Boikot Produk
Terafiliasi  Israel.  https://info.populix.co/articles/masyarakat-muslim-
indonesia-dukung-boikot-produk-terafiliasi-israel/

Rimal, R. N., & Real, K. (2005). How Behaviors are Influenced by Perceived
Norms: A Test of the Theory of Normative Social Behavior. Communication
Research, 32(3), 389-414. https://doi.org/10.1177/0093650205275385

Roswinanto, W., & Suwanda, S. N. (2021). Religious boycott in Indonesia:
Investigation of antecedents and the effect of religiosity dimensions. Journal
of Islamic Marketing, 14(1), 174-195. https://doi.org/10.1108/JIMA-08-
2020-0246

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

Sari, D. K., & Games, D. (2024). Investigating young consumer’s boycott behavior
in an emerging market. Cogent Business & Management, 11(1), 2362444.
https://doi.org/10.1080/23311975.2024.2362444

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



163

Saroglou, V., Delpierre, V., & Dernelle, R. (2004). Values and religiosity: A meta-
analysis of studies using Schwartz’s model. Personality and Individual
Differences, 37(4), 721-734. https://doi.org/10.1016/j.paid.2003.10.005

Sedikides, C., & Gebauer, J. E. (2010). Religiosity as Self-Enhancement: A Meta-
Analysis of the Relation Between Socially Desirable Responding and
Religiosity. Personality and Social Psychology Review, 14(1), 17-36.
https://doi.org/10.1177/1088868309351002

Sedikides, C., & Gebauer, J. E. (2021). Do religious people self-enhance? Current
Opinion in Psychology, 40, 29-33.
https://doi.org/10.1016/j.copsyc.2020.08.002

Sekaran, U., & Bougie, R. (2016). Research Methods For Business: A Skill Building
Approach. John Wiley & Sons.

Sen, S., Giirhan-Canli, Z., & Morwitz, V. (2001). Withholding Consumption: A
Social Dilemma Perspective on Consumer Boycotts. Journal of Consumer
Research, 28(3), 399—417. https://doi.org/10.1086/323729

Septianto, B. (2020, June 25). Dukung LGBTQI, Unilever Banjir Boikot dari
Warganet Indonesia. tirto.id. https://tirto.id/dukung-Igbtqi-unilever-banjir-
boikot-dari-warganet-indonesia-fLjZ

Shin, Y. H., Jung, S. E., Im, J., & Severt, K. (2020). Applying an extended theory
of planned behavior to examine state-branded food product purchase

behavior: The moderating effect of gender. Journal of Foodservice Business
Research, 23(4), 358-375. https://doi.org/10.1080/15378020.2020.1770043

Song, E. (2020). South Korean Consumers’ Attitudes toward Small Business
Owners Participating in the 2019 Anti-Japan Boycott. Social Sciences, 9(5),
74. https://doi.org/10.3390/s0csci9050074

Sood, J., & Nasu, Y. (1995). Religiosity and nationality. Journal of Business
Research, 34(1), 1-9. https://doi.org/10.1016/0148-2963(94)00015-7

Stolle, D., Hooghe, M., & Micheletti, M. (2005). Politics in the Supermarket:
Political Consumerism as a Form of Political Participation. International
Political Science Review, 26(3), 245-269.
https://doi.org/10.1177/0192512105053784

Suherman, S., Ompusunggu, D. P., Simbolon, T., Nasrida, M. F., & Pratama, A.
(2024). Sequential Exploratory Studies: Perilaku Konsumsi Masyarakat
Muslim Dan Non-Muslim Terhadap Produk Yang Mendukung Israel (Studi



164

Kasus Di Palangka Raya). EKOMA : Jurnal FEkonomi, Manajemen,
Akuntansi, 4(1), 2648-2661. https://doi.org/10.56799/ekoma.v4il.6141

Suryani, F. (2016). Akun Twitter Grab Berkicau Dukung Ahok, Netizen Langsung
Bereaksi. https://jambi.tribunnews.com/2016/11/18/akun-twitter-grab-
berkicau-dukung-ahok-netizen-langsung-bereaksi

Uysal, A., & Okumus, A. (2019). Impact of religiosity on ethical judgement: A
study on preference of retail stores among consumers. Journal of Islamic
Marketing, 10(4), 1332—1350. https://doi.org/10.1108/JIMA-07-2018-0131

Vitell, S. J., Paolillo, J. G. P., & Singh, J. J. (2006). ‘The Role of Money and
Religiosity in Determining Consumers’ Ethical Beliefs’. Journal of Business
Ethics, 64(2), 117-124. https://doi.org/10.1007/s10551-005-1901-x

Yaakop, A. Y., Hafeez, H. M., Faisal, M. M., Munir, M., & Ali, M. (2021). Impact
of religiosity on purchase intentions towards counterfeit products:
Investigating the mediating role of attitude and moderating role of hedonic
benefits. Heliyon, 7(2), €06026.
https://doi.org/10.1016/j.heliyon.2021.¢06026

Yan, X., Kim, C., Kim, J., & Inoue, M. (2024). Do many options result in listening
to oneself or others during boycott campaigns? Asia Pacific Journal of
Marketing and Logistics. https://doi.org/10.1108/APJML-09-2023-0931

Ysseldyk, R., Matheson, K., & Anisman, H. (2010). Religiosity as Identity: Toward
an Understanding of Religion From a Social Identity Perspective. Personality
and Social Psychology Review, 14(1), 60-71.
https://doi.org/10.1177/1088868309349693



