ABSTRACT

This study was prompted by growing consumer animosity in Indonesia due to
global geopolitical issues, which triggered a boycott participation against various
international brands, including Starbucks. This condition has the potential to
significantly affect consumer loyalty. This study aims to analyze the effect of
consumer animosity on brand loyalty with boycott participation and product
Jjudgment as intervening variables among Starbucks consumers in Java Island.

This study uses a quantitative method with a Structural Equation Model (SEM)
approach and data processing is carried out through AMOS. Data collection uses
a non-probability sampling method with a purposive sampling tehnique through the
distribution of questionnaires directly to Starbucks consumers in Java Island. The
number of samples obtained was 127 respondents who met the research criteria.
The test result show that the overall goodness of fit is in the good category.

The results of the study show that all hypotheses were accepted. This study
found that consumer animosity has a significant positive effect on boycott
participation and a significant negative effect on product judgment. In addition,
boycott participation has a significant negative effect on brand loyalty, while
product judgment has a significant positive effect on brand loyalty. These findings
confirm that boycott participation and product judgment act as mediators in the
relationship between consumer animosity and brand loyalty, so that the stronger
the feelings of consumer animosity, the lower the level of loyalty to Starbucks.
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