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Abstract

This article examines the impact of the boycott movement against Israeli products on
brand perception and customer loyalty among Muslim consumers, primarily through
an extensive literature review. It investigates how the socio-political context of the
boycott influences Muslim consumers' perceptions and attitudes towards these
brands. The study synthesizes findings from various scholarly articles, reports, and
case studies to understand the dynamics between political activism and consumer
behavior. Key insights reveal a notable shift in brand image and loyalty, underscoring
the critical role of political and ethical considerations in shaping consumer choices.
This comprehensive analysis contributes to the broader discourse on consumer
behavior in politically sensitive environments and offers strategic insights for
businesses in managing brand reputation amidst socio-political challenges.

Keywords: Boycott Movement, Brand Perception, Muslim Consumers, Customer Loyalty,
Political Consumerism.

A. INTRODUCTION

In the realm of global consumer markets, the boycott movement against Israeli
products has emerged as a significant socio-political phenomenon, particularly
resonant within Muslim communities. This movement, often interlinked with the
broader Boycott, Divestment, and Sanctions (BDS) initiative, aims to apply economic
and political pressure on Israel regarding its policies and actions. While
comprehensive, real-time data on the direct impact of this movement on consumer
behavior remains scarce, various studies and reports up to 2022 have indicated a
discernible shift in consumer awareness and activism, especially in relation to political
and ethical issues. For instance, research published in [Journal Name, Year]
highlighted an increasing tendency among consumers, predominantly in Muslim-
majority countries, to align their purchasing decisions with their ethical and political
beliefs. This trend is particularly evident in sectors directly connected to geopolitical
concerns, such as food, technology, and apparel.
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The evolving consumer landscape suggests a significant transformation in the
dynamics of brand loyalty and perception, extending beyond traditional marketing
factors to encompass political and ethical considerations. This phenomenon
underscores the growing importance of socio-political factors in shaping consumer
choices and brand relationships. The boycott movement, in this context, serves as a
catalyst for a broader discussion on the role of political activism in consumer behavior.
Studies have shown that consumers are increasingly willing to modify their
purchasing habits to reflect their political stances, a trend that has profound
implications for brands operating in politically sensitive environments. The
intersection of consumer behavior, brand perception, and political activism presents
a complex and multifaceted area of study, ripe for exploration.

In light of these developments, it becomes crucial to understand the nuances of
how political movements, such as the boycott against Israeli products, reshape
consumer perceptions in a charged socio-political environment. The impact of such
movements extends beyond mere political expression, influencing the very core of
consumer-brand relationships. Brands that are perceived to be in alignment or conflict
with consumers' political and ethical values face varying degrees of loyalty and
advocacy. This shift in consumer behavior is reflective of a larger global trend towards
more conscious and politically informed consumption patterns. As such, the study of
the boycott movement's impact on brand perception and customer loyalty offers
valuable insights into the evolving nature of consumerism in the context of global
political issues.

This changing landscape presents both challenges and opportunities for
brands, particularly those with international exposure. Understanding the drivers of
consumer behavior in politically sensitive contexts is essential for effective brand
management and marketing strategies. The insights gleaned from studying the
boycott movement against Israeli products can provide a framework for businesses to
navigate the complexities of consumer activism and political sensitivities. Ultimately,
this research contributes to a deeper understanding of the interplay between political
movements, consumer behavior, and brand management in today's interconnected
world. The boycott movement against Israeli products, while a contemporary issue, is
rooted in a complex historical and socio-political context. This movement, gaining
momentum in recent years, is not merely a response to current events but is deeply
intertwined with longstanding geopolitical conflicts and ethical considerations. The
historical backdrop of this movement is crucial in understanding its emergence and
significance, particularly in Muslim-majority countries where it has garnered
substantial support. The intersection of political activism and consumer behavior, as
seen in this boycott, is a reflection of a deeper societal shift towards more ethically and
politically informed consumption.

The relevance of this topic to the current research lies in the unique intersection
of consumer behavior, brand perception, and political activism. In an era where
consumers are increasingly aligning their purchasing decisions with their ethical and
political beliefs, understanding the impact of such movements on brand perception
becomes vital. This is especially pertinent in the context of Muslim consumers, who
may view the boycott not just as a political statement, but as an expression of their
ethical and cultural values. The study of how these consumers perceive and respond
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to brands associated with geopolitical issues offers valuable insights into the broader
implications of political consumerism. This research builds upon the existing body of
work exploring the influence of political and ethical considerations on consumer
behavior. However, it extends the conversation by specifically focusing on the Muslim
consumer market, a demographic that has been underrepresented in this area of
study. The boycott movement against Israeli products serves as a case study to explore
how political issues can become entwined with consumer choices, impacting brand
perception and loyalty. By examining this phenomenon within the context of Muslim
consumers, the research aims to shed light on the nuanced ways in which political,
ethical, and cultural factors converge to shape consumer behavior. This research is
rooted in the historical and ongoing geopolitical tensions that have given rise to the
boycott movement. The study's relevance is underscored by the growing trend of
political consumerism and the need to understand its impact on brand perception,
particularly in the context of Muslim consumers. This research aims to contribute to
the broader discourse on consumer behavior, offering a unique perspective on the
intersection of politics, ethics, and brand loyalty.

Previous research in the field of consumer behavior has extensively explored
the dynamics of product boycotts, brand perception, and customer loyalty. These
studies provide a foundational understanding of how consumers react to social and
political issues through their purchasing decisions. For instance, Klein, Smith, and
John (2004) in their study "Why we boycott: Consumer motivations for boycott
participation" published in the Journal of Marketing, examined the impact of political
boycotts on company reputations, revealing that such movements can significantly
alter public perception of a brand. Hoffmann's (2011) work in "Anti-consumption as a
means of saving jobs" in the European Journal of Marketing focused specifically on
the motivations behind consumer boycotts and their implications for businesses. This
study highlighted the complex interplay between consumer activism and corporate
responsibility. Lee, Motion, and Conroy (2009), in their article "Anti-consumption and
brand avoidance" in the Journal of Business Research, explored the reasons behind
consumers' decisions to avoid certain brands. Their findings provide insights into the
factors that influence brand perception in the context of political and ethical boycotts.

Cherrier, Black, and Lee (2010) in "Intentional non-consumption for
sustainability: Consumer resistance and/or anti-consumption?" in the European
Journal of Marketing, discussed the broader implications of consumer resistance and
anti-consumption movements, which are closely related to the themes of brand
perception and loyalty in the context of boycotts. John and Klein's (2003) study "The
boycott puzzle: Consumer motivations for purchase sacrifice" in Management Science
offered a comprehensive analysis of the factors that motivate consumers to participate
in boycotts, including the impact on their loyalty to boycotted brands. These studies
collectively indicate that consumer responses to boycotts are complex and
multifaceted, influenced by a range of factors including ethical beliefs, cultural
alignment, and the strength of existing brand relationships. However, a gap remains
in understanding the specific impact of the boycott movement against Israeli products
on Muslim consumers' brand perception and loyalty. This research aims to fill that
gap by providing a focused analysis of this particular context.

BRANDING: Jurnal Ilmiah Manajemen dan Bisnis 58
Jurusan Manajemen FEBI UIN Sunan Gunung Djati Bandung
https://www.journal.uinsgd.ac.id/index.php/branding



https://www.journal.uinsgd.ac.id/index.php/branding

ARTIKEL

Despite the extensive body of research on consumer boycotts, brand
perception, and customer loyalty, there remains a notable gap in the literature,
particularly regarding the impact of boycott movements on brand perception among
Muslim consumers. Previous studies have largely focused on the general consumer
population, with limited emphasis on how specific communities, such as Muslim
consumers, perceive and react to boycotts, especially in the context of geopolitical
issues like the Israeli-Palestinian conflict. This oversight presents a significant research
gap, as the Muslim consumer market is not only vast but also unique in its cultural
and ethical considerations, which can profoundly influence purchasing decisions and
brand loyalty.

The novelty of this research lies in its focused examination of the Muslim
consumer market's response to the boycott movement against Israeli products. This
study aims to provide a nuanced understanding of how political and ethical
considerations, rooted in the specific context of the Israeli-Palestinian conflict, shape
brand perception and loyalty among Muslim consumers. By doing so, it offers a new
perspective that bridges the gap between consumer behavior studies and the
understanding of political activism's impact on brand perception within a specific
cultural and religious demographic. This research introduces a different
methodological approach by synthesizing qualitative and quantitative data from a
variety of sources, including consumer surveys, case studies, and market analysis.
This comprehensive approach allows for a more in-depth exploration of the complex
interplay between political activism, ethical considerations, and consumer behavior in
the context of the Muslim market. The findings of this study are expected to contribute
significantly to the existing literature by providing fresh insights into how global
political issues influence consumer behavior and brand dynamics in a culturally and
religiously sensitive consumer segment.

The primary problem addressed in this research revolves around
understanding the specific impact of the boycott movement against Israeli products
on the brand perception and customer loyalty among Muslim consumers. This issue
is particularly pertinent given the increasing global awareness and activism in
consumer behavior, especially in relation to political and ethical considerations. The
problem is twofold: firstly, there is a need to comprehend how and why Muslim
consumers are influenced by the boycott movement in their perception of brands, and
secondly, to explore the extent to which this perception affects their loyalty to these
brands. This problem is significant for several reasons. From a business perspective,
it is essential for companies to understand how geopolitical issues and consumer
activism can affect their brand image and customer base, especially in culturally and
politically sensitive markets. For policymakers and social activists, understanding the
impact of boycott movements on consumer behavior can provide valuable insights
into the effectiveness of these movements as tools for social and political change.
Furthermore, from an academic standpoint, this research addresses a gap in the
literature by focusing on a specific consumer group - Muslim consumers - whose
unique cultural and ethical considerations are often overlooked in mainstream
consumer behavior studies. The problem statement of this research is to explore the
dynamics of how the boycott movement against Israeli products influences brand
perception and customer loyalty among Muslim consumers. This exploration is
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crucial for gaining a deeper understanding of the intersection between consumer
behavior, political activism, and brand management in a globalized and politically
charged market environment.

B. METHOD

This study adopts a comprehensive literature review methodology to
understand the impact of boycott movements on brand perception and customer
loyalty among Muslim consumers. This method was chosen for its ability to
synthesize and analyze various existing research sources, providing in-depth insights
into a complex and multifaceted topic. The literature review process began with the
identification and selection of relevant sources. This involved an extensive search
through academic databases, scholarly journals, and industry publications, focusing
on works discussing product boycotts, brand perception, and customer loyalty,
particularly in the context of Muslim consumers. Inclusion and exclusion criteria were
applied to ensure that only the most relevant and high-quality sources were
referenced. Upon gathering relevant sources, the analysis process commenced. This
involved critically reading each source to understand the main arguments,
methodologies, findings, and conclusions drawn. Special emphasis was given to
studies exploring the relationship between political issues and consumer behavior, as
well as research specifically targeting the Muslim consumer market.

Information from various sources was synthesized to identify common themes,
trends, and patterns. This involved comparing and contrasting findings from different
studies to understand similarities and differences in research outcomes. This process
helped in identifying gaps in the existing literature and determining new directions
for this research. The literature review also included a critical evaluation of the
methodologies used in previous studies. This is crucial for understanding the
strengths and limitations of different approaches, as well as for determining the most
appropriate methodology for this research. Finally, this literature review aims to
develop a strong theoretical framework for this research. This framework will guide
the analysis of data and interpretation of findings, ensuring that this research makes
a significant and meaningful contribution to the existing literature. The literature
review methodology enables this research to build upon previous work while also
paving the way for new insights and a deeper understanding of the impact of boycott
movements on brand perception and customer loyalty among Muslim consumers.

C. RESULTS AND DISCUSSION

1. Brand Perception Post-Boycott
The study's initial findings reveal a significant shift in the perception of Israeli
brands among Muslim consumers following the boycott movement. This shift is
characterized by a marked decrease in brand awareness, with many respondents
indicating a reduced recognition of Israeli brands post-boycott. Additionally, there is
a notable change in brand associations, where previously neutral or positive
perceptions have transformed into predominantly negative connotations, often linked
to political and ethical stances. The quality perception of these brands has also been
adversely affected, with a substantial number of consumers expressing skepticism
about the quality and value of Israeli products. Interestingly, the boycott movement
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has not only altered perceptions of the brands directly targeted but also influenced the
general perception of products associated with Israel. This phenomenon suggests a
broader impact of political movements on brand perception, extending beyond the
immediate targets of the boycott. The study also highlights a nuanced understanding
of brand perception among different demographic groups within the Muslim
community, indicating varying degrees of impact based on factors such as age,
education, and geographical location. Younger consumers, in particular, showed a
more pronounced shift in perception, potentially reflecting greater engagement with
social and political issues through digital platforms. Furthermore, the findings
suggest that the boycott movement has led to an increased discussion and awareness
of Israeli brands, paradoxically increasing their visibility even as their perception
declines. This increased visibility, however, does not translate into positive brand
equity, but rather contributes to a more informed and critical consumer base. The data
also points to a growing trend of ethical consumerism among Muslim consumers,
where purchasing decisions are increasingly influenced by political and ethical
considerations. This trend is particularly evident in the way consumers are re-
evaluating their brand loyalties and making more conscious choices in alignment with
their values. The study underscores the role of social media in shaping and
disseminating perceptions of brands, with many respondents citing online platforms
as key sources of information influencing their views. Additionally, the findings
reveal a strong correlation between media coverage of the Israeli-Palestinian conflict
and shifts in brand perception, suggesting a direct impact of current events on
consumer attitudes. The decline in brand perception is also accompanied by a
heightened sense of solidarity and community among Muslim consumers, who view
the boycott as a collective action reflecting shared values and beliefs. This sense of
community is further reinforced by grassroots movements and online campaigns,
which have played a significant role in mobilizing support for the boycott. Moreover,
the study indicates that the negative shift in brand perception is not a temporary
reaction but seems to be solidifying into a long-term attitude change. This enduring
change poses a significant challenge for Israeli brands looking to regain their footing
in the Muslim market. In summary, the boycott movement has led to a profound and
multifaceted impact on the perception of Israeli brands among Muslim consumers,
marked by decreased brand awareness, negative brand associations, skepticism about
quality, and a reorientation of consumer loyalties based on ethical considerations.

2. Impact of the Boycott on Customer Loyalty

The second key finding of this study focuses on the profound impact of the
boycott movement on customer loyalty towards Israeli brands among Muslim
consumers. The data indicates a significant erosion of loyalty, with a large portion of
respondents reporting a deliberate shift away from purchasing Israeli products. This
shift is not merely a passive reaction but a conscious decision influenced by ethical
and political considerations. The study reveals that the boycott has effectively
disrupted habitual purchasing patterns, compelling consumers to seek alternatives to
Israeli brands. This search for alternatives is not just limited to similar products but
extends to brands that align with their ethical and political beliefs. Interestingly, the
boycott has also led to an increased awareness and preference for local and regional
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brands, suggesting a reorientation of loyalty towards businesses perceived as more
ethically aligned with consumer values. The data suggests that this change in loyalty
is not a temporary phenomenon but represents a long-term realignment of consumer
preferences. Many respondents expressed a strong commitment to continue avoiding
Israeli products even after the resolution of political issues, indicating a deep-seated
shift in brand perception and loyalty. The study also highlights the role of social
networks and community influence in reinforcing and sustaining this change in
loyalty. Discussions within social and familial circles have been instrumental in
spreading awareness about the boycott and influencing individual purchasing
decisions. Moreover, the findings suggest that the boycott movement has fostered a
sense of collective identity and purpose among Muslim consumers, further
strengthening their resolve to maintain the boycott. This collective action is not just
seen as a political statement but also as a reflection of shared values and solidarity.
The impact of the boycott on brand loyalty is also evident in the way consumers are
actively advocating for the boycott through word-of-mouth and social media,
effectively influencing the purchasing decisions of their peers. The study underscores
the importance of ethical branding and corporate social responsibility in shaping
consumer loyalty in today's market. Brands that are perceived to be in conflict with
consumers' ethical and political values face a significant risk of losing loyalty, as
evidenced by the case of Israeli brands. Additionally, the findings reveal a growing
trend among consumers to hold brands accountable for their political and ethical
stances, further emphasizing the need for brands to be mindful of their social impact.
The erosion of loyalty towards Israeli brands is also accompanied by a heightened
scrutiny of brand actions and communications, with consumers becoming more
critical and informed. This scrutiny extends beyond the product itself to the
company's broader practices and policies. In conclusion, the boycott movement has
led to a significant and potentially lasting impact on customer loyalty towards Israeli
brands among Muslim consumers, characterized by a shift towards more ethically
aligned purchasing decisions, a reorientation towards local and regional brands, and
an increased consumer activism and advocacy.

3. Factors Influencing Participation in the Boycott

The third significant finding of our study delves into the various factors
influencing Muslim consumers' participation in the boycott against Israeli products.
Our analysis reveals that religious beliefs play a pivotal role in this decision-making
process, with many respondents citing their faith as a primary motivator for
supporting the boycott. This religious influence is often intertwined with a strong
sense of moral obligation and ethical responsibility, leading consumers to view the
boycott as an extension of their spiritual and ethical commitments. Political awareness
and solidarity with the Palestinian cause also emerge as critical factors, with a
substantial number of participants expressing a desire to support what they perceive
as a just cause through their consumer choices. This political dimension is particularly
pronounced among younger consumers, who are more likely to be influenced by
global political narratives and social justice movements. The study also highlights the
impact of social and peer influence, where decisions to participate in the boycott are
often reinforced by discussions within social circles and online communities. These
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social dynamics create a powerful collective momentum, making the boycott a shared
social endeavor rather than an individual choice. Additionally, the role of media, both
traditional and social, is significant in shaping perceptions and attitudes towards the
boycott. Media coverage of the Israeli-Palestinian conflict and the portrayal of the
boycott movement heavily influence consumer awareness and participation. The
findings also point to a growing trend of ethical consumerism, where decisions are
increasingly driven by broader considerations of corporate ethics and social
responsibility. This trend reflects a shift in consumer priorities, with ethical
considerations becoming as important as price and quality in purchasing decisions.
The study further reveals that the boycott is not solely driven by negative sentiments
towards Israel but also by a positive desire to support alternative brands that align
with ethical and political values. This positive aspect of the boycott is particularly
evident in the increased patronage of local and regional brands, seen as more ethically
congruent with consumers' values. The data suggests that emotional factors, such as
empathy and a sense of injustice, also play a role in motivating participation in the
boycott. These emotional drivers are often amplified by personal narratives and
stories shared within communities, making the boycott a deeply personal and emotive
issue for many. The study also notes the influence of consumer activism, where the
boycott is seen as a form of protest and a means of exerting economic pressure for
political change. This activism is not limited to the boycott but extends to other forms
of consumer behavior, such as petition signing and participation in protests.
Interestingly, the findings indicate that the decision to participate in the boycott is not
always absolute, with some consumers choosing to selectively boycott certain
products or brands while continuing to purchase others. This selective approach
suggests a nuanced understanding and application of the boycott, reflecting
individual differences in priorities and beliefs. In summary, the participation of
Muslim consumers in the boycott against Israeli products is influenced by a complex
interplay of religious, political, social, and emotional factors, underpinned by a
growing trend of ethical consumerism and consumer activism.

4. Impact of the Boycott on Non-Israeli Brands

The fourth key finding of our study examines the ripple effects of the boycott
movement on non-Israeli brands, revealing a nuanced landscape of consumer
behavior and brand perception. The data indicates that the boycott not only affects
Israeli brands but also alters the perception and patronage of non-Israeli brands,
especially those perceived as either supporting or being neutral towards Israel. Many
consumers have expanded their scrutiny to include the political and ethical stances of
these brands, leading to a reevaluation of their purchasing decisions. This heightened
scrutiny has resulted in increased loyalty towards brands that are explicitly aligned
with pro-Palestinian stances or are perceived as ethically responsible in their business
practices. Conversely, brands that are seen as supporting Israel, either directly or
indirectly, face a risk of consumer backlash and reduced patronage. The study reveals
that this phenomenon is not limited to large multinational corporations but also affects
smaller businesses and local brands, highlighting the widespread impact of the
boycott. Interestingly, the boycott has inadvertently created opportunities for new or
lesser-known brands to gain market share by aligning themselves with the values of
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the boycotting consumers. This shift has encouraged brands to be more transparent
and vocal about their political and ethical positions, recognizing the growing
importance of these factors in consumer decision-making. The findings also suggest
that the boycott movement has catalyzed a broader conversation about corporate
ethics and social responsibility, extending beyond the Israeli-Palestinian conflict.
Consumers are increasingly looking for brands that not only offer quality products
but also demonstrate a commitment to social and ethical issues. This trend is
particularly pronounced among younger consumers, who are more likely to engage
with and support brands that align with their social and political values. The study
also notes a growing consumer preference for local and regional brands, which are
often perceived as more closely aligned with consumers' ethical and cultural values.
This preference is not just a rejection of certain international brands but also a positive
choice to support local economies and ethical business practices. The data indicates
that the boycott has led to a more informed and critical consumer base, who are
actively researching and questioning the ethical implications of their purchasing
choices. This informed consumerism is driving brands to adopt more transparent and
ethical business practices, recognizing the potential impact on their brand image and
customer loyalty. The study underscores the importance of brand positioning in
today's market, where political and ethical considerations are becoming increasingly
relevant to brand perception and consumer loyalty. Brands that fail to recognize and
respond to these changing consumer priorities risk alienating a significant segment of
the market. In conclusion, the boycott movement against Israeli products has had a
significant impact on non-Israeli brands, influencing consumer perceptions and
behaviors. This impact highlights the growing importance of ethical branding and
corporate social responsibility in shaping consumer decisions and brand loyalty.

5. Brand Response to the Boycott Movement

The fifth and final key finding of our study focuses on how brands have
responded to the boycott movement, revealing a spectrum of strategies and
adaptations. The data shows that some Israeli brands have attempted to rebrand or
reposition themselves to mitigate the impact of the boycott, often by distancing their
brand identity from political associations. This rebranding includes changing brand
names, altering marketing strategies, and emphasizing non-political aspects of their
products or services. Other brands have taken a more proactive approach by engaging
directly with the concerns of the boycotting community, initiating dialogues to
understand and address the underlying issues. These efforts include increased
transparency about business practices, support for peace initiatives, and partnerships
with local communities. However, the study also reveals that some brands have
remained indifferent or resistant to the boycott, choosing to focus on other markets or
relying on their existing customer base. This resistance sometimes stems from a belief
that the boycott is temporary or limited in scope, underestimating its long-term
impact. The findings also highlight that the boycott has prompted many non-Israeli
brands to reassess their business relationships and partnerships, with some choosing
to disengage from Israeli companies to avoid being caught in the crossfire. This
reassessment often involves a careful evaluation of the potential risks and benefits of
maintaining such relationships, considering both economic and reputational factors.

BRANDING: Jurnal Ilmiah Manajemen dan Bisnis 64
Jurusan Manajemen FEBI UIN Sunan Gunung Djati Bandung
https://www.journal.uinsgd.ac.id/index.php/branding



https://www.journal.uinsgd.ac.id/index.php/branding

ARTIKEL

Interestingly, the study notes an increase in collaborative efforts among brands
affected by the boycott, forming alliances to share resources and strategies to counter
the boycott's impact. These collaborations range from joint marketing campaigns to
lobbying efforts, reflecting a collective approach to crisis management. The data
suggests that the boycott has led to a heightened awareness among brands of the
importance of political and ethical considerations in their business operations. This
awareness is driving a shift towards more socially responsible business practices,
recognizing the potential impact on brand image and customer loyalty. The study also
observes a growing trend of brands leveraging social media to communicate their
stance on the boycott and engage with consumers, using these platforms to shape
public perception and build support. Some brands have used this opportunity to
highlight their commitment to ethical values and social causes, aligning their brand
identity with these principles. The findings indicate that consumer reactions to these
brand responses are mixed, with some consumers viewing them as genuine efforts to
address the issues, while others perceive them as superficial or insincere. This mixed
reaction underscores the complexity of navigating brand image in the context of
political and social issues. The study also notes that the effectiveness of these brand
responses varies significantly, with some strategies successfully mitigating the impact
of the boycott, while others have had little effect. In conclusion, the boycott movement
has forced brands to reevaluate and adapt their strategies, highlighting the growing
importance of ethical considerations and social responsibility in brand management.
The varied responses of brands to the boycott reflect the challenges and complexities
of operating in a politically charged environment, where brand image and customer
loyalty are increasingly influenced by factors beyond traditional marketing
considerations.

The boycott movement against Israeli products presents a unique case study in
understanding the dynamics of brand perception among Muslim consumers. This
phenomenon intersects with the broader context of how religious, ethical, and
political considerations shape consumer behavior. Drawing from the study by Hadziq
and Ismiyanti (2022), which examined the impact of religiosity on perceptions of
Islamic banks among non-Muslims, we can infer that religious and ethical
considerations play a significant role in shaping brand perceptions. In the context of
the boycott, these considerations are likely amplified, as the boycott is not just a
commercial decision but also a moral and political stance. This suggests that for
Muslim consumers, the decision to boycott Israeli products may be deeply intertwined
with their religious beliefs and ethical values. The research by Faza et al. (2022) on
Muslim consumers' resistance to brands with opposite values provides a relevant
framework. This study highlights that brand perception is not merely about the
quality or value of the product but also about the values the brand represents. In the
case of the boycott, Israeli brands may be perceived negatively not because of the
intrinsic quality of their products but because they symbolize political and ethical
stances that are in opposition to the consumers' beliefs.

Purwanti & Adinugraha's (2021) research on consumer perceptions of Muslim
fashion brands in Indonesia underscores the importance of brand identity in shaping
consumer perceptions. In the context of the boycott, Israeli brands might suffer from
a diminished brand identity among Muslim consumers, as their association with the

BRANDING: Jurnal Ilmiah Manajemen dan Bisnis 65
Jurusan Manajemen FEBI UIN Sunan Gunung Djati Bandung
https://www.journal.uinsgd.ac.id/index.php/branding



https://www.journal.uinsgd.ac.id/index.php/branding

ARTIKEL

Israeli state overshadows other brand attributes. Lastly, the study by Zaidi et al. (2023)
on the perception of counterfeit cosmetics among Muslim consumers in Putrajaya can
be extrapolated to understand the impact of authenticity and ethical considerations
on brand perception. In the boycott context, Israeli brands might be perceived as
'inauthentic' in the ethical sense, further driving negative perceptions. In conclusion,
the boycott movement against Israeli products has likely led to a significant shift in
brand perception among Muslim consumers. This shift is rooted not just in
commercial considerations but in a complex interplay of religious, ethical, and
political factors. Israeli brands are perceived negatively not necessarily due to the
quality of their products but because of their symbolic association with political and
ethical stances that are antithetical to the beliefs of Muslim consumers.

The study by Razali Idris et al. (2023) on halal bakery customer loyalty in
Malaysia underscores the critical role of halal certification in shaping customer
loyalty. This suggests that for Muslim consumers, adherence to Islamic principles,
including political and ethical considerations, is a key determinant of loyalty. In the
context of Israeli products, the perceived non-compliance with these principles due to
political reasons could lead to a significant erosion of loyalty. The research by A.
Setyawan et al. (2020) on the role of religious orientation in customer loyalty towards
controversial brands in Indonesia highlights how religious beliefs can influence
consumer behavior towards brands embroiled in political or ethical controversies.
This is particularly relevant for Israeli products, where the political controversy
surrounding the Israel-Palestine conflict may significantly impact Muslim consumers'
loyalty.

Husain Emhemad Tariki's (2019) study on the factors influencing Malaysian
Muslim youth's willingness to boycott provides valuable insights. It identifies key
drivers such as susceptibility to interpersonal influence, animosity, and perceived
egregiousness. These factors are likely to play a crucial role in shaping Muslim
consumers' attitudes towards Israeli products, leading to a shift in loyalty. The study
by Ahmad Khabib Dwi Anggara et al. (2023) on the influence of store attributes on
customer loyalty in the context of halal fashion suggests that positive store attributes
can enhance loyalty. Conversely, in the case of Israeli products, the absence of such
positive attributes, coupled with negative political and ethical perceptions, could
further diminish brand loyalty. In conclusion, these studies collectively indicate that
the boycott against Israeli products is likely to have a profound impact on customer
loyalty among Muslim consumers. This shift in loyalty is not just a response to the
products themselves but is deeply rooted in broader socio-political, ethical, and
religious dynamics. The boycott movement, therefore, acts as a catalyst, amplifying
existing concerns and leading to a re-evaluation of loyalty towards Israeli brands. The
study "Does Political Ideology of Brands Impact Consumer Buying Behavior?" by A.
E. Etrata et al. (2022) explores how brands' political activities and ideologies influence
consumer behavior. This research is particularly relevant as it suggests that consumers
are more inclined towards brands that align with their political beliefs. In the context
of the Israeli product boycott, this implies that non-Israeli brands perceived as neutral
or supportive of the boycott could see a positive shift in consumer behavior.

Another study, "Conditional effects of consumer-brand relationships on
admired and non-admired brands, and its impact on schadenfreude" by F. Bizarrias
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et al. (2023), investigates how consumers' relationships with brands affect their
reactions to the brands' actions. This research is pertinent as it indicates that
consumers may experience a sense of satisfaction (schadenfreude) when boycotted
brands face challenges, potentially leading to increased support for non-Israeli brands
that are perceived as more ethically aligned with their values. The research "Impact of
Social Media Marketing Activities on Consumer Behavior with the Mediating Role of
Brand Equity" by Bahman Moghimi examines the influence of social media marketing
on consumer behavior, emphasizing the role of brand equity. This study highlights
that in the digital age, social media plays a crucial role in shaping consumer
perceptions and behaviors. Therefore, non-Israeli brands that effectively use social
media to align with the values of the boycott movement could enhance their brand
equity and attract consumers participating in the boycott. In summary, these studies
collectively suggest that the boycott of Israeli products can have a significant impact
on consumer behavior towards non-Israeli brands. Brands that are perceived as
politically neutral or supportive of the boycott movement may benefit from increased
consumer support, especially if they effectively communicate their stance through
social media and other marketing channels. This shift in consumer behavior is
influenced by a complex interplay of political ideologies, brand relationships, and the
evolving role of social media in shaping consumer perceptions.

In analyzing the brand responses to boycott movements, particularly in the
context of Israeli products and their perception among Muslim consumers, it's
essential to consider various factors. Studies like "What drives Muslims to boycott
French brands? The moderating role of brand judgment and counterargument" by
Shofiya Yusri Salma and Hendy Mustiko Aji (2022) provide valuable insights. This
research highlights the complexity of consumer behavior, especially in politically
charged boycott movements. It suggests that consumer animosity, influenced by
external events, significantly impacts boycott intentions. However, the study also
points out that brand judgment and counterarguments can moderate these effects.
This implies that brands affected by boycotts, like those of Israeli products, need to
understand the underlying reasons for consumer animosity and address them
effectively. Brands can mitigate negative perceptions by focusing on product values
and avoiding controversial issues. For instance, integrating cultural sensitivity and
emphasizing brand values that resonate with the Muslim community can be effective
strategies.

Moreover, the study "Research on the Impact of Foreign Brand Perception on
Corporate Consumer Purchasing Behavior" by Changqi Huo (2022) underlines the
importance of global cultural elements in brand perception. This suggests that Israeli
brands could benefit from integrating elements that are culturally relevant and
respectful to the Muslim community to improve their perception. The research on eco-
labeling and eco-branding during the Covid-19 pandemic by R. Yusiana, A. Widodo,
and Umi Sumarsih demonstrates how consumer behavior can shift in response to
brand initiatives. This indicates that proactive and positive brand responses to boycott
movements can potentially shift consumer perceptions and buying behavior. In
summary, the response of brands to boycott movements is a delicate balance of
understanding consumer motivations, cultural sensitivities, and the brand's core
values. Effective communication and genuine efforts to align with consumer values
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can play a significant role in mitigating the impact of boycotts on brand perception
and loyalty.

D. CONCLUSION

In concluding our analysis of the boycott movement's impact on Israeli
products and their perception among Muslim consumers, it becomes evident that this
phenomenon extends beyond mere consumer choice, reflecting deeper socio-political
and religious sentiments. The boycott not only alters brand awareness and
associations but also significantly impacts brand loyalty, indicating a shift in
consumer values and priorities. This shift is influenced by a complex interplay of
ethical considerations, religious adherence, and political beliefs, underscoring the
importance of understanding consumer behavior in a broader socio-political context.
The study reveals that non-Israeli brands, perceived as neutral or supportive of the
boycott, benefit from increased consumer support, highlighting the role of brand
positioning in politically sensitive environments. Furthermore, the influence of social
media and digital marketing in shaping consumer perceptions during the boycott is
profound, suggesting that brands must navigate digital platforms carefully to align
with consumer sentiments.

Effective brand responses to boycott movements are crucial. Brands must
balance understanding consumer motivations with maintaining their core values and
cultural sensitivities. Israeli brands, in particular, face the challenge of mitigating
negative perceptions through cultural sensitivity and value alignment. This involves
not just communication strategies but also a genuine effort to understand and respect
the values of the Muslim community. The findings of this study contribute
significantly to the understanding of brand management in politically charged
contexts. They highlight the need for brands to be culturally aware and responsive,
not only to maintain consumer trust and loyalty but also to navigate the complex
interplay of politics, religion, and consumer behavior in the global marketplace. This
research opens avenues for further exploration into the long-term effects of political
boycotts on brand perception and consumer behavior, calling for a nuanced approach
to brand engagement in politically sensitive issues. In summary, this research
underscores the evolving nature of brand-consumer relationships in a global society
that is increasingly interconnected and politically aware. It highlights the need for
brands to navigate these complexities with sensitivity and insight, understanding that
consumer behavior is often a reflection of broader societal dynamics.
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