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ABSTRACT

Religious-based boycotts have gained
global relevance as consumers respond
to sociopolitical and ethical concerns.
This study investigates how perceived
success likelihood influences intention to
participate in religious boycotts, with
attitude toward the boycott acting as a
mediating variable. Grounded in the
Theory of Planned Behavior (TPB), the
research tests four hypotheses using
Structural Equation  Modeling-Partial
Least Squares (SEM-PLS) based on
responses from 225 Indonesian
participants. The results reveal that
perceived success likelihood has a strong
positive effect on attitude (B = 0.776, p <
0.001), which in turn significantly
influences intention to participate (B =
0.809, p < 0.001). While perceived
success likelihood also shows a
significant direct effect on intention, this
becomes non-significant when attitude is
included, indicating full mediation. These
findings highlight the critical role of
perceived campaign effectiveness in
shaping consumer attitudes and driving
participation in religious boycotts. The
study contributes to the literature on
consumer activism and offers practical
insights for advocacy organizations
aiming to strengthen public engagement
through strategically crafted messages.

Keywords: Attitude Mediation; Boycott
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INTRODUCTION

In the rapidly advancing context of globalization and digitalization, social media has
evolved into a highly influential instrument in shaping public perception and consumer
behavior. Its role in various aspects of life has become increasingly complex, especially
regarding social and political issues, including boycott movements carried out as a form
of resistance against various injustices (Alalwan, 2018). Technological advancements
and the significant transformation of mass media from traditional platforms to digital ones
have enabled the rapid and efficient dissemination of information (Ernawatiningsih &
Kepramareni, 2019; Pradana et al., 2023). This development not only facilitates daily
activities such as work and communication but also plays a crucial role in shaping public
opinion and directing the flow of information across various social layers (Djumena,
2024).

Alongside these changes, companies are no longer merely focused on selling products
or services; they have begun to take an active role in shaping social discourse and
supporting various public issues. This shift indicates that businesses have a greater
societal impact than ever before, where they are not just economic entities but also social
actors influencing the progression of global issues. One international issue that has
garnered widespread attention, including in Indonesia, is the Israel-Palestine conflict.
This conflict has significantly affected multiple aspects of life, including the economy and
business sectors. In solidarity with Palestine, the Boycott, Divestment, and Sanctions
(BDS) movement emerged with the goal of exerting financial pressure on Israel to comply
with international law and cease human rights violations against Palestinian citizens
(BBC News Indonesia, 2023; Djumena, 2024).

This boycott movement has gained substantial support in Indonesia, particularly after the
Indonesian Ulema Council (MUI) issued Fatwa No. 83 of 2023, recommending that
Muslims refrain from consuming products believed to support Israeli aggression against
Palestine (BBC News Indonesia, 2023). A prominent example of the impact of this
boycott is the boycott against McDonald’s Indonesia. Although McDonald’s Indonesia is
operated by PT Rekso Nasional Food and has no direct affiliation with McDonald’s Israel,
public perception of the global brand has led to significant consequences for the
company. These consequences include declining revenue, negative app store ratings,
and rising negative sentiment on social media (llyasan, 2024; Salsabilla, 2024). This
phenomenon demonstrates how exposure to conflict-related content and boycott calls
on social media not only facilitates mass information dissemination but also reinforces
collective opinion and creates social pressure, ultimately influencing individual
purchasing decisions (Misidawati et al., 2024).

Beyond the influence of social media, brand loyalty and social conformity also play critical
roles in shaping consumer choices. Consumers may continue supporting boycotted
products due to emotional attachment or previous positive experiences with the brand
(Troiville, 2024). Meanwhile, social conformity pushes individuals to align with
community norms and shared values that prevail within their social environment
(Maulana et al., 2024). Following the McDonald’s boycott, these three primary factors,
social media exposure, brand loyalty, and social conformity, interact in complex ways to
influence consumer behavior in Indonesia, as they become increasingly socially and
religiously conscious (Khoiruman & Wariati, 2023).

Research on participation in religious boycotts highlights that the perceived likelihood of
success is a key factor in shaping individuals’ attitudes and intentions toward joining such
movements. When people believe that their actions will generate tangible outcomes,
such as influencing corporate policies, they tend to adopt a more positive attitude toward

179


https://www.ejournal.aibpmjournals.com/index.php/JCDA

Journal of the Community Development in Asia (JCDA) Vol. 8 No. 2,
pp. 178-194, May, 2025

E-ISSN: 2654-7279 P-ISSN: 2685-8819
https://lwww.ejournal.aibpmjournals.com/index.php/JCDA

the boycott and are more likely to participate actively (Roswinanto & Suwanda, 2023). In
this context, attitude toward religious boycott refers to an individual's evaluative stance,
whether favorable or unfavorable, toward engaging in boycotts based on religious
principles (Al-Hyari et al., 2021). According to the Theory of Planned Behavior (TPB) by
Ajzen (2020), individual behavior is influenced by three main components: attitude
toward the behavior, subjective norms, and perceived behavioral control, all of which are
relevant in explaining the intention to participate in religiously motivated boycotts in
Indonesia.

This study aims to address a gap in the existing literature, where research on consumer
behavior influenced by religious values, particularly in boycott contexts as a form of
collective action, remains limited in Indonesia. While extensive research on boycotts has
been conducted in Western contexts, studies that simultaneously examine perceived
success likelihood, attitude toward religious boycott, and intention to participate within
Indonesia’s specific setting are still scarce (Roswinanto & Suwanda, 2023). Besides
offering academic contributions related to the dynamics of boycotts in global social
movements, this study provides practical implications for multinational corporations like
McDonald’s, particularly in developing crisis communication strategies that are sensitive
to local and religious values. As public awareness of boycotts as political and economic
instruments continues to rise, global corporations will face increasing pressure to
reassess their policies concerning geopolitical conflicts (BBC News Indonesia, 2023;
Nugroho, 2024; Siregar, 2024).

LITERATURE REVIEW

Theory of Planned Behavior (TPB)

The TPB serves as a conceptual model for understanding individual decisions and
actions, including in boycott situations. Attitude toward the action, perceptions of social
expectations (subjective norms), and control over the behavior are the three main factors
that influence intention, according to the theory. When applied to boycotts, this theory
suggests that personal convictions, social influences, and self-efficacy all contribute to
the likelihood of participation. TPB is particularly useful in analyzing how religious values
and social dynamics can shape consumer choices in collective efforts like boycotts
(Arinta & Mutmainah, 2023; Lindgren et al., 2021; White et al., 2023).

Perceived Success Likelihood

Perceived Success Likelihood refers to the belief held by individuals or groups about the
likelihood that a social movement, such as a boycott, will successfully achieve its
intended goals. This belief is shaped through an evaluation of the movement’s
effectiveness, its potential impact, and the actions carried out within a specific social
context. Scholars note that factors such as social support, experience from similar
movements, and the availability of resources play a crucial role in shaping these
perceptions (Roswinanto & Suwanda, 2023). When the perceived likelihood of success
is high, it encourages public participation and commitment to the movement, as people
believe that such actions can exert pressure on companies, create a deterrent effect,
and promote policy changes and awareness of religious values. Therefore, perceived
success likelihood serves as a key driver of collective behavior among those seeking
change through peaceful actions such as boycotts.

Attitude Toward Religious Boycott

One common action is boycott behavior (Ningsih & Haryanti, 2021). Boycott is an act of
refusal to cooperate, while boycotting is the process or act of rejecting things that are
considered not in one's way (Yusuf et al., 2023). This phenomenon has become
commonplace and often occurs in society as a form of protest or dissatisfaction with
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certain actions. Factors that influence boycott behavior towards a product include the
level of religiosity and consumer knowledge about the product (Faradhilla, 2021).
Religiosity shows a person's beliefs based on strong faith, encouraging behavior, and
actions in accordance with the teachings adopted.

Meanwhile, consumer knowledge includes the experience and information that
individuals have about a particular product or service (Sinulingga & Sihotang, 2023).
Attitude toward religious boycott refers to an individual or group’s perspective on
boycotting actions that are based on religious values and teachings. This attitude reflects
one’s perceptions, emotions, and beliefs about the extent to which boycott actions are
considered appropriate, beneficial, and aligned with religious, moral, and ethical
principles. Individuals with strong religious commitment tend to view boycotts as a
legitimate means of expressing disapproval toward injustice. In the context of consumer
decision-making, this attitude plays a significant role, as it can encourage participation in
boycotts as a form of social activism. This attitude comprises three main dimensions:
pleasant experience, positive choice, and the belief that a boycott is a good idea.
Indicators used to measure this attitude include the perception that boycotts are useful,
beneficial, wise, enjoyable, and a good idea (Abdullah et al., 2021; Al-Hyari et al., 2021;
Chiang & Arif, 2024; Roswinanto & Suwanda, 2023).

Intention to Participate in Religious Boycott

Intention is a motivational construct that reflects a person's readiness to take a particular
action. Intentions are often considered the first step towards actual behavior and are
shaped by an individual's beliefs, attitudes, and perceptions regarding the effectiveness
of expected outcomes. In the context of consumer research, intention plays an important
role because it provides an overview of future purchasing behavior and can help predict
consumer reactions to applied marketing strategies (Qing & Jin, 2022).

The intention to engage in a religious boycott refers to the motivation or active
participation of individuals or groups in refusing products or services that they believe
conflict with their religious values or beliefs. This act not only demonstrates economic
perspectives but also serves as a moral protest and a way to express religious principles.
Typically, this behavior is influenced by religious motives, social identity, and perceptions
of the potential success of the boycott (Muhamad et al., 2018). According to Roswinanto
and Suwanda (2023), the intention to take part in a religious boycott involves three main
dimensions: the development of a deliberate plan, the execution of specific actions, and
the planning of future actions. The indicators used to measure this include considering
postponing or avoiding purchases, making the decision to boycott, and the intention to
engage in boycott activities actively.

Hypotheses Development

Perceived Success Likelihood and Attitude Toward Religious Boycott

Roswinanto and Suwanda (2023) stated that perceived success likelihood can affect
attitude towards religious boycott. If more individuals believe the boycott will be
successful, then more will participate in it. This can create a double effect where the
more people who participate, the stronger the perception that the boycott will be
successful. The belief in the success of a boycott can encourage individuals to have a
more positive attitude towards the boycott. However, this can make people more
determined to participate in the boycott.

H1: Perceived success likelihood has a significant effect on attitude toward religious
boycott.
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Attitude Toward Religious Boycott and Intention to Participate in Religious
Boycott

Roswinanto and Suwanda (2023) explained that there is a significant relationship
between individuals' attitudes toward religious boycotts and their intention to participate.
Individuals with a positive attitude toward boycotts are more likely to have the intention
to participate, whereas negative attitudes can prevent such intentions. As a result, it is
essential to comprehend and shape people's attitudes to promote involvement in
religious boycotts.

H2: Attitude toward religious boycott has a positive effect on intention to participate in
religious boycott.

H4: Attitude toward religious boycott mediates the relationship between perceived
success likelihood and intention to participate in religious boycott.

Perceived Success Likelihood and Intention to Participate in Religious Boycotts
indicated that there is a significant positive relationship between perceived success
likelihood and intention to participate in religious boycotts. When individuals believe a
boycott is likely to succeed, they are more inclined to take part. Therefore, fostering a
positive perception of the boycott's success is essential in encouraging active
participation in such actions.

H3: Perceived success likelihood has a significant effect on intention to participate in
religious boycott.

Conceptual Framework
The study framework model is depicted in Figure 1.

Figure 1. Research Framework

Attitude
toward

Religious
Boycott

Intention to

Participate in

Religious
Boycott

Perceived
Success
Likelihood

— : Direct
,,,,,,,, » : Indirect

RESEARCH METHOD

This study employs a descriptive quantitative methodology within a causal research
framework to comprehensively examine the relationships among three key variables:
Perceived Success Likelihood, Attitude Toward Religious Boycott, and Intention to
Participate in Religious Boycott. By adopting this approach, the research aims to
systematically assess the influence and interaction between these variables in the
context of consumer behavior and social activism. The study specifically focuses on
Indonesians who participated in the McDonald’s boycott, selecting respondents from
three major cities with significant commercial activity and social engagement: Jakarta,
Bandung, and Surabaya. These cities were chosen due to their diverse demographic
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compositions, economic significance, and active consumer behavior, making them ideal
settings for analyzing the impact of boycott movements.

In the sampling process, a non-probability sampling method was utilized to ensure that
participants met the study's criteria for inclusion. To enhance precision in respondent
selection, the study employed expanded purposive sampling, where individuals were
chosen based on specific characteristics such as their awareness of the boycott
movement and their level of engagement, which were assessed through carefully
designed screening questions. This selection process ensured that the sample
accurately represented individuals who had been exposed to boycott-related discussions
and actively participated in the movement. The Cochran formula was applied to
determine the appropriate sample size, guaranteeing a 95% confidence level with a 5%
margin of error. Based on this calculation, a minimum sample of 385 respondents was
required, all of whom successfully completed structured online questionnaires.

To ensure a robust and well-rounded analysis, this study integrates both primary and
secondary data sources, allowing for a comprehensive examination of the key research
variables. The primary data collection was conducted through a five-point Likert scale
questionnaire, carefully designed to capture respondent perspectives and attitudes
regarding the three main variables. This questionnaire was administered to eligible
participants to evaluate their beliefs, perceptions, and motivations related to the boycott
movement. Additionally, secondary data sources were utilized to strengthen the
theoretical foundation of the study, including literature reviews, books, academic
journals, articles, and prior research focusing on perceived success likelihood, attitude
toward religious boycott, and intention to participate in religious boycott. The integration
of these two types of data ensures a comprehensive and well-supported analysis,
providing valuable insights into the underlying dynamics of boycott participation.

The measurement process for analyzing the variables employed ordinal scales and
Likert scales, both of which are widely recognized for their reliability in capturing
subjective attitudes and perceptions. This methodology allows for accurate statistical
analysis, ensuring that the collected responses are quantifiable and can be used to
establish meaningful patterns. The independent variable, Perceived Success Likelihood,
is defined as an individual's perception of the potential success of a boycott in achieving
its intended objectives, influencing their willingness to support such movements. The
mediating variable, Attitude Toward Religious Boycott, represents an individual’s
religious-based evaluation of boycotts, encompassing their moral and ethical
perspectives on social activism through economic participation. Meanwhile, the
dependent variable, Intention to Participate in Religious Boycott, measures an
individual’s motivation, willingness, and commitment to engaging in boycott activities,
reflecting their readiness to take action based on religious or ethical beliefs.

To uphold the reliability and accuracy of the research indicators, the study implements
rigorous validation techniques, including Composite Reliability, Average Variance
Extracted (AVE), and Cronbach’s Alpha. These statistical tools ensure that the dataset
is consistent, dependable, and valid, allowing for thorough and reliable data
interpretation. The data analysis is carried out using Structural Equation Modeling —
Partial Least Squares (SEM-PLS), a sophisticated analytical method chosen for its ability
to process complex models with mediation variables effectively. SEM-PLS enables the
simultaneous examination of multiple variable interactions, delivering higher precision
and greater predictive capability compared to conventional regression techniques. This
approach provides deeper insights into the causal relationships between the variables,
helping researchers to better understand the mechanisms that drive consumer
participation in religious boycotts.
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RESULTS

The study involved 385 participants from the Indonesian community who chose to
boycott McDonald's, particularly in Jakarta, Bandung, and Surabaya. Data was gathered
through a Google Form, which was shared via social media. Following the descriptive
analysis, the study also incorporates statistical results, which are presented in Table 1.

Statistical Results
Table 1. Convergent Validity (N =385)

Construct Indicator | Loading Factor (>0.5) | AVE (>0.5) | Conclusion
X1 0.825
X2 0.811
X3 0.836
X4 0.843
X5 0.837
X6 0.820
Perceived Success | X7 0.818 0678
Likelihood X8 0.838 '
X9 0.832
X10 0.850
X11 0.854
X12 0.774
X13 0.793
X14 0.792
Y1 0.838
Y2 0.841
Y3 0.809
Y4 0.825
Y5 0.787
Y6 0.788
Intention to | Y7 0.807 Valid
Participate in| Y8 0.828 0.672
Religious Boycott Y9 0.799
Y10 0.814
Y11 0.830
Y12 0.838
Y13 0.830
Y14 0.834
Y15 0.826
Z1 0.803
Z2 0.765
Z3 0.839
Z4 0.808
Z5 0.812
, Z6 0.820
e oy |2
Z8 0.823
Z9 0.825
Z10 0.812
Z11 0.841
212 0.826
Z13 0.837
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Construct Indicator | Loading Factor (>0.5) | AVE (>0.5) | Conclusion
Z14 0.801
Z15 0.808
Z16 0.832
217 0.828

Source: Processed Data (2025)

Table 1 presents the results of convergent validity analysis, which is a component of the
outer model assessment in SEM- PLS. The loading factor values indicate the strength of
the relationship between an indicator and its associated construct. All indicators across
the three constructs exhibit loading values above 0.7, indicating that each indicator is
strongly associated with its respective construct. For example, indicator X10 in the
Perceived Success Likelihood construct has the highest loading of 0.850, signifying a
very strong contribution to the construct.

Furthermore, the AVE values for all three constructs exceed the minimum threshold of
0.5, with Perceived Success Likelihood at 0.678, Intention to Participate in Religious
Boycott at 0.672, and Attitude Toward Religious Boycott at 0.671. These values
demonstrate that more than 50% of the variance in the indicators is accounted for by the
underlying construct. Therefore, it can be concluded that all constructs in this study have
successfully met the criteria for convergent validity.

Table 2. Cross Loading

Indicator Att_itl_Jde Toward Intentio_n _to Participate in Perce_ive(_j Success
Religious Boycott Religious Boycott Likelihood
X1 0.764 0.760 0.825
X2 0.776 0.776 0.811
X3 0.808 0.801 0.836
X4 0.804 0.798 0.843
X5 0.785 0.792 0.837
X6 0.780 0.785 0.820
X7 0.795 0.795 0.818
X8 0.788 0.806 0.838
X9 0.805 0.818 0.832
X10 0.811 0.802 0.850
X11 0.836 0.829 0.854
X12 0.775 0.777 0.774
X13 0.783 0.768 0.793
X14 0.773 0.771 0.792
Y1 0.784 0.838 0.773
Y2 0.793 0.841 0.791
Y3 0.778 0.809 0.773
Y4 0.807 0.825 0.805
Y5 0.782 0.787 0.774
Y6 0.797 0.788 0.800
Y7 0.783 0.807 0.774
Y8 0.787 0.828 0.786
Y9 0.783 0.799 0.778
Y10 0.785 0.814 0.786
Y11 0.789 0.830 0.790
Y12 0.796 0.838 0.785
Y13 0.795 0.830 0.790
Y14 0.796 0.834 0.806
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Indicator Att.itl.Jde Toward Intentiqn .to Participate in Perce'ive(.j Success
Religious Boycott Religious Boycott Likelihood
Y15 0.805 0.826 0.806
Z1 0.803 0.775 0.767
Z2 0.765 0.733 0.746
Z3 0.839 0.791 0.789
Z4 0.808 0.785 0.780
Z5 0.812 0.780 0.768
Z6 0.820 0.800 0.792
Z7 0.845 0.824 0.818
Z8 0.823 0.798 0.802
Z9 0.825 0.810 0.816
Z10 0.812 0.802 0.783
Z11 0.841 0.793 0.783
212 0.826 0.793 0.805
Z13 0.837 0.783 0.780
214 0.801 0.792 0.792
Z15 0.808 0.785 0.784
Z16 0.832 0.809 0.803
217 0.828 0.780 0.785

Source: Processed Data (2025)

Table 2 is part of the discriminant validity test, which aims to ensure that each construct
in the model is empirically distinct from the others. Discriminant validity is demonstrated
when an indicator has a higher loading on its own construct than on other constructs. In
this table, cross-loading values are presented to compare each indicator’s loading across
the three constructs.

The results show that each indicator loads highest on its corresponding construct. For
instance, indicator Y1 has a loading of 0.838 on the Intention to Participate in Religious
Boycott construct, which is higher than its loadings on the other two constructs. This
confirms that the indicator is specifically reflective of the construct it is intended to
measure and not of others.

This pattern holds true across all indicators, whether in construct X, Y, or Z. Therefore,
it can be concluded that the model satisfies the criteria for discriminant validity based on
cross-loading analysis, as each indicator exhibits a stronger association with its original
construct than with the others.

Table 3. Fornell Lacker

Attitude Toward Inte.n.’uon t(.) Perceived
Religious Boycott P.all’tlmpate N $ucpess
Religious Boycott Likelihood

Attitude toward

Religious Boycott 0.819

Intention to

participate in 0.965 0.820

Religious Boycott

Perceived Success

Likelihood 0.962 0.961 0.823

Source: Processed Data (2025)
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Table 3 is also used to assess discriminant validity, this time using the Fornell-Larcker
Criterion. This method compares the square root of the AVE for each construct (shown
on the diagonal of the table) with the correlations between constructs (shown off-
diagonal). Discriminant validity is considered achieved if the diagonal value is greater
than the corresponding row and column correlation values.

In this table, the diagonal values, such as 0.819 for Attitude Toward Religious Boycott,
0.820 for Intention to Participate in Religious Boycott, and 0.823 for Perceived Success
Likelihood, are all higher than their respective inter-construct correlations. This indicates
that each construct has a higher level of uniqueness than its overlap with other
constructs. Overall, the fulfilment of the Fornell-Larcker criteria serves as strong
evidence that each construct measures a distinct concept, thereby ensuring that there is
no redundancy or overlap in the measurement model.

Table 4. Reliability Test

Variable Cronbach's Composite Minimum Result
Alpha Reliability Requirement
Attitude toward
Religious Boycott 0.969 0.972
Intention to participate | g6 0.968 >07 Reliable
in Religious Boycott
Perceived Success
Likelihood 0.963 0.967

Source: Processed Data (2025)

Table 4 presents the reliability test results for each construct, using two statistical
measures: Cronbach’s Alpha and Composite Reliability. The purpose of the reliability
test is to determine the extent to which the measurement instruments consistently
produce stable results. In this study, a threshold of 0.7 was applied to indicate acceptable
reliability.

The results show that all constructs exceed this threshold. Attitude Toward Religious
Boycott has a Cronbach’s Alpha of 0.969 and Composite Reliability of 0.972. Similarly,
Intention to Participate in Religious Boycott and Perceived Success Likelihood also
report high reliability values, with Cronbach’s Alpha values of 0.965 and 0.963, and
Composite Reliability values of 0.968 and 0.967, respectively.

These high values indicate that all indicators within the constructs consistently measure

the same underlying variable. Overall, the instruments used in this study are considered
reliable and appropriate for measuring the intended constructs.

Table 5. Inner Model

Variable R R Square Predictive Relevance
Square Adjusted (Q-Square)
Attitude toward Religious Boycott | 0.925 0.925
Intention to participate in 5 _
Religious Boycott 0.946 0.946 Q“=0.984
Perceived Success Likelihood 0.963 0.967
Goodness of Fit Model
Saturated Model Estimated Model
SRMR 0.034 0.034
d ULS 1.233 1.233
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Variable R R Sguare Predictive Relevance
Square Adjusted (Q-Square)
d G 1.801 1.801
Chi-Square 3317.071 3317.071
NFI 0.837 0.837

Source: Processed Data (2025)

Table 5 describes some clear data where the attitude variable is 0.925 (R-squared value)
for religious boycott (Z). This shows a perception that allows for the success of 92.5% of
the variance in the related variable. As for other factors that are not tied to the model
being used, determine the remaining 7.5%. Through the data above, a value of 0.946 is
also obtained, which is the value of the religious boycott variable (Y), indicating that
94.6% of the variance is explained by anticipated success likelihood, with the remaining
5.4% being impacted by outside factors that were not examined in this study. The
prediction accuracy of the model was further assessed using a predictive relevance (Q2)
test. The Q2 value of 0.984 was determined using the formula Q2 = 1 - (1 - R;?)(1 - R;?),
which indicates a very high predictive relevance because the Q? value is greater than 0.
The next phase is to conduct a suitability test, where this will be an effort to see whether
the existing model is appropriate and matches the existing data. In addition, because the
Standardized Root Mean Square Residual (SRMR) value is 0.034, which is a number
lower than the limit of 0.10, the conclusion that can be obtained shows that the model is
proven to be appropriate and matches the existing data.

Table 6. Hypothesis Result

| original | sample | Standard | ¢ qisitics
Hypothesis Sample Mean Deviation (JO/STDEV]) P Values | Result
(STDEV)
H1 0.962 0.962 0.003 27.999 0.000
H2 0.535 0.532 0.045 11.841 0.000 Accepted
H3 0.447 0.450 0.046 9.790 0.000
H4 0.515 0.512 0.034 11.843 0.000

Source: Processed Data (2025)

The study's results in Table 6 confirm the first hypothesis by showing that perceived
success likelihood significantly and favorably influences attitude toward religious boycott
of McDonald's products in Indonesia (t = 27.999; p < 0.005). A more positive attitude
toward religious boycott results from a greater assessment of the boycott's effectiveness.
Furthermore, the second hypothesis is validated by the fact that attitude toward religious
boycott has a substantial influence on intention to participate in religious boycott (t =
11.841; p < 0.005). This implies that a favorable perception of the boycott raises the
desire to participate in it. Furthermore, the third hypothesis is confirmed by the direct
relationship between perceived success likelihood and intention to engage in religious
boycott (t = 9.790; p < 0.005). With an indirect-only mediation, the fourth hypothesis is
supported by the mediation analysis, which shows that attitude toward religious boycott
significantly mediates the relationship between perceived success likelihood and
intention to participate in religious boycott (t = 11.843; p < 0.005). This suggests that
optimism about the boycott's effectiveness encourages a positive outlook, which in turn
strengthens the desire to participate in the boycott.

DISCUSSION

Perceived Success Likelihood and Attitude Toward Religious Boycott
The results of the hypothesis testing indicate a positive and significant relationship
between perceived success likelihood and attitude toward religious boycotts (t-statistic =
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27.999 > 1.96; p-value = 0.000 < 0.005), confirming H1. This implies that the more
confident individuals are about the success of a religious boycott, the more favorable
their attitudes become toward participating in it. This finding is consistent with Albrecht
et al. in Roswinanto and Suwanda (2023), who emphasize that expectations of success
are a critical cognitive factor shaping attitude formation in the context of boycotts.

From a theoretical standpoint, this finding lends strong support for the well-established
notion that cognitive evaluations, such as an individual's belief in the efficacy of a
particular action, play a crucial role in shaping affective responses. This aligns with key
principles of the TPB, which posits that personal attitudes, subjective norms, and
perceived behavioral control collectively contribute to an individual's intention to act. The
confirmation of these theoretical components within the study highlights how perceived
effectiveness can serve as a motivational force, influencing an individual's emotional
stance toward participation and reinforcing their likelihood of engaging in action.

Furthermore, empirical evidence from the case of McDonald's demonstrates the real-
world implications of mass participation in boycott movements. The reported 1.3%
decline in global sales during the second quarter of 2024 exemplifies the tangible
financial impact that widespread consumer action can exert on multinational
corporations. This outcome serves as a powerful demonstration of the feedback loop
mechanism, where heightened perceptions of success further strengthen consumer
attitudes toward boycotting, ultimately amplifying engagement levels. In essence, as
more individuals believe in the effectiveness of collective action, their attitudes become
more resolute, which, in turn, fuels broader participation, creating a self-reinforcing cycle
of mobilization and impact.

Attitude Toward Religious Boycott and Intention to Participate

The results of the study demonstrate a significant and positive relationship between
attitude toward religious boycotts and the intention to participate in such actions,
confirming H2. Specifically, individuals who hold favorable attitudes toward religious
boycotts are more likely to express a strong intention to engage in them. This relationship
is supported by a robust statistical outcome (t-statistic = 11.841 > 1.96; p-value = 0.000
< 0.005), indicating that the effect is not only meaningful but also highly significant.

This finding reinforces the TPB, which identifies attitude as a core determinant of
behavioral intention. A more favorable attitude toward an action, such as a boycott,
increases the likelihood that individuals will plan or intend to engage in that behavior. In
the context of this study, the more positively consumers evaluate the idea of a religious
boycott, the more likely they are to take partin it.

This result is also aligned with prior research by Roswinanto and Suwanda (2023), who
found that positive attitudes significantly enhance behavioral intentions in boycott
contexts. When individuals perceive a cause as just, meaningful, or aligned with their
values, they are more emotionally invested and motivated to take action.

From a psychological and consumer behavior perspective, this supports the idea that
affective evaluations—how people feel about a cause—serve as key motivators in
bridging the gap between belief and action. Positive attitudes not only reflect support but
also drive commitment, making individuals more likely to translate their views into
concrete behaviors such as joining a boycott.

In broader terms, this emphasizes the importance of shaping and reinforcing positive

public sentiment in campaigns rooted in ethical, religious, or social concerns. When
organizations or advocacy groups effectively cultivate favorable attitudes through
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messaging that resonates emotionally and morally, they can significantly increase
participation. This, in turn, contributes to the success of value-driven consumer
movements aimed at promoting social change, corporate responsibility, and solidarity
within communities.

Perceived Success Likelihood and Intention to Participate in Religious Boycott
The study found a significant and positive relationship between perceived success
likelihood and the intention to participate in religious boycotts. Individuals who believe
that a boycott has a higher chance of success are more likely to express a willingness to
engage in such action. This is supported by the hypothesis test result (t-statistic = 9.790
> 1.96; p-value = 0.000 < 0.005), confirming the acceptance of H3. This finding is
consistent with the TPB, which emphasizes the role of cognitive evaluations, such as
perceived efficacy, in shaping behavioral intentions.

From a psychological standpoint, when consumers believe their actions can contribute
to a successful collective outcome, they are more motivated to act. This underscores the
importance of perceived collective efficacy in driving participation in activism-related
behavior. In the context of the McDonald’s boycott, growing public awareness of its
tangible economic impact reinforces participants’ belief in its effectiveness, thereby
encouraging broader engagement.

Mediating Role of Attitude Toward Religious Boycott

In addition to the direct influence, the relationship between perceived success likelihood
and the intention to participate is significantly mediated by attitude toward the boycott.
The mediation analysis showed that attitude serves as an indirect-only mediator, as the
direct effect becomes insignificant when the mediating path is included. This is
statistically supported by the result (t-statistic = 11.843 > 1.96; p-value = 0.000 < 0.005),
confirming the acceptance of H4.

This suggests that an individual's belief in the success of a boycott influences their
attitude, which in turn significantly impacts their intention to participate. As such,
perceived success does not operate in isolation—it fosters a more favorable emotional
and evaluative stance toward the boycott, which ultimately drives action. This aligns with
TPB, where attitudes formed through cognitive assessments act as critical precursors to
behavior.

On a broader level, this finding suggests a reinforcing cycle in collective action: as
individuals perceive success and develop positive attitudes, they are more inclined to
participate, leading to greater visibility and impact, which further boosts perceived
efficacy and mobilizes even more participants. Campaigns aiming to increase
participation in religious or ethical boycotts should therefore focus on enhancing public
belief in the campaign’s effectiveness, which can cultivate stronger attitudes and lead to
higher engagement rates.

This result supports prior research by Roswinanto and Suwanda (2023), who found that
belief in the effectiveness of boycotts significantly influences both attitudes and
behavioral intentions. Building public confidence in a boycott’'s success can be a key
strategic approach to mobilize consumer activism, particularly in sociopolitical or
religiously motivated contexts.

CONCLUSION

The conclusion drawn from the study highlights a crucial insight. Public responses to

boycotts that are motivated by religious or moral convictions are significantly shaped by
individuals’ perceptions regarding the likelihood of the boycott’s success. In other words,
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when people believe that a boycott has a real chance of achieving its objectives—
whether in terms of economic impact, raising social awareness, or driving ethical
reform—they are more inclined to support and participate in it actively. This is
substantiated by the descriptive statistical analysis, which reveals that all three core
variables—Perceived Success Likelihood, Attitude Toward Religious Boycott, and
Intention to Participate in Religious Boycott—scored high percentages of 77.3%,
79.77%, and 81.2%, respectively. These scores fall into what is classified as the “good”
category, indicating a generally positive public disposition. The implication is that there
exists a strong willingness among the public to engage in boycotts, particularly when
these actions resonate with their religious beliefs and are perceived as meaningful,
impactful, and socially constructive. In the case examined—specifically the boycott
against McDonald’s—this suggests a collective moral stance that is reinforced by a belief
in the effectiveness of economic protest as a form of ethical resistance.

These findings are further validated through hypothesis testing. The analytical results
confirm that perceived success likelihood plays a statistically significant and positive role
in influencing both attitude toward religious boycott (H1) and intention to participate in
religious boycott (H3). In essence, the more convinced individuals are about the potential
effectiveness of a boycott, the more favorable their attitudes become, and the stronger
their behavioral intention to engage. Additionally, attitude itself exerts a direct and
significant influence on the intention to participate (H2), reinforcing the well-established
theory that affective evaluation plays a central role in guiding behavioral outcomes. Most
notably, the data reveal that this relationship is not only direct but also mediated. Attitude
toward religious boycott serves as a key psychological mechanism that mediates the
influence of perceived success likelihood on intention to participate (H4). In this case, a
full mediation effect is observed, meaning that once attitude is accounted for, the direct
effect of perceived success on intention becomes statistically insignificant. This
mediation effect illustrates that belief alone is insufficient to spur action; rather, it is the
cultivation of positive evaluative judgments rooted in that belief that transforms
motivation into intention and potentially into behavior.

These results offer meaningful and actionable implications for both researchers and
practitioners. They suggest that increasing public confidence in the likelihood of success,
especially when boycott movements are anchored in shared ethical, religious, or cultural
values, can greatly enhance the reach and effectiveness of consumer-led actions.
Accordingly, advocacy groups, religious institutions, and even policymakers may
consider strategic messaging efforts that reinforce trust in collective efficacy and
perceived impact. By amplifying public belief in the success of these movements, such
campaigns can shape attitudes that ultimately fuel participation. Future research is
encouraged to delve deeper into this behavioral mechanism across different
sociocultural or religious settings. Comparative studies across populations and belief
systems could enrich our understanding of how shared moral frameworks interact with
perceived efficacy to influence civic and consumer engagement. Additionally,
longitudinal studies examining the long-term impacts of religious or ideologically
motivated boycotts on corporate accountability, brand reputation, and public trust may
offer new insights into the evolving relationship between consumer behavior and
business ethics in an increasingly values-driven global marketplace.

LIMITATION

This study only looked at the McDonald's boycott and was restricted to participants in
three major Indonesian cities. It is possible that the results will not apply to other religious
boycotts or situations. Furthermore, demographics with limited internet connections may
not be included in the data collection approach that uses online forms.
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