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ABSTRACT 

Muhammad Bintang Al Giffary (2026) The Influence of Consumer 

Animosity, Ethnocentrism, and Subjective Norm on Boycott Intention. Advisor :   

RR. Yulianti Prihatiningrum 

This study aims to analyze the influence of consumer animosity, 

ethnocentrism, and subjective norm on boycott intention among McDonald's 

consumers in Indonesia. The research is motivated by the growing boycott 

movement against multinational fast-food brands, which is driven by socio-political 

sentiments, economic nationalism, and social pressure disseminated through 

communities and social media platforms. Furthermore, this study seeks to identify 

the extent to which these factors contribute to consumers' intentions to participate 

in boycotts of global fast-food products. 

This research employed a quantitative approach using a survey method. 

Data were collected through questionnaires distributed to 213 respondents who 

were McDonald's consumers. The sampling technique used was purposive 

sampling, targeting individuals who were aware of the boycott issue related to 

McDonald's. The collected data were analyzed using Structural Equation 

Modeling–Partial Least Squares (SEM-PLS) with the assistance of SmartPLS 4 

software to examine the relationships among consumer animosity, ethnocentrism, 

subjective norm, and boycott intention. 

The results indicate that consumer animosity, ethnocentrism, and subjective 

norm have a positive and significant effect on boycott intention. These findings 

suggest that stronger feelings of hostility toward a company or its country of origin, 

stronger beliefs in supporting domestic products, and greater social pressure from 

significant others are associated with a higher intention to boycott McDonald's 

products. Simultaneously, the three variables were found to significantly explain 

consumers' boycott intentions. The study contributes to the literature on 

international consumer behavior and boycott studies while providing practical 

insights for multinational companies in developing communication strategies and 

crisis management practices that are more responsive to socio-political issues and 

local societal values. 

Keywords: Consumer Animosity, Ethnocentrism, Subjective Norm, Boycott 

Intention 
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ABSTRAKSI 

Muhammad Bintang Al Giffary (2026) Pengaruh Consumer Animosity, 

Ethnocentrism, dan Subjective Norm Terhadap Boycott Intention. Pembimbing : 

RR. Yulianti Prihatiningrum 

Penelitian ini bertujuan untuk menganalisis pengaruh consumer animosity, 

ethnocentrism, dan subjective norm terhadap boycott intention pada konsumen 

McDonald's di Indonesia. Penelitian ini dilatarbelakangi oleh meningkatnya 

fenomena boikot terhadap merek fast food multinasional yang dipengaruhi oleh 

sentimen sosial-politik, nasionalisme ekonomi, serta tekanan sosial yang 

berkembang di masyarakat dan media sosial. Penelitian ini juga bertujuan untuk 

mengidentifikasi sejauh mana ketiga faktor tersebut berperan dalam membentuk 

niat konsumen untuk melakukan boikot terhadap produk fast food global. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei 

melalui penyebaran kuesioner kepada 213 responden yang merupakan konsumen 

McDonald's. Teknik pengambilan sampel yang digunakan adalah purposive 

sampling, dengan kriteria responden yang mengetahui isu boikot terhadap 

McDonald's. Data yang diperoleh dianalisis menggunakan metode Structural 

Equation Modeling-Partial Least Squares (SEM-PLS) dengan bantuan perangkat 

lunak SmartPLS 4 untuk menguji hubungan antara variabel consumer animosity, 

ethnocentrism, subjective norm, dan boycott intention.. 

Hasil penelitian menunjukkan bahwa consumer animosity, ethnocentrism, 

dan subjective norm berpengaruh positif dan signifikan terhadap boycott intention. 

Temuan ini mengindikasikan bahwa semakin tinggi perasaan permusuhan 

konsumen terhadap perusahaan atau negara asal merek, semakin kuat keyakinan 

untuk mendukung produk lokal, serta semakin besar tekanan sosial yang dirasakan 

individu, maka semakin tinggi pula niat konsumen untuk melakukan boikot 

terhadap McDonald's. Secara simultan, ketiga variabel tersebut terbukti mampu 

menjelaskan peningkatan boycott intention, sehingga memberikan kontribusi 

teoritis dalam kajian perilaku konsumen internasional serta implikasi praktis bagi 

perusahaan multinasional dalam merancang strategi komunikasi dan manajemen 

krisis yang lebih sensitif terhadap isu sosial-politik dan nilai-nilai masyarakat lokal. 

Kata kunci: Consumer Animosity, Ethnocentrism, Subjective Norm, Boycott 

Intention 
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