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DAMPAK ANIMOSITY TERHADAP COGNITIVE JUDGEMENT & 
AFFECTIVE EVALUATION SERTA BOIKOT TERHADAP NIAT 
PEMBELIAN MEREK MAKANAN CEPAT SAJI DI INDONESIA 

(Hana Oktafianna) 

 
ABSTRAK 

 
Ketegangan politik antara Israel dan Palestina telah menyebabkan meningkatnya 
aktivisme konsumen dan gerakan boikot terhadap merek-merek yang terkait dengan 
Israel. Penelitian ini bertujuan untuk mengeksplorasi dampak animosity terhadap 
cognitive judgement & affective evaluation, dan niat pembelian pada merek makanan 
cepat saji di Indonesia yang memiliki afiliasi dengan Israel. Latar belakang penelitian 
ini adalah meningkatnya gerakan boikot terhadap merek-merek tersebut akibat konflik 
politik yang sedang berlangsung. Studi ini menggunakan pendekatan kuantitatif 
dengan metode survei yang melibatkan 100 responden yang pro-Palestina dan memiliki 
pengalaman melakukan boikot terhadap produk makanan cepat saji seperti 
McDonald’s, KFC, dan Starbucks. Data dikumpulkan melalui kuesioner online dan 
dianalisis menggunakan teknik Structural Equation Modeling (SEM).  

 

Hasil penelitian menunjukkan bahwa animosity memiliki pengaruh negatif signifikan 
terhadap cognitive judgement dan affective evaluation, yang pada gilirannya 
mempengaruhi niat pembelian konsumen. Boikot juga terbukti memiliki pengaruh 
negatif terhadap niat pembelian. Kesimpulannya, faktor emosional dan kognitif 
memainkan peran penting dalam mempengaruhi keputusan pembelian konsumen 
dalam konteks boikot berbasis isu politik dan sosial. Penelitian ini memberikan 
kontribusi penting pada literatur mengenai perilaku konsumen dan manajemen merek, 
serta menawarkan wawasan praktis bagi perusahaan dalam mengelola strategi 
pemasaran dan komunikasi di tengah isu politik yang sensitif. 

 

Kata Kunci: Animosity, Cognitive Judgement, Affective Evaluation, Boikot, Niat 
Pembelian, Merek Makanan Cepat Saji. 
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THE IMPACT OF ANIMOSITY ON COGNITIVE JUDGMENT & 
AFFECTIVE EVALUATION AND THE BOYCOTT ON 

PURCHASE INTENTIONS OF FAST-FOOD BRANDS IN 
INDONESIA  

(Hana Oktafianna) 

 
 

ABSTRACT 
The political tensions between Israel and Palestine have led to increased consumer 
activism and boycott movements against brands associated with Israel. This study aims 
to explore the impact of animosity on cognitive judgment & affective evaluation, and 
purchase intention toward fast-food brands in Indonesia affiliated with Israel. The 
background of this research is the growing boycott movement against these brands due 
to ongoing political conflicts. This research adopts a quantitative approach using a 
survey method involving 100 pro-Palestine respondents who have experience 
boycotting fast-food products such as McDonald’s, KFC, and Starbucks. Data were 
collected through online questionnaires and analyzed using Structural Equation 
Modeling (SEM) techniques. 

 

The results indicate that animosity has a significant negative impact on cognitive 
judgment and affective evaluation, which in turn influences consumers ’ purchase 
intentions. The boycott also has a proven negative effect on purchase intentions. In 
conclusion, emotional and cognitive factors play a crucial role in influencing consumer 
purchase decisions within the context of politically and socially driven boycotts. This 
study makes a significant contribution to the literature on consumer behavior and brand 
management, offering practical insights for companies in managing marketing and 
communication strategies amidst sensitive political issues. 

 

 

Keywords: Animosity, Cognitive Judgment, Affective Evaluation, Boycott, 
Purchase Intention, Fast-Food Brands.
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