
International Journal of Academic Research in Business and Social Sciences 

Vol. 1 1 , No. 18, TiBECVII 2021, 2021, E-ISSN: 2222-6990 © 2021 HRMARS 

 

 

 

 

Full Terms & Conditions of access and use can be found at 

http://hrmars.com/index.php/pages/detail/publication-ethics 

 

The Effects of Religiosity and Attitude on Consumer 
Boycotts 

 

Zalinawati Abdullah, Marhana Mohamed Anuar, Mohd Rafi Yaacob  

To Link this Article: http://dx.doi.org/10.6007/IJARBSS/v11-i18/11432       DOI:10.6007/IJARBSS/v11-i18/11432 

 

Received: 25 August 2021, Revised: 30 September 2021, Accepted: 10 October 2021 

 

Published Online: 24 October 2021 

 

In-Text Citation: (Abdullah et al., 2021) 
To Cite this Article: Abdullah, Z., Anuar, M. M., & Yaacob, M. R. (2021). The Effects of Religiosity and Attitude 

on Consumer Boycotts. International Journal of Academic Research in Business and Social Sciences, 11(18), 
133–150. 

 

Copyright:  © 2021 The Author(s)  

Published by Human Resource Management Academic Research Society (www.hrmars.com) 
This article is published under the Creative Commons Attribution (CC BY 4.0) license. Anyone may reproduce, distribute, 
translate and create derivative works of this article (for both commercial and non-commercial purposes), subject to full 
attribution to the original publication and authors. The full terms of this license may be seen 
at: http://creativecommons.org/licences/by/4.0/legalcode 

Special Issue Title: TiBECVII 2021, 2021, Pg. 133 - 150 

http://hrmars.com/index.php/pages/detail/IJARBSS JOURNAL HOMEPAGE 

http://creativecommons.org/licences/by/4.0/legalcode


International Journal of Academic Research in Business and Social Sciences 

Vol. 1 1 , No. 18, TiBECVII 2021, 2021, E-ISSN: 2222-6990 © 2021 HRMARS 

      

The Effects of Religiosity and Attitude on 
Consumer Boycotts 

 
1Zalinawati Abdullah, 2Marhana Mohamed Anuar, 3Mohd Rafi 

Yaacob 
1Faculty of Business Management, Universiti Teknologi MARA Cawangan Terengganu, 
Malaysia, 2Faculty of Business, Economics and Social Development, Universiti Malaysia 
Terengganu, Malaysia, 3Faculty of Entrepreneurship and Business, Universiti Malaysia 

Kelantan, Malaysia 
Email: marhana@umt.edu.my 

 
Abstract 
Boycott is one of the manners in which consumers portray their hatred or disagreement with 
companies’ corporate social responsibility (CSR) policies and practices and thus is unwelcome 
by companies. In spite of the massive rise in consumer boycotts, marketing pays little 
attention to this issue. Addressing this deficiency, this study uses the value-attitude-
behaviour model to examine how religiosity and attitude affect consumer boycotts. The 
sample used in this study is the Malaysian consumer, with a total of 330 respondents. Data 
for this study was collected using an online survey and analysed using partial least square 
structural equation modelling. The findings discover that consumer’s religiosity and attitude 
positively influence consumer boycotts. The study also revealed that attitude plays a 
mediating role between religiosity and consumer boycotts. This study has made significant 
contributions to both theory and practice. From a theoretical perspective, this study fills in 
the literature gaps and enhances understanding on how religiosity and attitude affect 
consumer boycotts. This article provides insights to improve companies’ CSR practices and 
policies to avoid consumer boycotts in the future.  
Keywords: Religiosity, Attitude, CSR, Consumer Boycott, Value-Attitude-Behaviour Model. 
 
Introduction 
There are studies show that consumers are increasingly concerned about the environment, 
for example, with a large number of consumers in the United Kingdom agreeing to reject 
brands that affect the environment in order to achieve long-term sustainability (Kantar, 
2019).  It is not impossible for consumers to expect more from the brand, and at the level of 
individual action, people are more willing to boycott the brand. In addition, Kantar (2019) 
argues that 924 (77 %) out of 1,200 consumers are willing or likely to consider switching 
brands, avoiding or boycotting certain products on the basis of brand sustainability and 
environmental policies. Due to growing pressure from consumers on companies to embrace 
corporate social responsibility (CSR), companies worldwide have adopted CSR to stay 
competitive in business. The right CSR initiatives are able to provide sustainable competitive 
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advantage for companies. Nevertheless, CSR activities that are perceived as unethical may 
tarnish companies’ image and reputation (Strahilevitz, 2003; Zeng, Audrain-Pontevia & Durif, 
2020). Today, consumer boycotts are more prevalent as many consumers are aware that they 
can boycott companies that act against their beliefs (Zeng, Audrain-Pontevia & Durif, 2020). 
According to an online consumer survey by GMIPoll, 36% out of 15,500 consumers from 17 
countries in 2005 indicated that they had boycotted at least one brand (Holmes, 2005). 
Amongst the boycotted brands were Nike, Coca-Cola, Facebook, McDonald’s, Adidas, L’Oreal, 
HSBC, Sony and Nestle (Abdul-Talib, Abd-Latif & Abd-Razak, 2016; Wexler, 2021; Holmes, 
2005). The most enthusiastic boycotters are the Chinese, with majority of the respondents 
refused to buy products from certain manufacturers; while Danish (49 %); French (46 %); 
Japanese (20 %); and Mexican (15 %) avoided certain brands (Holmes, 2005). The most 
frequently cited reasons for boycotting were unfair labour practices (e.g., ASDA Walmart, 
Cadbury, Coca-Cola; unsafe products (e.g., Nestle, Mc Donalds); and unhealthy products (e.g., 
Nestle, Coca-Cola). Other reasons for boycotting include inhumane act/human rights (e.g., 
Facebook, Puma, Nestle); animal rights (e.g., Coca-Cola, L’Oreal, Hermes’s); bad publicity, 
environment concern (e.g., British Petroleum, Kellogg’s); and country origination (Abdul-
Talib, Abd-Latif & Abd-Razak, 2016; Wexler, 2021; Villanueva, 2020). 
In year 2020, the University of Chicago released a major report on child labour and revealed 
that 43 % of children living in cocoa producing areas are involved in the workforce due to 
certain reasons; 1) poverty, and 2)   higher labour cost of employing adult labourers (Ethical 
Consumer Research, 2021). There have been many boycott campaigns in Malaysia for various 
reasons, such as immoral behaviour (Regencia, 2019; Safak, 2019). Muslims also call for a 
boycott of Israeli, American (Fakriza & Nurdin, 2019) and France products (Tee, 2020). It is 
believed that the boycott among Muslim consumers is closely linked to religious reasons. 
Exploitation of religious symbols or any symbols may trigger a boycott participation among 
religious believers (Jensen, 2008). In Malaysia, religiosity and attitude are very influential 
factors in various aspects of people's lives. Malaysia's population in 2019 was 32.7 million 
people in which Islam is the most widely practiced religion at 63.3% and followed by 
Buddhism (19.8%), Christianity (9.2%), Hinduism (6.5%), other religions (1.7%) and atheism or 
unknown religion is 0.5%. Other religions include the Chinese religion, the Sikh religion, 
Judaism, and others (Malaysia Official Statistic, 2020). One of the roles of religion is to provide 
a direction and meaningful goal to what people undertake (Peterson & Roy, 1985). In addition, 
religiosity can influence the life of a person, the choices they make as well as what they 
consume (Fam et al., 2004). It has shown that the issue of consumer boycott due to 
international crises is not a new phenomenon in the marketing field (Abd-Razak & Abdul-
Talib, 2012). There have been many boycott campaigns in Malaysia held for various reasons, 
such as immoral behaviour (Regencia, 2019; Safak, 2019). 
 
Consumers have the power to either reward or punish companies. Consumers may punish 
companies by boycotting companies with poor CSR activities and reward companies with 
good CSR activities.  Boycott is considered as a significant means for consumers to express 
their dissatisfaction with companies’ economic and social factors (e.g., price, unsafe products, 
unhealthy products, inhumane act, human rights). Recently, boycotting is the greatest 
weapon for consumers. Since it leads the company to undergo major losses, it is possible that 
more serious things would happen, such as loss of sales, reduce brand loyalty (Fakriza & 
Nurdin, 2019) and bankruptcy. Nevertheless, many consumer boycotts are not to punish 
companies but to change companies behaviour and practices towards ethical business 
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practices. Despite a growing interest on boycott’s and its critical importance in today’s 
competitive business environment, consumer boycott is still underexplored (Cromie & Ewing, 
2009; Lee et al., 2009) and thus research that focused on this issue remains scarce (Zeng et 
al., 2020; Hoffmann & Műller, 2009). In addition, evidence of religiosity and attitude influence 
on boycott participation have not been fully addressed, especially from the standpoint of 
Malaysian consumers. Based on the value-attitude-behaviour (VAB) model (Homer & Kahle, 
1988), this study tries to answer the following research questions: (a) How religiosity and 
attitude affect consumer boycotts?, (b) Does attitude mediates the relationship between 
religiosity and consumer boycotts? This study seeks to fill in the literature gap by examining 
how religiosity and attitude affect consumer boycotts as well as to assess the mediating role 
of attitude between religiosity and consumer boycotts. This study provides significance 
contributions to both theory and practice. For theoretical significance, this study enhances 
understanding on the effect of religiosity and attitude on consumer boycotts. From a 
managerial significance, the findings provide guidelines to help managers and policy makers 
to improve their CSR implementations that would help their companies to gain sustainable 
competitive advantage.     
 
Literature Review 
Determinants of Consumer Boycotts 
Consumer boycotts can be defined as an act in which one or more parties want to achieve 
certain objectives by urging consumers to refrain from making selected purchases in the 
marketplace (Friedman, 1985).  Thus, it can be said that consumer boycotts are a form of 
modest, nonviolent action against economics, political, and social injustices that are 
conducted in the marketplace (Sasson, 2016). They can be seen as collective actions to 
confront the corporation to coerce corporate change (Yang & Rhee, 2020). Consumer 
boycotts express severe consumer dissatisfaction with a firm (Shaw & Newholm, 2002) and 
are recognized as catalyst for social and economic change. Research has shown that they can 
have dramatic consequences for companies, such as negative effects on stock price and 
impacting company’s image (Luo, Zhang & Marquis, 2016; Omar et al., 2019). Boycotting is 
also known as anti-consumption behaviour (Sen, Gurhan-Canli & Morwitz, 2001; Yuksel, 2013; 
Yuksel & Mryteza, 2009). Consumer boycott could be defined as an expression of animosity 
that results in an unwillingness to make selected purchases in the market due to various 
reasons such as military violence, political injustice, economic inequality practices or a firm’s 
irresponsible behaviour (Abd-Razak & Abdul-Talib, 2012). There are two categories of 
consumer boycott and these include micro boycott that refers to boycott towards a firm and 
macro boycott that describes a boycott towards a country (Friedman, 1999; Klein, et al., 
2004). Boycott is a consumer’s volunteer action of not purchasing a certain product from a 
certain company or country altogether. Boycott is also the individual result of boycott 
campaigns that can target either a specific company or all companies of a given country 
(Abosag, 2010). 
 
Religiosity 
Religion is an organized system of beliefs, practices, rituals and symbols, which allows one to 
be closer to the sacred or the transcendent (God, a supreme power, ultimate reality or truth), 
and to understand one’s own responsibility and relation to others in a community (Koening 
et al., 2000). More simple and precise religiosity is defined as “individual preferences, 
emotions, beliefs, and actions that refer to an existing (or self-made) religion” (Stolz, 2009, p. 
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347). The definition of religiosity from consumers’ perspective, is “the degree of being 
religious” (Cyril De Run et al., 2010). Religion is a part of a culture, and significantly influence 
the peoples’ systems of values and habit.  On the other hand, religion also influences their 
lifestyle such as dictates their buying decision and consumption behavior (Dekhil, Jridi & 
Farhat, 2017). Furthermore, they found that highly religious people are more likely to be 
involved in boycotting a brand, and this result is consistent with the findings of Al-Hyari et al 
(2012).  Furthermore, Giorgi and Marsh (1990) found that religion and the degree of religiosity 
of individuals have a positive effect on their moral behaviors and this is in line with Farah 
(2014) who showed that religiosity significantly motivates boycott and the way consumers 
perceive the brand image, which will then affect the way consumers judge these products.  
Abou-Youssef et al., (2015) stated that religion shapes attitudes and how religiosity grows are 
of inquiry. In addition, numerous social studies have shown that religion has a positive effect 
on people's lives (Abou-Youssef et al., 2015) and several studies have also shown that religion 
affect consumer attitudes and behaviour (Armstrong, 2001; Arnould, Price & Zikhan, 2004; 
Burkett, 1980; Cochran and Cohen, 1983; Delener, 1994; Hawks and Bahr, 1992; Matitila et 
al., 2001; Pettinger et al., 2004).   
 
Attitude 
In this study, attitude refers to attitude towards responsible companies. One of the essential 
aspects of attitudes is that they have been learned (Abou-Yousseff et al., 2015). In the 
marketing context, the attitudes which have a link with purchasing behaviours, actual 
experience and product testing. Attitudes have a motivational factor, as they may lead 
consumers to certain actions or may jeopardize certain behaviours (Fazio, 1986; Schiffman 
and Kanuk, 2000). In addition, consistent with VAB model, attitude is projected to mediate 
the relationship between religiosity value and boycott participation.  
 
Theoretical Framework and Hypotheses Development 
A deeper understanding of the consumer decision-making process in the context of boycotts 
is crucial. Among the various expressions of socially responsible consumption, boycotting has 
been considered to be “the most deliberate form of ethical purchase behaviour” (Delistavrou 
et al., 2019; Smith, 1987). Following this meaningful insight, it is proposed that boycotting is 
a form of socially responsible consumption.  In the case of boycotting, a consumer who 
participates in the boycotting campaign is involved in a problem-solving process. This 
behaviour is, by nature, a case of value-attitude-behaviour cognitive hierarchy. Therefore, the 
VAB model (Homer & Kahle, 1988) was considered as the appropriate theoretical framework 
to study consumer boycott.  In social psychology and marketing studies, the VAB model has 
been widely used to understand behaviour (e.g., Kang, Jun & Arendt, 2015; Honkanen et al., 
2006; Vaske & Donnelly, 1999). Based on the VAB model, value-attitude-behaviour are 
organized in cognitive hierarchy sequence, in which values influence behaviour indirectly 
through attitudes. Homer and Kahle (1988) found causal sequence from abstract cognitions 
(i.e., values) to mid-range cognitions (i.e., attitudes) to specific behaviours.  Applying the VAB 
model in the context of this study, it is proposed that religiosity (value) influences boycotts 
(behaviour) through attitude towards responsible companies (attitude).  With reference to 
the VAB model, the following theoretical framework and hypotheses were proposed for this 
study: 
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Therefore, based on the VAB model and past literature, the following hypotheses were 
developed: 
H1 Religiosity has a positive influence on consumer boycotts 
H2 Religiosity has a positive influence on attitude 
H3 Attitude has a positive influence on consumer boycotts 
H4 Attitude mediates the relationship between religiosity and consumer boycotts 
 
Methodology 
Sampling technique and sample size determination 
A quantitative research with a convenience sampling method was used in this study and this 
sampling is highly recommended due to the target population being unknown (Hulland et al., 
2017).  The survey data was collected through the online survey questionnaire that was 
presented in the Google Forms format and made available via an internet connection within 
a month. This study utilized G*Power 3.1.9.2 software to reach the minimum sample size 
needed. The sample size necessary for one independent variable and two dependent 
variables using effect size (f2) of 0.15 (medium) is 107 respondents. However, a total of 330 
questionnaires were collected from Malaysian consumers. 
 
Measurement Items 
The distributed questionnaire consists of four sections. The instruments involving 14 items 
related to the research framework were adopted from existing literature and refined based 
on the context of this study. In section A, the respondents were asked about boycott 
participation that was adopted from Farah (2014), boycotting unsafe products, unhealthy 
products from companies or certain countries that support inhuman activities and the way to 
express his/her anger to them with five items by using seven-point Likert-scale (1= strongly 
disagree and 7= strongly agree). In section B, the religiosity (value) and attitude were 
measured through a seven-point Likert-scale (1= strongly disagree and 7= strongly agree) with 
three items for religiosity (value) adopted from Bakar, Lee and Hashim (2013) and six items 
for attitude adopted from Chen and Kong (2009). In section C, the respondents were asked 
about their gender, age, marital status, occupation, monthly income, educational level, race, 
religion, family size, work experience and residence. Then, by using purposive sampling 
technique a pre-test acceptable for the quotation of comments and recommendations from 
respondents regarding potential defects including the questionnaire format, design, and 
wording. 
 
 

Religiosity Attitude Boycotts  

Figure 1: Research Framework 

H1 

H2 

H4 

H3 
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Data Analysis 
The data does not have the normality requirement when it is analyzed with Smart PLS. 
However, as recommended by Hair et al. (2017), this study was tested for the multivariate 
normality by looking at the skewness and kurtosis using the software available at: 
https://webpower.psychstat.org/models/kurtosis/results.php?url=5520c7e5d0ef1285e1b17
1728b1b6641. If the distribution is normal, the values of skewness and kurtosis are zero. 
Kurtosis values that are more than zero display a distribution that is too peaked with short, 
thick tails, and kurtosis values that are low than zero display a distribution that is too flat (also 
with too many cases in the tails). Non-normal kurtosis demonstrates an underestimate of the 
variance of a variable (Tabachnick & Fidell, 2007). The result exhibits that the Mardia‟s 
multivariate skewness (β = 5.799, p < 0.01) and Mardia‟s multivariate kurtosis (β = 22.903, p 
< 0.01). Hence, the data was slightly not normal and it is appropriate to apply the Smart PLS 
software in this study. The Partial Least Squares (PLS) analysis (using the SmartPLS 3.2.9 
software) was used to analyze the measurement model (Ringle et al., 2015). There are two 
suggested stage for analytical procedures. First is the measurement model (validity and 
reliability of boycott (BCT), religiosity (RLG) and attitude (ATT)) (Anderson & Gerbing, 1988). 
Second, the examination of the structural model (testing the hypothesized relationship) (Hair 
et al., 2014). Next, is to test the common method variance (CMV), which disclosed that it 
should be a problematic issue for the study if the data were collected from a single source 
(MacKenzie et al., 2011). To overcome the CMV, the study applied the statistical method. For 
the statistical method, a full collinearity analysis was done. The full collinearity analysis is 
considered to be a comprehensive procedure for the simultaneous assessment of both 
vertical and lateral collinearity (Kock & Lynn, 2012; Kock & Gaskins, 2014).  Table 3 presents 
the resulting VIF values for all latent variables (boycott participation, religiosity and attitude) 
in the model that were less than 3.3.  Hence, this result confirms that the CMV is not a serious 
threat to the study. 
 
Results 
Demographic Profile  
As can be seen in Table 1, 238 respondents (72.1%) were female and the rest (92, 27.9%) were 
male.  In regards to age, the largest proportion (161) of the respondents (48.3%) were aged 
between 20 to 29 years old and this is followed by 64 respondents below 20 years old and 
only one oldest respondent that aged between 60 years old and above. As indicated in Table 
1, just over half of the respondents were certificate/diploma and Bachelors’ Degree holders 
(229, 69.4%) and the vast majority of the respondents were Muslim (314, 95.2%). 
Furthermore, the largest group of respondents (201, 60.9%) were student that most of them 
had no working experience (126,38.2%) and no income (190, 57.6%).  Majority, respondents 
stay at urban area (257, 77.9%). Finally, the majority of the respondents (307, 93.6%) 
belonged to the Malay ethnic group. 
  

https://webpower.psychstat.org/models/kurtosis/results.php?url=5520c7e5d0ef1285e1b171728b1b6641
https://webpower.psychstat.org/models/kurtosis/results.php?url=5520c7e5d0ef1285e1b171728b1b6641
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Table 1: Demographic Profile of Respondents (n=330) 

Profile Description 
Fre
q 

% Profile Description Freq % 

Gender 
Male 
Female 

92 
238 

27.
9 
72.
1 

Area 
Urban 
Rural 

257 
73 

77.9 
22.1 

Age 
(years) 

< 20  
20–29  
30–39  
40–49  
50–59 
60 and > 

64 
161 
57 
39 
8 
1 

19.
4 
48.
3 
17.
3 
11.
8 
2.4 
0.3 

Occupatio
n 
 

Professional 
Top 
Management 
Middle 
Management 
Lower 
Management 
Support Staff 
Student 
Others 

56 
8 
0 
17 
17 
201 
31 

17.0 
2.4 
0 
5.2 
5.2 
60.9 
9.4 

Educatio
n Level 
 

PMR/SPM 
Certificate/Diplo
ma 
Bachelor’s 
Degree 
Master’s Degree 
PhD 
Others 

41 
111 
118 
50 
4 
6 

12.
4 
33.
6 
35.
8 
15.
2 
1.2 
1.8 

Education 
Level 
 

None 
< RM2,000 
RM2,001–
RM4,000 
RM4,001–
RM6,000 
RM6,001–
RM8,000 
RM8,001–
RM10,000 
> RM10,001  

190 
53 
26 
36 
13 
10 
2 

57.6 
16.1 
7.9 
10.9 
3.9 
3.0 
0.6 

Religion 

Islam 
Buddhism 
Hinduism 
Others 

314 
2 
5 
9 

95.
2 
0.6 
1.5 
2.7 

Working 
Experienc
e 

None 
1–3 year(s) 
4–6 years  
7–10 years 
11 years and 
above 

126 
93 
31 
19 
61 

38.2 
28.2 
9.4 
5.8 
18.5 

Race 

Malay 
Indian 
Chinese 
Other 

309 
6 
5 
12 

93.
6 
1.8 
1.5 
3.6 

    

 
Measurement Model 
Under the reflective model, 2 types of validity are assessed: 1) Convergent validity and 2) 
Discriminant Validity. Convergent validity is the degree to which indicators of a specific 
constructs converge or shares a high proportion of variance that are in common (Hair et al., 
2010, p.771). As suggested by Hair et al. (2017), factor loadings, and AVE are used to assess 
convergent validity.  The indicator loadings, CR and AVE of the reflective constructs are shown 
in Table 2.  All the loadings which exceed the recommended value of 0.5 (Hair et al., 2017) 
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are retained. Moreover, all three constructs meet the threshold values/minimum cut-off 
values for CR and AVE, where all CRs are greater than 0.7 and all AVEs are greater than 0.5 
(Hair et al., 2017). Item that did not fulfil the criteria outlined above were deleted from the 
model such as RLG3.   It is concluded that the constructs meet reliability and convergent 
validity requirement at this stage.  
  

Table 2: Measurement Model 

Construct Item Loading AVE CR 

Attitude 

MED_ATT1 0.544 

0.502 0.856 

MED_ATT2 0.759 

MED_ATT3 0.679 

MED_ATT4 0.768 

MED_ATT5 0.818 

MED_ATT6 0.651 

Religiosity 
RELG1 0.883 

0.675 0.805 
RELG2 0.756 

Boycott 

SRCB_BOC1 0.822 

0.550 0.856 

SRCB_BOC2 0.859 

SRCB_BOC3 0.808 

SRCB_BOC4 0.513 

SRCB_BOC5 0.650 

 

 
Subsequently, discriminant validity of the model is assessed.  Indicators should load more 
strongly on their own constructs than on others in the model, and the average variance shared 
between the construct and its measure should be greater than the variance. According to 
Franke and Sarstedt (2018), the heterotrait-monotrait (HTMT) ratio is a stringent method to 
confirm the discriminant validity of a study if it made use of Smart PLS.  Referring to Franke 
and Sarstedt (2018), the HTMT ratio is confirmed if the values of all variables in the study are 
<0.85.  Since all the HTMT values were lower than 0.85, it was an indication that the 

Figure 2: Path analysis result for measurement model 
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discriminant validity was established for the study. Table 3 illustrates the results of the HTMT 
ratio analysis. 
 

Table 3: Discriminant validity (HTMT ratio) 

 ATT BCT RLG 

Attitude (ATT)    
Boycott (BCT) 0.621   
Religiosity (RLG) 0.652 0.712  

 
Prior to evaluating the structural model, it is vital to confirm that there is no lateral collinearity 
issue in the structural model.  All the inner VIF values for all the variables (religiosity, attitude 
and boycotts) that need to be examined for multicollinearity are less than 3.3, indicating that 
the multicollinearity is not a concern in this study (Diamantopoulos & Siguaw, 2006). In order 
to analyze the hypotheses of this study, a bootstrapping technique with a resampling of 5000 
was applied as proposed by Hair, Sarstedt and Ringle (2019).  Based on the assessment of the 
path coefficient as shown in Table 4, all three relationships are found to have a t-value >1.645, 
thus significant at 0.05 level of significance.  Specifically, the predictors of religiosity (β = 
0.336, p<0.01) and attitude (β = 0.334, p<0.01) are positively related on boycott, which 
explains 33.2% of variances in consumer boycotts.  Thus, H1 and H3 are supported.  The R2 
value of 0.332 is above the 0.26 value, that indicates that is a substantial model as suggested 
by Cohen (1998). Next, the result of the effect of attitude on consumer boycotts indicates 
that attitude (β = 0.438, p<0.01) is positively related to boycott participation, explaining 19.2% 
of the variance in the boycott.  This result supports the H2 of this study.  The R2 value of 0.192 
is above the 0.13 value that indicates the moderate model as suggested by Cohen (1988).  
Next, the effect sizes (f2) are assessed. To measure the effect size, the Cohen (1988) guideline 
is used.  The values of 0.02, 0.15 and 0.35 represent small, medium and large effects 
respectively (Cohen, 1988). From Table 4, it can be observed that religiosity has a medium 
effect in producing the R2 for attitude (0.237).  Furthermore, the result indicates that 
religiosity (0.136) and attitude (0.143) have small effects in producing the R2 for boycott.   
 

Table 4: Result of hypotheses testing 

N
o 

Path 
Model 

Bet
a 

Std. 
Erro

r 

t-
valu

e 

p- 
Valu

e 

Confidence 
Interval 

(BC) 
R2 f2 VIF Result 

LL UL 

H
1 

Religiosity 
-> Boycott 

0.33
6 

0.05
7 

5.84
5 

0.00
1 

0.25
1 

0.42
9 

0.33
2 

0.13
6 

1.23
7 

Support
ed 

H
2 

Religiosity 
-> Attitude 

0.43
8 

0.05
5 

7.91
1 

0.00
1 

0.32
5 

0.51
0 

0.19
2 

0.23
7 

1.00
0 

Support
ed 

H
3 

Attitude -> 
Boycott 

0.34
4 

0.05
4 

6.35
3 

0.00
1 

0.24
5 

0.43
3  

0.14
3 

1.23
7 

Support
ed 

 
Shmueli et al (2019) proposed that PLS predict is a hold-out sample-based procedure that 
generates case-level predictions on an item or a constructs level by using the PLS predict with 
a 10-fold procedure to check for predictive relevance.  Shmueli et al (2019) also suggested 
that if all the item differences (PLS-LM) were lower than LM, then there was a strong 
predictive power.  If all the item differences are higher than LM, then the predictive relevance 
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is not confirmed. If the majority of item differences are lower than LM, then there is a 
moderate predictive power.  If the minority of item differences are lower than LM, then there 
is a low predictive power.  As can be seen in Table 5, the results of the analysis are mixed.  
Based on guidelines by Shmueli et al. (2019), for attitude, the result of this study showed that 
the predictive power is moderate, whereas for boycott, the predictive relevance is low. 
 

Table 5: Prediction Summary 

Item 
PLS LM 

PLS - LM Q² (PLS) 
RMSE RMSE 

MED_ATT1 1.560 1.563 -0.002 0.036 
MED_ATT2 0.871 0.871 0.000 0.171 
MED_ATT4 1.084 1.097 -0.013 0.099 
MED_ATT6 1.238 1.236 0.002 0.021 
MED_ATT5 0.879 0.884 -0.005 0.146 
MED_ATT3 1.223 1.228 -0.005 0.043 
SRCB_BOC2 1.293 1.279 0.015 0.146 
SRCB_BOC1 1.359 1.354 0.005 0.129 
SRCB_BOC4 1.707 1.700 0.008 0.038 
SRCB_BOC5 1.715 1.706 0.009 0.118 
SRCB_BOC3 1.302 1.318 -0.017 0.182 

For the mediation or indirect effect analysis, the authors followed guidelines prepared by 
Preacher and Hayes (2008) which proposed bootstrapping in the indirect effect. The result for 
this study found that attitude mediates the relationship between religiosity and boycott (β = 
0.151, p<0.01), hence H4 supported. 

 
Table 6: Hypothesis for the mediating variable 

No Path Model Beta 
Std. 
erro

r 

t-
valu

e 

p-
valu

e 

Confidence 
Interval 

(BC) 
Result 

UL LL 

H4 
Religiosity -> Attitude -> 
Boycott 

0.15
1 

0.03
3 

4.56
4 

0.00
1 

0.09
0 

0.21
7 

Supporte
d 

 
Discussion 
In today’s market, consumer boycott refers to something that is related to the belief that 
consumers will use their purchasing power to boycott the target’s behaviour as well as the 
belief that the boycott will succeed in forcing the target to discontinue its egregious 
behaviour. This study has three main findings. Firstly, the results showed that consumers are 
willing to boycott when it concerns with the misbehavior of   offering the unsafe or unhealthy 
product. Secondly, the results for this study demonstrated that religiosity positively influences 
the attitude and boycott. Thirdly, attitude mediates the relationship between religiosity and 
boycott participation. One possible reason the result showed that religiosity positively 
influences the boycott participation could be due to the fact that the majority of the 
respondents in this study are Malays and Muslim. In Malaysia, Malays are usually born as 
Muslims. Furthermore, the striking use of religiosity appeals in a boycott campaign, and the 
rising Islamic conservatism among Muslim consumers would place religiosity at the core of 
the group’s motivation and participation in a boycott (Muhammad, Kamarudin & Fauzi, 2018).  
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This study supports previous studies that proposed that religiosity positively influences 
consumer boycott participation (Al-Hyari et al., 2012; Fakriza & Nurdin, 2019; & Farah, 2014).  
Another key objective of this study was to examine whether attitude mediates the 
relationship between religiosity and boycott participation and it was examined within the 
framework of the VAB model.  Therefore, the hypothesis in the study is consistent with Homer 
and Kahle (1988), which posit that from religiosity (value) affects attitude, which in turn to 
specific behaviors (boycott). This sequence can be described the value attitude behaviour 
hierarchy. 
 
Conclusions and Recommendations 
Consumer boycotts of brands and manufacturers have become commonplace in today’s 
competitive business environment. Effective boycotts are considered to be one of the most 
important means by which consumers can induce socially responsible conducts/ethical 
business practices and put pressure on companies to introduce sustainable developmental 
actions (Delistavrou et al., 2019; Lavorata, 2014). Yet, CSR and consumer behaviour literature 
have not paid attention on the rising severity of consumer boycotts. Thus, the literature on 
this issue is rather limited. Understanding the effect of religiosity and attitude on consumer 
boycotts would therefore enhances understanding on factors impacting consumer boycotts 
as wells as how these factors (i.e., religiosity and attitude) impact consumer boycotts. This 
study establishes that religiosity and attitude have positive impacts on consumer boycotts. In 
addition, this study confirms the mediating role of attitude in the relationship between 
religiosity and consumer boycotts. The findings provide support for the VAB model.  
 
This study provides several theoretical and managerial contributions. For theoretical 
implications, this study contributes to the literature on consumer boycotts in the context of 
developing countries. Moreover, this study has shown the significant influence of religiosity 
and attitudes on consumer boycotts among consumers in Malaysia. This study extends the 
study conducted by Farah (2014) in that this study examined boycott behaviour instead of 
boycott intention. In addition, this study also extends the study conducted by Dekhil et al. 
(2015) in such a way that this study examines the mediating role of attitudes on the 
relationship between religiosity and consumer boycotts. From a managerial perspective, this 
study provides CSR managers, boycott organizers as well as policy makers with information 
on how to manage consumer boycotts. Moreover, this study proposes a tool for measuring 
ability to participate in boycotts for sustainable development as perceived by consumers. This 
will allow companies to determine what action they need to take to incorporate sustainable 
development into their practice. While it seems exciting for companies to know determinants 
of consumer boycotts, the findings suggest that religiosity and attitudes play important roles 
in consumer boycotts. First, managers need to take note that although some consumer 
boycotts are punitive in nature, many are not. Therefore, companies need to rethink and 
transform their business model towards more sustainable business models that are free from 
unethical business practices such as producing unsafe and unhealthy products, exploitations 
of human and animal rights, environmental degradation, etc. This will enhance consumers’ 
attitude towards companies’ products and services. Second, companies should improve the 
overall marketing mix to enhance consumers’ attitudes, satisfaction and loyalty towards 
companies’ products and services. This will diminish the impact of religiosity and attitude on 
boycotts. 
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This study is not immune to some limitations. First, although the study establishes that 
religiosity and attitude have positive impacts on consumer boycotts. There are other factors 
that also contribute towards consumer boycotts. For instance, the effect of social media and 
social norms on consumer boycotts warrants further investigation. Additionally, whilst this 
study establishes the mediating role of attitude, there remain other mediating factors that 
may also affect the relationship between religiosity and consumer boycotts. Second, this 
study uses an online survey.  Future study may employ in-depth interviews in order to gain 
detailed information regarding the reason why consumers are willing to boycott certain 
products from certain countries and/or companies.  This sampling technique is also more 
appropriate to be used in identifying the religiosity factor in an in-depth manner because this 
factor is quite sensitive and the respondents may want to share and explain in detail why they 
get involved with boycott. Moreover, using an in-depth interview provides a richer and detail 
responses on how other factors affect consumer boycotts would also be further revealed, it 
may be suitable to.  
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Appendix 1: Research Instrument 

Variable Coding Statement 
Author(s) and 

Year 

Boycott 

SRCB_BOC1 
BOC1 I keep on boycotting unsafe 
products. 

Farah (2014)  
Six items 
scored on 

seven-point 
Likert scale 

SRCB_BOC2 
BOC2 I keep on boycotting 
unhealthy products. 

SRCB_BOC3 
BOC3 I boycott products from 
companies that support 
inhumane activities. 

SRCB_BOC4 

BOC4 I do not boycott companies 
that have a bad reputation 
because it limits my product 
choices. 

SRCB_BOC5 
BOC5 I boycott companies with a 
bad reputation in order to 
express my anger at them. 

 

Religiosity 

RELG1 
RELG1 I try hard to live my life 
according to my religious beliefs 

Bakar, Lee and 
Hashim (2013) 

Three items 
scored on a 
seven-point 
Llikert scale  

RELG2 
RELG2 My whole approach to life 
is based on my religion. 

RELG3 
RELG3 I often have a strong sense 
of God’s presence. 

 

Attitude  

MED_ATT1 
ATT1 I know about corporate 
social responsibility. 

Chen and Kong 
(2009)  

Six items 
scored on a 
seven-point 
Likert scale 

MED_ATT2 
ATT2 I think a company should be 
responsible. 

MED_ATT3 
ATT3 The socially responsible 
performance of a company 
influences my purchase. 

MED_ATT4 
ATT4 I think a responsible 
company will have a stronger 
production power capacity. 

MED_ATT5 
ATT5 I think a responsible 
company will have a good 
reputation. 

MED_ATT6 
ATT6 I think a company should 
disclose information on social 
responsibility. 

 


