BIBLIOGRAPHY

Aaker, D. A., (2004). Strategic Marketing Management. New York: John
Wiley & Sons Inc.

Aaker, D. A., 1991, Managing Brand Equity, The Free Press, New York.

Abd-Razak, I.S., Abdul-Talib ,A.N., (2012) "Globality and intentionality
attribution of animosity: An insight into the consumer boycotts in the
Muslim dominant markets", Journal of Islamic Marketing, Vol. 3
Issue: 1, pp.72-80, doi: 10.1108/17590831211206608

Abdul-Talib , A.N., Abd-Latif, S., Abd-Razak, |.S., (2016) "A study on the
boycott motivations of Malaysian non-Muslims", Journal of Islamic
Marketing, Vol. 7 Issue: 3, pp.264-287, doi: 10.1108/JIMA-11-2014-
0071

Abosag, I. (2010), “Dancing with macro-boycotters: the case of Arla food”,
Journal of Marketing Planning and Intelligence, Vol. 28 No. 3, pp.
365-373.

Abosag, I. and Farah de Villegas, M. 2011. The Influence of Religiously-
Motivated Consumers Boycott on Global Brand Image. European
Journal of Marketing, 48(11), p. 2262-2283.

Abosag, I., Farah, M.F., (2014) "The influence of religiously motivated
consumer boycotts on brand image, loyalty and product judgment”,
European Journal of Marketing, Vol. 48 Issue: 11/12, pp.2262-2283,
doi: 10.1108/EJM-12-2013-0737

Ajzen . (1985) From Intentions to Actions: A Theory of Planned Behavior.

Ajzen, |. (1991). The Theory of Planned Behavior. Organizational Behavior
And Human Decision Processes, 50, 179-211.

Ajzen, I., & Fishbein, M. (1977). Attitude-behavior relations: A theoretical
analysis and review of empirical research. Psychological. Bulletin,
84, 888-918

Ajzen, I. and Fishbein, M. (1980), Understanding Attitudes and Predicting
Social Behavior, Prentice-Hall, Englewood Cliffs, NJ.

Akpoyomare, O.B., Adeosun, L.P.K., Ganiyu, R.A. (2012), "Consumer
Motivations For Participation In Boycotts", Business nad
Management Review, Vol. 2(9) pp. 01 — 08

Al-Hyari, K., Alnsour, M., Al-Weshah, G., Haffar, M., (2012) "Religious
beliefs and consumer behaviour: from loyalty to boycotts", Journal of
Islamic Marketing, Vol. 3 Issue: 2, pp.155-174, doi:

102



10.1108/17590831211232564

Al Serhan, O. (2016). The Impact of Religiously Motivated Boycotts on
Brand Loyalty among Transnational Consumers (Unpublished
doctoral dissertation). Cardiff Metropolitan University. United
Kingdom.

Albrecht, C.-M., Campbell, C., and Heinrich, D. (2013). Exploring why
consumers engage in boycotts: toward a unified model. Journal of
Public Affairs.

Allport, G.W. (1967), The Individual and His Religion: A Psychological
Interpretation, Macmillan, New York, NY

Allport, G.W. and Ross, J.M. (1967), “Personal religious orientation and
prejudice”, Journal of Personality and Social Psychology, Vol. 5 No.
4, pp. 432-443.

Amine, L.S., Chao, M.C.H. and Arnold, M.J. (2005), “Executive insights:
exploring the practical effects of country of origin, animosity, and
price quality issues: two case studies of Taiwan and Acer in China”,
Journal of International Marketing, Vol. 13 No. 2, pp. 114-50.

Anderson, C. (1970), White Protestant Americans: From National Origins
to Religious Group, Prentice-Hall, Englewood Cliffs, NJ.

Ang, S.H., Jung, K., Kau, A.K., Leong, S.M., Pornpitakpan, C. and Tan,
S.J. (2004), “Animosity towards economic giants: what the little guys
think”, Journal of Consumer Marketing, Vol. 21 No. 3, pp. 190-207.

Arora, S., Singha, K., Sahney, S. (2017) "Understanding consumer’s
showrooming behaviour: Extending the theory of planned
behaviour", Asia Pacific Journal of Marketing and Logistics, Vol. 29
Issue: 2, pp.409-431, https://doi.org/10.1108/APJML-06-2016-0111

Averill, J. (1982), Anger and Aggression: An Essay on Emotion, Springer-
Verlag, New York, NY.

Bachmann GR, John DR, Rao AR (1993). “Children’s Susceptibility to
Peer Group Purchase Influence: An Exploratory Investigation,” Adv
Consum Res. 20: 463-468.

Bailey, J.M. and Sood, J. (1993), “The effects of religious affiliation on
consumer behavior: a preliminary investigation”, Journal of
Managerial Issues, Vol. 5 No. 3, pp. 328-352.

Baldinger, A.L, and Rubinson, J.R., (1996). Brand loyalty: The link
between attitude and behavior. Journal of Advertising Research.
P.22

103



Ballance, D. L. (2011). Assumptions in Multiple Regression: A Tutorial.
Taken from http://www.dianneballanceportfolio.com/

Bearden WO, Etzel MJ (1982). “Reference Group Influence on Product
and Brand Purchase Decisions," J. Consum. Res. 9: 183-481

Bearden WO, RG Netemeyer, RJ Teel (1989). “Measurement of
Consumer Susceptibility to Interpersonal Influence,"” J. Consum. Res.
15 (4), 473-481

Blasi, A., & Oresick, R.J. (1985). Emotions and cognitions in self-
inconsistency. In D. Bearison & H. Zimiles (Eds.), Thought and
emotion (pp. 147-165). Hillsdale, NJ: Erlbaum.

Bondurant, J.V. (1965). The Conquest of Violence: The Gandhian
Philosophy of Conflict, Berkeley: University of California Press.

Brewer M, Brown R. (1998). Inter-group relations. In: Gilbert D, Fiske S,
Lindzey G, editors. Handbook of soc psychol. Boston: McGraw-Hill

Bristol T, Mangleburg TF (2005). “Not Telling The Whole Story: Teen
Deception in Purchasing,” J. Acad. Mark. Sci. 33 (1), 79-95.

Burnkrant, Robert E. and Alain Cousineau (1975), “Informational and
Normative Social Influence in Buyer Behavior,” Journal of Consumer
Research, 2 (December), 206—-215.

Busse, C., Regelmann, A., Chithambaram, H., Wagner, S.M., (2017)
"Managerial perceptions of energy in logistics: An integration of the
theory of planned behavior and stakeholder theory", International
Journal of Physical Distribution & Logistics Management, Vol. 47
Issue: 6, pp.447-471, https://doi.org/10.1108/IJPDLM-04-2015-0090

Childers TL Rao AR (1992). “The Influence of Familial and Peer Based
Reference Group Influence on Consumer Decisions,” J. Consum.
Res. 19: 198-211.

Crumley, B. (2004), “After the head-scarf ban”, Time International (South
Pacific Edition),No. 7, p. 40.

Cruz, B. P.A., Botelho, D., (2015) "Proposition of the relational boycott",
Management Research: The Journal of the Iberoamerican Academy
of Management, Vol. 13 Issue: 3, pp.315-333, doi: 10.1108/MRJIAM-
05-2015-0593

Deknhil, F., Jridi, H., Farhat, H., (2017) "Effect of religiosity on the decision
to participate in a boycott: the moderating effect of brand loyalty - the
case of Coca-Cola", Journal of Islamic Marketing, Vol. 8 Issue: 2,
doi: 10.1108/JIMA-01-2013-0008

Essoo, N. and Dibb, S. (2004), “Religious influences on shopping
behaviour: an exploratory study”, Journal of Marketing Management,
Vol. 20 Nos 7/8, pp. 683-712.

104



Ettenson, R. and Klein, J.G. (2005), “The fallout from French nuclear
testing in the South Pacific: a longitudinal study of consumer
boycott”, International Marketing Review, Vol. 22 No. 2, pp. 199-224.

Fam, K.S., Waller, D.S. and Erdogan, B.Z. (2004), “The influence of
religion on attitudes towards the advertising of controversial
products”, European Journal of Marketing, Vol. 38 Nos 5/6, pp. 537-
55.

Farah, M. and Newman, A. (2010), “A Socio-cognitive approach to
exploring consumer boycott intelligence”, Journal of Business
Research, Vol. 63 No. 4, pp. 347-355.

Farah, M.F., (2017) "Application of the theory of planned behavior to
customer switching intentions in the context of bank consolidations”,
International Journal of Bank Marketing, Vol. 35 Issue: 1, pp.147-
172, https://doi.org/10.1108/1JBM-01-2016-0003

Fishbein, M., & Ajzen, I. (1975). Belief, Attitude, Intention, and Behavior:
An Introduction to Theory and Research. Reading, MA: Addison-
Wesley

Fisher, Robert J. and David Ackerman (1998), “The Effects of Recognition
and Group Need on Volunteerism: A Social Norm Perspective,”
Journal of Consumer Research, 25 (December), 262—-275.

Fisk, R. (2002). Starbucks the Target of Arab Boycott for its Growing Links
to Israel. The Independent. [Online][Cited from Al Serhan, 2016 who
accessed on 2 June 2012]. Available at:
http://news.independent.co.uk/world/...p?story=305043.

Friedman, M. (1985), “Consumer boycotts in the United States, 1970-
1980: contemporary events in historical perspective”, Journal of
Consumer Affairs, Vol. 19 No. 1, pp. 96-117.

Friedman, M. (1999), Consumer Boycotts: Effecting Change through the
Marketplace and the Media, Routledge, New York, NY.

Friedman, M. (1985). Consumer boycotts in the United States, 1970-1980:
contemporary events in historical perspective. Journal of Consumer
Affairs. 19(1), pp. 96-117.

Gallagher, D and Gramm, C. (1997). Collective bargaining and strike
activity. In: Lewin, D., Mitchell, D and Zaidi, M. Eds. The human
Resource Management Handbook, Parts 1-3. pp. 65-93. US:
Elsevier Science/JAl Press.

Gardner, M., & Steinberg, L. (2005). Peer Influence on Risk Taking, Risk
Preference, and Risky Decision Making in Adolescence and
Adulthood: An Experimental Study. Developmental
Psychology, 41(4), 625-635. DOI: 10.1037/0012-1649.41.4.625

105



Garrett, D. (1987). The effectiveness of marketing policy boycotts:
environmental oppositions to marketing. Journal of Marketing. 51(2),
pp. 46-57.

Garrett, D.E. (1987), “The effectiveness of marketing policy boycotts:
Environmental opposition to marketing”, Journal of Marketing, Vol.
51 No.2, PP. 46-57

Gastaldo, E. (2004), “Publicidade e movimentos sociais no brasil: uma
reflexao sobre politicas de representacao”, Revista de Economia
Politica de las Tecnologias de la Informacion y Comunicacion, Vol. 6
No. 1, pp. 33-42. - Cited from Cruz and Botelho, 2015

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C.
(1995). Multivariate Data Analysis(4th ed.). New Jersey: Prentice
Hall.

Hale, J. L., Householder, B.J. & Greene, K. L. (2013). The theory of
reasoned action, The persuasion handbook: Developments in theory
and practice. Thousand Oaks, CA: Sage, pp. 259-289.

Hans Rask Jensen, (2008) "The Mohammed cartoons controversy and the
boycott of Danish products in the Middle East", European Business
Review, Vol. 20 Issue: 3, pp.275-289,
doi:10.1108/09555340810871455

Hendel, ., Lach, S., Spiegel, Y. (2016). Consumers’Activism: The Cottage
Cheese Boycott. The Economics of Information and Communications
Technologies Conference. Paris.

Hirschman, E. C. (1983). Religious affiliation and consumption processes:
an initial paradigm. In J. N. Sheth (ed.), Research in Marketing 6.
Greenwich, CT: JAI Press: 131-170.

Hoffmann, S. and Muller, S. (2009), “Consumer boycotts due to factory
relocation”, Journal Business Research, Vol. 62 No. 2, pp. 239-247

Holdcroft, Barbara (September 2006). "What is Religiosity?". Catholic
Education: A Journal of Inquiry and Practice. 10 (1): 89-103.

Huang, Y., Phau, I. and Lin, C. (2010), “Consumer animosity, economic
hardship, and normative influence: how do they affect consumers’
purchase intention?”, European Journal of Marketing, Vol. 44 Nos
718, pp. 909-937.

Husin, M., Rahman A. A., (2016) "Predicting intention to participate in
family takaful scheme using decomposed theory of planned
behaviour”, International Journal of Social Economics, Vol. 43 Issue:
12, pp.1351-1366, https://doi.org/10.1108/IJSE-03-2015-0074

International Conference on Information Management, Innovation
Management and Industrial Engineering, Vol. 2, pp. 31-34.

106



Jacoby, J., and Robert W. Chestnut (1978). Brand Loyalty, Measurement
and Management. New York: John Wiley & Sons, 1978. 120 pp

Jianfeng, L., Hongping, L. and Lanying, D. (2009), “The effect of religiosity
on shopping behavior: an exploratory study during the transitional
period in China”, 2009

Johnson, B.R., Jang, S.J., Larson, D. and Li, S.D. (2001), “Does
adolescent religious commitment matter? A re-examination of the
effects of religiosity on delinquency”, Journal of Research on Crime
& Delinquency, Vol. 38 No. 1, pp. 22-43.

Kaiser, F.G. (2006), “A moral extension of the theory of planned behavior:
norms and anticipated feelings of regret in conservationism”,
Personality and Individual Differences, Vol. 41 No. 1, pp. 71-81.

Kalliny, M., and Lemaster, J. (2005). Before you go, you should know: the
impact of war, economic, cultural and religious animosity on entry
modes. Marketing Management Journal. 15(2), pp. 18-28.

Kamaruddin, A.R. (2009), “Religiosity and cross-cultural analysis of
shopping behavior among Malaysian and Thai consumers”, 2nd
International Conference on Marketing & Retailing, UiTM Malacca, 8-
10 July.

Kim, Jooyoung, Morris, Jon D., and Swait, Joffre. (2008). Antecedents of
true brand loyalty. The Journal of Advertising, 37 (2), 99-117.

Kim, W.G., Lee, C. and Hiemstra, S.J. (2004), “Effects of an online virtual
community on customer loyalty and travel product purchases”,
Tourism Management, Vol. 25 No. 2, pp. 343-55.

Klein, J. and Ettenson, R. (1999), “Consumer animosity and consumer
ethnocentrism: an analysis of unique antecedents”, Journal of
International Consumer Marketing, Vol. 11 No. 4, pp. 5-24.

Klein, J., Smith, C., and John, A. (2004). Why we boycott: consumer
motivations for boycott participation, Journal of Marketing, 68(3),
921-109. http://dx.doi.org/10.1509/ijmkg.68.3.92.34770

Kohli, A.K. and Jaworski B.J. (1990). Market Orientation: The Construct,
Research Propositions, and Managerial Implications, Journal of
Marketing, 54 (April), 1-18. http://dx.doi.org/10.2307/1251866

Krejcie, R. V., Morgan, D. W. (1970). Determining Sample Size for
Research Activities. Educational and Psychological Measurement,
30, 607-610.

Lachance, M.J., Beaudion P., Robitaille J. (2003). “Adolescents Brand
Sensitivity in Apparel: Influence of Social Agents,” Int. J. Consum.
Stud. 27: 47-57.

107



Lahno, A.M., Serra-Garcia, M. (2015). “Peer effects in risk taking: Envy or
conformity?” . Journal of Risk Uncertain. 50:73-95

Laidler, HW. (1968). Boycotts and the Labor Struggle: Economic and
Legal Aspects. New York: Russell and Russell.

Lau, T.-C. (2010), “Towards socially responsible consumption: an
evaluation of religiosity and money ethics”, International Journal of
Trade, Economics and Finance, Vol. 1 No. 1, p. 32.

Lessig, P.V., Park, C.W (1978). “Promotional Perspectives of Reference
Group Influence: Advertising Implications,” J. Advert. 7: 41-47.

Maher, A. A. and Mady, S. (2010). Animosity, subjective norms, and
anticipated emotions during an international crisis. International
Marketing Review. 27(6), pp. 630-651.

Mahoney, J. (1976). The relationship of anticipated effectiveness,
alienation and value structure to planned participation in a national
meat boycott. Psychology 13(2): 39-47.

Malhotra, Naresh K. (2010). Marketing Research 6th ed. New Jersey:
Pearson

McNichols, C.W. (1985). Situational Ethics: An Empirical Study of
Differentiators of Student Attitudes. Journal of Business Ethics (pre-
1986). 4(000003), p. 175.

Mellens, M., DeKimpe, M. G., Steenkamp, E. M., A Review of Brand-
Loyalty Measures in Marketing, Journal of Economic Management,
Volume 4, 1996.

Mokhlis, S. (2006), “The effect of religiosity on shopping orientation: an
exploratory study in Malaysia”, Journal of US Academy of Business,
Vol. 9 No. 1, pp. 64-74.

Nunnally, J., & Bernstein, 1. (1994). Psychometric Theory. New York:
McGraw-Hill Inc.

Octav-lonut, M. (2015), “Applying the Theory of Planned Behavior in
Predicting Proenvironmental Behaviour: The Case of Energy
Conservation”, ACTA UNIVERSITATIS DANUBIUS, Vol. 11, no.4,
pp. 15-32

Pargament, K.I. and Hahn, J. (1986), “God and the just world: causal and
coping attributions to god in health situations”, Journal for the
Scientific Study of Religion, Vol. 25 No. 2, pp. 193-207.

Patel, T. (1996), “Nuclear tests a sobering experience for french wine,
spirits exporters”, Journal of Commerce, Vol. 3A, 18 March

Paviou, P.A. and Fygenson, M. (2006), “Understanding and predicting
electronic commerce adoption: an extension of the theory of planned
behavior”, MIS Quarterly, Vol. 30, pp. 115-143.

108



Rencher, A. (2002). Methods of Multivariate Analysis (2nd ed.). Wiley.

Richard Ettenson, Jill Gabrielle Klein, (2005) "The fallout from French
nuclear testing in the South Pacific: A longitudinal study of consumer
boycotts", International Marketing Review, Vol. 22 Issue: 2, pp.199-
224, doi: 10.1108/02651330510593278

Salzman, M. (2008). Marketing to Muslims. Business Source Complete,
48(18), pp. 18-39.

Sandikci, O. and Ekici, A. (2009), “Politically motivated brand rejection”,
Journal of Business Research, Vol. 62 No. 2, pp. 208-217.

Sari, D. K., Mizerski, D., and Liu, F. (2017). Boycotting foreign products: a
study of Indonesian Muslim consumers. Journal of Islamic
Marketing, 8(1), 16-34., doi: 10.1108/JIMA-12-2014-0078

Schiffman LG, Kanuk LL (2007). Reference Groups and Family Influences
in Consumer Behaviour, 10th edition, Prentice Hall: London: 310-
352.
Sekaran, U., and Bougie, R. (2013). Researchs Methods for Business: A
Skill Building Approach (6th ed.). United Kingdom: John Wiley &
Sons Ltd. p.95

Sen, S., Canli, Z. G., & Morwitz, V. (2001). Withholding Consumption: A
Social Dilemma Perspective on Consumer Boycotts. Journal of
Consumer Research, 28. DOI: 10.1086/323729

Shah, K.A.M., lIbrahim, H.l. (2016). The Impact of Consumer Boycott,
Ethnocentrism, and Patriotism in Malaysia. The Social Science
Journal, Vol. 11 No.19, pp. 4622-4627

Sharp, G. (1973). The Politics of Non-Violent Action, Borton:Porter
Sargent, 1973.

Sheeran, P. and Orbell, S. (1999), “Augmenting the theory of planned
behavior: roles for anticipated regret and descriptive norms”, Journal
of Applied Social Psychology, Vol. 29 No. 10, pp. 2107-2142.

Shim S (1996). Adolescent Consumer Decision-making Styles: The
Consumer Socialization Perspective, Psychology and Marketing, 13:
547-569.

Smith, G. M., & Li, Q. (2010). The Boycott Model of Foreign Product
Purchase: An Empirical test in China. Asian Review of Accounting,
18(2), 106-130.

Smith, N.C. (2001). Changes in Corporate Practices in Response to Public
Interest Advocacy and Actions: The Role of Consumer Boycotts and
Socially Responsible Consumption in Promoting Corporate Social
Responsibility. In Handbook of Marketing and Society, Paul N.B. and
Gregory, T.G (ed), Thousand Oaks, CA: Sage.
http://dx.doi.org/10.4324/9780203010679.ch7

109



Sobel, M.E. (1982) Asymptotic Confidence Intervals for Indirect Effects in
Structural Equation Models. In: Leinhart, S., Ed., Sociological
Methodology, Jossey-Bass, San Francisco, 290-312.

Sood, J. and Nasu, Y. (1995), “Religiosity and nationality: an exploratory
study of their effect on consumer behavior in Japan and the United
States”, Journal of Business Research, Vol. 34 No. 1, pp. 1-9.

Swimberghe, K. Sharma, D. and Flurry, L. (2009). An exploratory
investigation of the consumer religious commitment and its influence
on store loyalty and consumer complaint intentions. Journal Of
Consumer Marketing. 26(5), pp. 340-347.

Swimberghe, K., Sharma, D., & Flurry, L. W. (2011). Does a consumer’s
religion really matter in the buyer-seller Dyad? An empirical study
examining the relationship between consumer religious commitment,
Christian conservatism and the ethical judgment of a seller’s
controversial business decision. Journal of Business Ethics, 102,
581-598.

Tiliouine, H., & Belgoumidi, A. (2009). An Exploratory Study of Religiosity,
Meaning in Life and Subjective Wellbeing in Muslim Students from
Algeria. Applied Research in Quality of Life, 4, 109-127. DOI:
10.1007/s11482-009-9076-8

Van Lange, Paul A. M., Wim B. G. Liebrand, David M. Messick, and Henk
A. M. Wilke (1992), “Social Dilemmas: The State of the Art,” in A
Social Psychological Approach to Social Dilemmas, ed. Wim B. G.
Liebrand, David M. Messick, and Henk A. M. Wilke, New York:
Pergamon, 3-28.

Wiebe, K. F. and Fleck, J. R. (1980). Personality correlates of intrinsic,
extrinsic and non-religious orientations. Journal of Psychiatry,
105(2), pp. 111-117.

Wiener, L. Joshua (1993), “What Makes People Sacrifice Their Freedom
for the Good of Their Community,” Journal of Public Policy and
Marketing, 12 (Fall), 244-251.

Willer, R.K. (2006), Dispelling the Myth of a Global Consumer Indonesian
Consumer Behavior Researched by Means of an Analytical Diagram
for Intercultural Marketing with a Case-study of Sunsilk Shampoo for
the Veiled Woman, University of Zu Berlin, Berlin.

Yang, K. (2012), “Consumer technology traits in determining mobile
shopping adoption: an application of the extended theory of planned
behavior”, Journal of Retailing and Consumer Services, Vol. 19 No.
5, pp. 484-491.

Yemelianova, G. (2005), “Kinship, ethnicity and religion in post-communist
societies”, Ethnicities, Vol. 5 No. 1, pp. 51-82.

110



Yuswohady, Herdiansyah, I., Fatahillah, F., & Ali, H. (2017). Gen M:
Generation Muslim (pp. xiv-273). Jakarta: Bentang.

111





