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Abstract of thesis presented to the Senate of Universiti Putra Malaysia in
fulfilment of the requirement for the Degree of Master of Science

CONSUMER ANIMOSITY, CONSPICUOUS CONSUMPTION AND
SOLIDARITY AS ANTECEDENTS OF BOYCOTT IN MALAYSIA

By

RAIMI NUR HAKIMI BINTI MOHAMED GHAZALI

May 2019
Chairman . Kenny Teoh Guan Cheng, PhD
Faculty . Economics and Management

This study addresses the consumer boycott phenomena in Malaysia. It
examines the influences of Consumer Animosity, Conspicuous Consumption,
and Solidarity on the decision to boycott; and to discover how Consumer Power
moderates the decision to boycott. Using Social Cognitive Theory as the
underpinning theory, this study proposes a conceptual framework that focuses
on the relationship of: (i) Consumer Animosity on boycott, (ii) Conspicuous
Consumption on boycaott, (iii) Solidarity on boycott, and (iv) the moderating role
of Consumer Power on the relationship between the exogenous and
endogenous variables. Questionnaires were distributed to Malaysian consumers
aged 18 and above. Online respondents were collected by utilising convenience
sampling technique, while offline respondents were collected by employing
snowballing sampling technique. Ultimately, 254 questionnaires were usable for
data analysis. In this study, Variance Based-Structural Equation Modelling (VB-
SEM) was used to analyse the data (SmartPLS 3.0). Our analysis reveals that
all the exogenous constructs have positive relationships with the endogenous
construct. In particular, solidarity — as a newly proposed construct — has a
positive relationship with boycott. However, the relationships of the moderating
factor showed non-significant results. In conclusion, drawing from the findings of
this study, the boycott literature is extended by the result of the positive
relationship between solidarity and boycott. This has also extends Social
Cognitive Theory because it expands the existing knowledge and offers new
insight. Practically, managers and marketers are able to strategize their
marketing plans better so as to avoid consumers from boycotting their products
and/or organisation.
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Kajian ini adalah berkaitan fenomena memboikot dalam kalangan pengguna di
Malaysia. Sehubungan itu, kajian ini mengkaji pengaruh permusuhan pengguna,
penggunaan ketara, dan ukhwah atas keputusan pengguna untuk memboikot;
dan juga untuk menemukan bagaimana kuasa pengguna — sebagai moderator
— dapat mempengaruhi keputusan untuk memboikot. Dengan menggunakan
teori “Social Cognitive Theory” sebagai penyangga di dalam kajian ini,kerangka
konsep yang telah diperkenalkan di dalam kajian ini memfokus kepada
perhubungan di antara: (i) permusuhan pengguna terhadap boikot, (ii)
penggunaan ketara terhadap boikot, (iii) ukhwah terhadap boikot, dan (iv) faktor
moderator kuasa pengguna terhadap kesemua pembolehubah eksogen dan
endogen yang terlibat. Soal selidik telah diedarkan kepada pengguna yang
berumur 18 tahun ke atas di Malaysia. Maklum balas responden atas talian telah
dikumpulkan dengan menggunakan teknik persampelan mudah manakala
maklum balas responden secara bertulis telah dikumpulkan dengan
menggunakan teknik persampelan 'bebola salji'. Hasilnya, sebanyak 254 soal
selidik boleh digunakan untuk analisis data. Di dalam kajian ini, “Variance
Based-Structural Equation Modelling” (VB-SEM) telah digunakan untuk
menganalisis data (menggunakan perisian SmartPLS 3.0). Hasil analsis
mendapati bahawa kesemua konstruk eksogen mempunyai hubungan positif
dengan konstruk endogen. Secara khususnya, ukhwah — sebagai konstruk yang
baru dicadangkan — mempunyai hubungan positif dengan boikot. Namun,
hubungan faktor moderator (iaitu, kuasa pengguna) terhadap kesemua
pembolehubah menunjukkan keputusan yang tidak signifikan. Kesimpulannya,
berdasarkan hasil kajian ini, literatur dalam topik boikot telah berjaya
diperluaskan berdasarkan pertalian positif di dalam hubungan ukhwah terhadap
boikot. Kajian ini juga telah memperluaskan pengetahuan “Social Cognitive
Theory” yang sedia ada dan menawarkan penemuan yang baru. Daripada
perspektif praktikal pula, hasil kajian ini telah membuka peluang kepada



pengurus dan pemasar di dalam syarikat untuk mengatur strategi pemasaran
yang lebih baik; dan juga dapat melindungi produk dan/atau syarikat mereka
daripada diboikot oleh pengguna.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

Boycott is an increasingly important area in business economics. This study
addresses problems faced by business entities who face challenges and
possible threats of being boycotted by consumers. These problems can be
addressed through an in-depth study to understand the psychology of consumer
boycott. In turn, this study should provide suitable strategies for preventing future
boycott and financial damage. Hence, the discipline of this study belongs to
marketing strategy in the consumer behaviour context. The background of this
study will be discussed, along with the overview of boycott in human history, the
overview of the concept of consumer boycott, and continue with the problem
statement, research questions, research objectives, significance of study, scope
of the study, and chapter conclusion.

1.2 Background of Study

Malaysia is a country with diverse citizens that gathers different cultures,
religions, ethnicity, and beliefs. The ethnic groups that form Malaysia comprise
of Bumiputera, Chinese, Indians, non-Malaysia citizens, and others. According
to Malaysia’s Department of Statistics, as at the second quarter of 2018,
Malaysia has a total population of 32,385,000 (Population Quick Info, 2018).

Table 1.1 : Population by Ethnic Group, Malaysia

Ethnic group Total Population
Bumiputera 20,071,900
Chinese 6,685,500
Indians 2,010,400
Others 294,500
Non-Malaysian Citizens 3,322,700
Total 32,385,000

Source: Population Quick Info (2018)

As a result of the growing population, it has also been reported that Malaysian
consumers are spending more. According to the Department of Statistics,
Malaysia, there has been a hike in the Malaysian monthly household



consumption. It was recorded that the total mean of monthly household
consumption expenditure increased by a total of 6% from 2014 to 2016 (Report
on Household Expenditure, 2016). It has also been reported that from 2014 to
2016, the urban consumers compounded annual growth rate (CAGR) increased
by 5.8%, while that for rural consumers increased by 5.7%.

From the above data, it can be interpreted that the increase in consumption
corresponded to the increase in needs and wants for more products and services
in the market. This also implies that consumers have gained power and are more
inclined to choose whether or not to consume certain products or services
(Denegri-Knott, Zwick, & Schroeder, 2006). Consumers have become
concerned about the ethical conduct of organisations and have the tendency to
demand for organisations to practice good moral values (Pezzullo, 2011). Thus,
an organisation that has been deemed unethical towards its environment and
people might engender its consumers to boycott the organisation.

There are reports claiming that boycotts affect the boycotters rather than
affecting the economic status of the boycotted target (Ar, 2014). However, on
the contrary, there are also reports where boycotts have succeeded — as in the
case of Malaysia, where boycotts have been successful in affecting the object
of the boycott (Chu, 2014; Wahab, 2014).

Boycotts may be destructive toward organisations or countries that have been
targeted; it may cost millions — even billions — in damage and economic cost to
organisations. Moreover, boycotts in Malaysia do not only involve problems
related to the food and beverage industries (e.g., Gardenia in 2012, Farm Fresh
Milk in 2017, and Cadbury in 2014) but it also involves political issues, beliefs,
cultures, and national issues (e.g., “Buy British Last” in 1983; “Boycott Israel” in
2005; and “Low Yat Plaza IT Mall Boycott” in 2015).

This research focuses on the role of consumers and other factors surrounding
the boycott of business organisations; and the context is Malaysia.

1.3 Problem Statement

Many past research have focused their consumer boycott research on the
perspective of the business organisation, e.g., how boycott devastates an
organisation’s business etc., (Brennan, 1992; Davidson, Worrell, & El-Jelly,
1995; Friedman, 1999; Innes, 2006; Koku, 2012; Koku, Akhigbe, & Springer,
1997; Pruitt & Friedman, 1986; Shebil, Rasheed, & Al-shammari, 2011). Hence,
there is a gap in the consumer boycott body of knowledge (Hutter & Hoffmann,
2013) that can be addressed: specifically, then, this research shall focus on the
psyche of the consumer vis-a-vis boycott (Abd-Razak & Abdul-Talib, 2012;



Ettenson & Klein, 2005). Furthermore, consumer boycott can be classified as an
important dimension of consumer complaint behaviour because it is an
individual's response to organisations strategy and offerings (Singh, 1988). It is
important for researchers and policy makers to understand the consumers’
underlying intention to boycott specific targets and the reason that influences
them to boycott (Makarem & Jae, 2016).

Consumer boycotts are believed to create negative impact among consumer
perception and purchasing behaviour (Ettenson & Klein, 2005; Klein et al.,
2002); however, they are not particularly well understood in Malaysia. This is
probably the result of the limited availability of discussions and findings on
consumer boycott (Abd-Razak & Abdul-Talib, 2012). To be sure, there have
been research on consumer boycott in Malaysia; however, the focus of
consumer boycott research in Malaysia has mainly focused on Muslim
consumers (Fischer, 2007; Kamarudin, 2012; Leong, 2014; Wahab, 2014). In
fact, in Malaysia, consumer boycott research is still perceived to be unimportant
by managers and policy makers (Ettenson et al., 2006). This view has resulted
in a limited knowledge of consumer boycott in Malaysia (Abd-Razak & Abdul-
Talib, 2012). Yet, if managers and policy makers understand the reasons
underlying the consumer boycotts motives, it may contribute to a better
knowledge of consumerism in the consumer behaviour and other related
contexts (Chatzidakis & Lee, 2013). Thus, a comprehensive framework of
consumer boycott is essential to help future researchers and organisations to
better understand this issue.

Extant literature, consumer animosity and conspicuous consumption has been
recorded to have relationship with boycott (Al-Hyari et al., 2012; Amine et al.,
2005; Little & Singh, 2015; Sen et al., 2001). Furthermore, consumer power was
tested as an independent variable to boycott, and the result was significant
(Desmond, 2003; Holt, 2002). However, the relationship between solidarity and
boycott has never been tested. Malaysians from all generations have been
reported to show high commitment in solidarity toward each other; especially
toward their family members (Leeson, 2016). Furthermore, Leeson (2016) has
also recorded that Malaysians are willing to give the strongest level of support
toward each other in comparison to their neighbouring countries (e.g.,
Philippines and Singapore). This implies that Malaysian has a sense of solidarity
— and this triggers the current study to test the relationship between solidarity
and boycott.

1.4 Research Questions

Research questions are broad guidelines that are clear and focused. The
research questions for this study are formulated based on the gaps discovered
in previous research literature. This study aims to answer the following
questions:



1. Do consumer animosity, conspicuous consumption and solidarity
influence the consumer boycott decision?
2. Does consumer power moderate the boycott decision?

15 Research Objectives

Research objectives are the specific list of aims and tasks that will guide this
study. The research objectives for this study are developed to focus the purpose
of the research questions. The objectives of this study are:

1. To examine the influences of consumer animosity, conspicuous
consumption, and solidarity on the decision to boycott.
2. To investigate how consumer power moderates the decision to boycott.

1.6 Significance of Study

In this Section, the modus operandi to fill the gaps in the theoretical and practical
contexts will be discussed and explained.

1.6.1 Theoretical Gaps

Many boycott literature focus more on the organisation-perspective (Brennan,
1992; Friedman, 1999; Innes, 2006; Shebil et al., 2011) rather than on the
consumer perspective (Abd-Razak & Abdul-Talib, 2012). Furthermore, past
research regarding consumer boycott mainly focus on political sciences,
economics, and organisational perspective rather than on the consumer
behaviour field (Ettenson & Klein, 2005). Thus, there is a gap in the literature to
understand the consumer behaviour and psychological theories that may explain
consumer boycott.

Consequently, this study focuses more on consumers’ behaviour that may
influence the consumer vis-a-vis boycott. Moreover, this study concentrates on
the effect of consumer power and its impact on consumer intention to boycott.
This study is not planned to be race-based; neither, religion based — instead, it
will be a broad-based study of consumer boycott in Malaysia.

The framework for this study is adopted from an original study by Al-Hyari et al.,
(2012) (Appendix A) — from being loyal consumers to being boycotters. The
framework depicts how religiosity affects consumer perception, thus resulting in
consumer willingness to discontinue their relationship with targetted
organisations. Furthermore, the framework also discusses the negative impact



of Country-Of-Origin on animosity towards the targetted organisations; and, also
on conspicuous consumption — that eventually leads to consumer boycotts.

However, this study is an adaptation of the original framework because it only
focuses on one part of the original framework, which is the final half. The reason
for this is to test the usefulness of this part in Malaysia’s boycott context.

The full original framework from Al-Hyari et al., (2012) can be viewed in Appendix
A.

Below is the adaptation part from the original framework from Al-Hyari et al.,
(2012):

Y

Animosity

Conspicuous
Consumption)

A

Figure 1.1 : Adaptation Part from the Original Framework

Although the original framework of Al-Hyari et al., has covered quite a broad
view on consumer boycott, it inheres several weaknesses:

1. Al-Hyari et al.’s framework did not account for the role of consumer
power that may have an effect on the consumer decision making
process. According to Wathieu et al., (2002), to understand consumers
willingness to make a choice requires the research to understand the
motivation of consumers in exercising their power; this critical
observation implies that consumer power is a key moderator of the
consumer decision making process. Past literatures suggests that
power is an essential variable in discussing human behaviour in the
psychology, organisational behaviour, and sociology contexts (Fiske,
1993; Magee & Galinsky, 2008). Furthermore, not many research have
discovered the impact of consumer power in the consumer decision
making process and consumer behaviour context (Rucker & Galinsky,
2016). Consumer power has provided a better understanding of
consumer social behaviour too (Galinsky, Rucker, & Magee, 2015;



Rucker & Galinsky, 2016). However, the consumer power construct is
still largely absent from the consumer behaviour context, and this
entices for more research on the consumer power construct primarily
because consumers’ daily activities comprise of different degrees of
power (Rucker, Galinsky, & Dubois, 2012). Moreover, the consumer
power construct has been researched as an independent variable,
dependent variable, and mediator; but there is yet enough research of it
as a moderator. Thus, this opens an opportunity for researchers to
examine consumer power as a moderator.

2. Individuals are enticed to be in solidarity with members of their social
group because they feel the need to be dependent on each other
(Hechter, 1988). Furthermore, Hechter (1988) also stated that
individuals tend to be compelled by their obligations to each other. In
addition, solidarity can possibly happen between strangers because
these individuals feel that they are capable of being equally hurt
(Linklater, 2007). However, there are limited studies that assess
solidarity as a factor that may have an effect on consumer behavior —
certainly, solidarity is missing in Al-Hyari et al.’s framework, thus,
prompting its inclusion in the framework proposed by this study.

3. As stated earlier on, this study will adopt only the final half of Al-Hyari et
al.’s framework. Thus, this study will focus more on the usefulness of
this part of the framework in testing boycott behaviour among
consumers.

The adopted conceptual framework of the study is shown in Chapter 3, Section
3.2 : Conceptual Framework.

1.6.2 Practical Gaps

This study develops a comprehensive framework to understand consumer
boycott. It addresses the following gap:

1. Practically, managers do not fully understand consumer boycott. In fact,
they seem to think that boycotts are an insignificant issue — until the
boycott happens! Consequently, managers are generally ill-prepared for
boycotts and their responses are usually knee-jerk reactions. This gap
must be addressed because consumer boycotts can cost millions and
harm the brand equity of an organisation. This framework will help
managers to better understand their consumers and plan strategy to
avoid consumer boycotts.

2. Furthermore, it is good for government policy makers to strengthen the
national solidarity, and identity.



1.7 Scope of the Study

This study focuses on consumer animosity, conspicuous consumption, and
solidarity as the antecedents to boycott; and consumer power as the moderating
factor. Consumer animosity and conspicuous consumption are theoretically
supported by literature to have an existing positive relationship with boycott.
Meanwhile, solidarity is the variable that is newly proposed in this study.
Furthermore, this study also attempts to measure consumer power as a
moderating factor to boycott.

Following that, this study emphasises on Malaysian as the population, and it
narrows down to Malaysian consumers as the target respondents. The target
respondents of Malaysian consumers are aged between 18 to more than 77
years old. This is because, this age range is considered as having sound mind,
and can make their own purchasing decisions without having to ask for others’
consent. Furthermore, the age of majority in Malaysia is 18 years old.

The literature of the independent variable (e.g., consumer animosity,
conspicuous consumption, and solidarity), dependent variable (e.g., boycott),
and moderator (e.g., consumer power) will be extensively discussed in Chapter
2 : Literature Review.

1.8 Chapter Conclusion

This chapter has summed up the literature on problems faced in consumer
boycott — in particular, there is limited boycott research in Malaysia, and policy
makers and managers disregard consumer boycott literature as an important;
then, it discusses the research questions and research objectives. Next, this
chapter discusses the significance of the study and presents the theoretical and
practical gaps. Finally, this chapter explains the scope of the study.

In the next chapter (Chapter 2, “Literature Review”), each construct of this
research’s framework will be discussed. First, the introduction and the boycott
literature will be discussed thoroughly, and this follows by consumer animosity
literature, conspicuous consumption literature, solidarity literature, consumer
power literature, and ends with a chapter conclusion. Then, the Conceptual
Framework and Hypotheses Development will be discussed in Chapter 3. It
starts with the introduction, and follows by conceptual framework, research
hypothesis, theoretical framework, overview of theories, and finally the chapter
conclusions. Next, Research Methodology is discussed in Chapter 4. Firstly, the
introduction is discussed, then research paradigm, research design, population
of study, sample size, sampling technique, data collection method, research
instrument, data analysis method, and chapter conclusion are introduced.



Following this, Data Analysis and Findings are discussed in Chapter 5. It starts
with the introduction, then it follows by data preparation, assessment of reflective
measurement, assessing formative measurement, assessing goodness-of-fit
indices, assessment of the structural model, assessing the moderating effect,
overall hypothesis result, and the chapter conclusions. Finally, the thesis is
concluded with Discussion and Conclusion in Chapter 6. It starts with the
introduction, discussion of major findings, contribution of research, limitations of
the research, suggestions for future research, and ends with chapter conclusion.



REFERENCES

Abbott, W. M., & Flannery, A. P. (1997). Economic justice for all: Pastoral letter
on Catholic social teaching and the U.S. economy. Washington: United
States Catholic Bishops.

Abd-Razak, I1.-S., & Abdul-Talib, A.-N. (2012). Globality and intentionality
attribution of animosity. Journal of Islamic Marketing, 3(1), 72-80.

Abosag, |, & Farah, M. F. (2014). The influence of religiously motivated
consumer boycotts on brand image, loyalty and product judgment.
European Journal of Marketing, 48(11/12), 2262 - 2283.

Adorno, T. (1975). Culture industry reconsidered. New German Critique, 6, 12-
9.

Ahluwalia, R., Burnkrant, R. E., & Unnava, H. R. (2000). Consumer response to
negative publicity: The moderating role of commitment. Journal of
Marketing Research, 37(2), 203-214.

Ahluwalia, R., Burnkrant, R. E., & Unnava, H. R. (2001). The moderating role of
commitment on the spillover effect of marketing communications.
Journal of Marketing Research, 38(4), 458-470.

Ahmed, Z., Anang, R., Othman, N., & Sambasivan, M. (2013). To purchase or
not to purchase U.S. products: Role of religiosity, animosity, and
ethnocentrism among Malaysian consumers. Journal of Services
Marketing, 27(7), 551 - 563.

Al-Hyari, K., Alnsour, M., & Al-Weshah, G. (2012). Religious beliefs and
consumer behaviour: From loyalty to boycotts. Journal of Islamic
Marketing, 3(2), 155-174.

Amaldoss, W., & Jain, S. (2005). Conspicuous consumption and sophisticated
thinking. Management Science, 51(10), 1449-66.

Amine, L. S., & Chao, M. C. (2005). Managing country image to long-term
advantage: The case of Taiwan and Acer. Place Branding, 1(2), 187—
204.

Amine, L. S., Chao, M. C., & 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, 13(2), 114-150.

Ang, S. H., Jung, K., Kau, A. K, Leong, S. M., & Pornpitakpan, C. (2004).

Animosity towards economic giants: What little guys think. Journal of
Consumer Marketing, 21(3), 190-207.

131



Ang, S. H., Jung, K., Kau, A. K., Leong, S. M., Pornpitakpan, C., & Tan, S. J.
(2004). Animosity towards economic giants: What the little guys think.
Journal of Consumer Marketing, 21(3), 190-207.

Ar, Z. (2014, August 26). ‘Misguided’ boycott hurts Malaysians more than Israel-
linked targets, brands say. Retrieved from Malay Mail Online:
http://www.themalaymailonline.com/malaysia/article/misguided-
boycott-hurts-malaysians-more-than-israel-linked-targets-brands-s

Babbie, E. (1995). The practice of social research. Belmont: Wadsworth Pub.
Co.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models.
Journal of the Academy of Marketing Science, 16(1), 74-94.

Bahaee, M., & Pisani, M. J. (2009). Iranian consumer animosity and U.S.
products: A witch's brew or elixir? International Business Review, 18(2),
199-210.

Baier, B., McCaleb, |., & Persky, A. (2004, October 30). Bin Laden claims
responsibility for 9/11. Retrieved from Fox News:
http://www.foxnews.com/story/2004/10/30/bin-laden-claims-
responsibility-for-11.html

Bailey, J. E., & Pearson, S. W. (1983). Development of a Tool for Measuring and
Analyzing Computer User Satisfaction. Management Science, 29(5),
530-545.

Bakan, D. (1966). The duality of human existence: Isolation and communion in
Western man. Chicago: Rand McNally.

Bakos, J. Y. (1991). A strategic analysis of electronic marketplaces. MIS
Quatrterly, 15(3), 295-310.

Bandura, A. (1986). Social Foundations of Thought and Action: A Social
Cognitive Theory. Englewood Cliffs: Prentice Hall.

Bandura, A. (1988). Organizational applications of social cognitive theory.
Australian Journal of Management, 13, 137-164.

Bandura, A. (1989, September). Human agency in social cognitive theory.
American Psychologist, 44, 1175-1184.

Bandura, A. (1997). Self-efficacy: The Exercise of Control. New York: Freeman.
Bandura, A. (2000). Cultivate self-efficacy for personal and organizational

effectiveness. In E. A. Locke (Ed.), The Blackwell Handbook of
Principles of Organizational (pp. 120-36). Oxford: Blackwell.

132



Bandura, A. (2001). Social cognitive theory: An agentic perspective. Annual
Review of Psychology, 52, 1-26.

Barclay, D., Higgins, C., & Thompson, R. (1995). The partial least squares
(PLS). Approach to causal modeling: Personal computer adoption and
use as an illustration. Technology Studies, 2(2), 285-309.

Bard, M. G., & Dawson, J. (2012). Israel and the campus: The real story. AICE.

Bargh, J. A. (1997). The automaticity of everyday life. In R. S. Wyer, Advances
in Social Cognition (Vol. 10, pp. 1-61). Mahwah, NJ: Erlbaum.

Baron, D. P. (2001). Private politics, corporate social responsibility, and
integrated strategy. Journal of Economics and Management Strategy,
10, 7-45.

Baron, D. P. (2002). Private Politics and Private Policy: A Theory of Boycotts. In
Research Papers 1766. Stanford University: Graduate School of
Business.

Baron, D. P. (2003). Private politics. Journal of Economics and Management
Strategy, 12(1), 31-66.

Baron, D. P., & Diermeier, D. (2007). Strategic activism and non-market strategy.
Journal of Economics and Management Strategy, 16, 599-634.

Baron, R. M., & Kenny, D. A. (1986). The moderator—mediator variable
distinction in social psychological research: Conceptual, strategic, and
statistical considerations. Journal of Personality and Social Psychology,
51(6), 1173-1182.

Baus, R. D., & Allen, J. R. (1996). Solidarity and sexual communication as
selective filters: A report on intimate relationship development.
Communication Research Reports, 13, 1-7.

Beebe, K. R., Pell, R. J., & Seasholtz, M. B. (1998). Chemometrics: A Practical
Guide. New York: John Wiley & Sons.

Beekman, D. (2014, March 19). Osama Bin Laden sickly boasted he'd get away
with 9/11 attacks. Retrieved from New York Daily News:
http://www.nydailynews.com/news/crime/osama-bin-laden-son-in-law-
takes-stand-article-1.1726777

Belk, R. (1988). Possessions and the extended self. Journal of Consumer
Research, 15(2), 139-168.

Belk, R. W., Wallendorf, M., Sherry, Jr., J. F., & Holbrook, M. (1991). Collecting
in a consumer culture. In R. W. Belk (Ed.), Highways and buyways:

133



Naturalistic research from the consumer behavior odyssey (pp. 178—
215). Provo: Association for Consumer Research.

Bendapudi, N., & Berry, L. L. (1997). Customers’ motivations for maintaining
relationships with service providers. Journal of Retailing, 73(1), 15-37.

Bhattacharya, C. B., & Sen, S. (2003). Consumer-company identification: A
framework for understanding consumers’ relationships with companies.
Journal of Marketing, 67(2), 76-88.

Birkland, T. (1998). Focusing events, mobilization, and agenda setting. Journal
of Public Policy, 18(1), 53-74.

Blasi, A., & Oresick, R. (1985). Emotions and cognitions in self-inconsistency. In
Z. H. Bearison DJ (Ed.), Thoughts And Emotion (pp. 147—65). Hillsdale,
NJ: Lawrence Erlbaum Associates.

Blau, P. M. (1964). Exchange and Power in Social Life. New York: John Wiley.

Bollen, K. A. (1989). Structural Equations with Latent Variables. New York:
Wiley.

Bollen, K. A. (2011). Evaluating effect, composite, and causal indicators in
structural equation models. MIS Quarterly, 35(2), 359-372.

Boonchoo, P., & Thoumrungroje, A. (2017). A cross-cultural examination of the
impact of transformation expectations on impulse buying and
conspicuous consumption. Journal of International Consumer
Marketing, 1-12.

Borgmann, A. (2000). The moral complexion of consumption. Journal of
Consumer Research, 26(4), 418—422.

Bowden, A., Fox-Rushby, J. A., Nyandieka, L., & Wanjau, J. (2002). Methods for
pre-testing and piloting survey questions: lllustrations from the KENQOL
survey of health-related quality of life. Health Policy and Planning, 17.

Bratton, M. (1998). Second elections in Africa. Journal of Democracy, 9(3), 51-
56.

Braunberger, K., & Buckler, B. (2011). What Motivates Consumers to Participate
in Boycotts: Lessons from the Ongoing Canadian Seafood Boycott.
Journal of Business Research, 64(1), 96—102.

Brennan, G., & Lomasky, L. (1993). Democracy and Decision: The Pure Theory
of Electoral Preference. Cambridge: Cambridge University Press.

134



Brennan, T. J. (1992). Refusing to cooperate with competitors: A theory of
boycotts. Journal of Law and Economics, 35(2), 247-264.

Brewer, M., & Brown, R. (1998). Inter-group relations. In D. Gilbert, S. Fiske, &
G. Lindzey (Eds.), Handbook Of Social Psychology. Boston: Mcgraw-
Hill.

Brown, T. C. (2005). Effectiveness of distal and proximal goals as transfer-of-
training interventions: A field experiment. Human Resource
Development Quarterly, 16(3), 369-387.

Bruner, J. S., & Goodman, C. C. (1947). Value and need as organizing factors
in perception. Journal of Abnormal and Social Psychology, 42(1), 33-44.

Bryman, A., & Bell, E. (2007). Business Research Method. Social Research (2nd
ed.). New York: Oxford University Press Inc.

Bumiller, E., & Sanger, D. E. (2001, September 12). A somber bush says
terrorism  cannot  prevail. Retrieved from ABC  News:
http://www.abc.net.au/news/2011-09-05/the-new-york-times-28new-
york2c-n.y.29/2870648

Butaney, G., & Wortzel, L. H. (1988). Distributor power versus manufacturer
power: The customer role. Journal of Marketing, 52, 52-63.

Byrne, B. M. (2010). Structural Equation Modelling with AMOS: Basic Concepts,
Applications, and Programming, Structural Equation Modelling (2nd ed.,
Vol. 22). New York: Routledge, Taylor & Francis Group.

Carney, D. R,, Cuddy, A. J., & Yap, A. J. (2010). Power posing: Brief nonverbal
displays affect neuroendocrine levels and risk tolerance. Psychological
Science, 21(10), 1363—68.

Cembalo, L., Migliore, G., & Schifani, G. (2013). Sustainability and new models
of consumption: The Solidarity Purchasing Groups in Sicily. Journal of
Agricultural and Environmental Ethics, 26, 281-303.

Chan, C. M., & Makino, S. (2007). Legitimacy and multi-level institutional
environments: Implications for foreign subsidiary ownership structure.
Journal of International Business Studies, 38(4), 621-638.

Chatzidakis, A., & Lee, M. S. (2013). Anti-consumption as the study of reasons
against. Journal of Macromarketing, 33(3), 190-203.

Chaudhuri, H. R., Mazumdar, S., & Ghoshal, A. (2011). Conspicuous

consumption orientation: Conceptualisation, scale development and
validation. Journal of Consumer Behaviour, 10, 216-224.

135



Chavis, L., & Leslie, P. (2009). Consumer boycotts: The impact of the Iraq war
on French wine sales in the U.S. Quantitative Marketing & Economics,
7(1), 37-67.

Chen, J., & Aung, M. (2003). Understanding Chinese-Canadian Consumers’
conspicuous consumption: Empirical evidence and implications.
Canadian Journal of Marketing Research, 21(1), 51-64.

Chen, J., Aung, M., Zhou, L., & Kanetkar, V. (2005). Chinese ethnic identification
and conspicuous consumption. Journal of International Consumer
Marketing, 17(2-3), 117-136.

Chin, W. W. (1998a, March 22). Commentary: Issues and opinion on structural
equation modelling. MIS Quarterly, 1.

Chin, W. W. (1998b). The Partial Least Squares Approach for Strutural Equation
Modelling. In Modern Methods for Business Research (pp. 295-336).
London: Lawrence Erlbaum Associates.

Chin, W. W., & Newsted, P. R. (1999). Structural Equation Modeling Analysis
with Small Samples Using Partial Least Squares. In R. Hoyle (Ed.),
Statistical Strategies for Small Sample Research (pp. 307-341).
Thousand Oaks, CA: Sage Publications.

Chin, W., Marcolin, B., & Newstead, P. (1996). A partial least squares latent
variable modelingapproach for measuring interaction effects: Results
from a Monte Carlo simulation study and voice mail emotion/adoption
study. Information Systems Research, 14(2), 21-41.

Chu, M. M. (2014, August 8). What happens when Malaysians choose to boycott
McD's? Retrieved from Says: http://says.com/my/news/what-happens-
when-malaysians-choose-to-boycott-mcd-s

Churchill, G. A. (1995). Paradigm of for developing constructs measures of
marketing constructs. Journal of Marketing Research, 16(1), 64-73.

Clayton, B. C. (2015). Shared vision and autonomous motivation vs. financial
incentives driving success in corporate acquisitions. Frontiers in
Psychology, 5(1466).

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences (2nd
ed.). Hillsdale, New Jersey: Lawrence Erlbaum Associates.

Colton, D., & Covert, R. W. (2007). Designing and Constructing Intruments for
Social Research and Evaluation (1st ed.). San Francisco: John Wiley &
Sons.

Cooley, W. W. (1978). Explanatory observational studies. Educational
Research, 7(9), 9-15.

136



Cooper, D. R., & Schindler, P. S. (2008). Business Research Methods (Vol.
Internatio.). New York: McGraw-Hill.

Costello, A., & Osborne, J. W. (2005). Best practices in exploratory factor
analysis: Four recommendations for getting the most from your analysis.
Practical Assessment, Research & Evaluation, 10(7), 1-9.

Cramer, R., McMaster, M., Bartell, P., & Dragna, M. (1988). Subject competence
and minimization of the bystander effect. Journal of Applied Social
Psychology, 18, 1133-1148.

Creswell, J. W. (2013). Research design: Qualitative, quantitative, and mixed
method approaches. California: Sage Publications.

Crewell, J. W. (2012). Educational Research: Planning, Conducting, and
Evaluating Quantitative and Qualitative Research. Educational
Research (Vol. 3).

Cronbach, L. J. (1971). Test validation. In R. Thorndike (Ed.), Educational
Measurement, Issues and Practice (2nd ed., pp. 443-507). Washington
DC: American Council on Education.

Cruz, B. d., Pires Jr., R. J., & Ross, S. D. (2013). Gender difference in the
perception of guilt in consumer boycott. Review of Business
Management, 504-523.

Davidio, J. F., Piliavin, J. A., Gaertner, S. L., Schroeder, D. A., & Clark lll, R. D.
(1991). The arousal: Cost-reward model and the process of intervention:
A review of the evidence. In M. S. Clark (Ed.), Prosocial Behavior.
Newbury Park, CA: Sage.

Davidson, W. N., Worrell, D., & El-Jelly, A. (1995). Influencing managers to
change unpopular corporate behavior through boycotts and divestitures.
Business & Society, 34(2), 171-196.

Dawson, J. F. (2014). Moderation iin management research: What, why, when,
and how. Journal of Business and Psychology, 29(1), 1-19.

Deighton, J., & Kornfeld, L. (2009). Interactivity's unanticipated consequences
for marketers and marketing. Journal of Interactive Marketing, 23(1), 4—
10.

Dekhil, 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, 8(2), 309-328.

Denegri-Knott, J., Zwick, D., & Schroeder, J. E. (2006). Mapping consumer

power: An integrative framework for marketing and consumer research.
European Journal of Marketing, 40.

137



Denegri-Knott, Z., & Schroeder, J. (2006). Mapping consumer power: An
integrative framework for marketing and consumer research. European
Journal of Marketing, 40.

Desmond, J. (2003). Consuming Behaviour. London: Palgrave.

Diamantopoulos, A., & Siguaw, J. A. (2006). Formative versus reflective
indicators in organizational measure development: A comparison and
empirical illustration. British Journal of Management, 17(4), 263—282.

Dickinson, R., & Hollander, S. C. (1991). Consumer Votes. Journal of Business
Research, 22, 335-346.

Dijkstra, T. K. (2010). Latent variables and indices: Herman Wold'’s basic design
and partial least squares. In V. E. Vinzi, W. W. Chin, J. Henseler, & H.
Wang (Eds.), Handbook of Partial Least Squares: Concepts, Methods
and Applications in Marketing and Related Fields (pp. 23—46). Berlin:
Springer.

Dillman, D. A., Phelps, G., Tortora, R., Swift, K., Kohrell , J., Berck, J., & Messer,
B. L. (2009). Response rate and measurement differences in mixed-
mode surveys using mail, telephone, interactive voice response (IVR)
and the Internet. Social Science Research, 38, 1-18.

Dubois, D., Rucker, D. D., & Galinsky, A. D. (2012). Super size me: Product size
as a signal of status. Journal of Consumer Research, 38(6), 1047—-1062.

Dunn, J. R., & Schweitzer, M. E. (2005). Feeling and believing: The influence of
emotion on trust. Journal of Personality and Social Psychology, 88(5),
736-748.

Durkheim, E. (1893/1997). The Division of Labor in Society. New York: The Free
Press.

Eggen, D., & Loeb, V. (2001, September 12). U.S. Intelligence points to Bin
Laden network. Retrieved from The Washington Post:
http://www.washingtonpost.com/wp-
dyn/content/article/2010/03/12/AR2010031201663.html

Elsergany, R. (2010, December 8). Solidarity in the Muslim community.
Retrieved from Islam Story: http://islamstory.com/en/node/27373

Emerson, R. A. (1962). Power-dependence relations. American Sociological
Review, 27(1), 31-41.

Essoo, N., & Dibb, S. (2004). Religious influences on shopping behaviour: An
exploratory study. Journal of Marketing Management, 20, 683-712.

138



Ettenson, R., & Klein, G. (2005). The fallout from French nuclear testing in the
South Pacific: A longitudinal study on consumer boycotts. International
Marketing Review, 22(2), 199-224.

Etzioni, A. (1988). The Moral Dimensions: Toward A New Economics. New York:
Free Press.

Falk, R. F., & Miller, N. B. (1992). A Primer for Soft Modelling. Akron, OH:
University of Akron Press.

Faul, F., Erdfelder, E., Lang, A. G., & Buchner, A. (2007). G* Power 3: A Flexible
Statistical Power Analysis Program for the Social, Behavioural, and
Biomedical Sciences. Behavior REsearch Methods, 39(2), 175-191.

Fischer, J. (2007). Boycott or buycott? Malay middle-class consumption post -
9/11. Ethnos: Journal of Anthropology, 72(1), 29-50.

Fiske, S. T. (1993). Controlling other people: The impact of power on
stereotyping. American Psychologist, 48(6), 621-628.

Fong, C. M., Lee, C. L., & Du, Y. (2014). Consumer animosity and foreign direct
investment: An investigation of consumer responses. International
Business Review, 24, 23-32.

Fornell, C. A., & Larcker, D. F. (1981). Evaluating Structural Equation Models
with unobservable variables and measurement errors. Journal of
Marketing Research, 18(1), 39-50.

Fornell, C., & Bookstein, F. L. (1982). Two structural equation models: LISREL
and PLS applied to consumer exit-voice theory. Journal of Marketing
Research, 19(4), 440.

Fornell, C., & Cha, J. (1994). Partial least squares, andvanced methods of
marketing research. Cambridge, England: Blackweel.

Fournier, S. (1998). Consumers and their brands: Developing relationship theory
in consumer research. Journal of Consumer Research, 24(4), 343-373.

Francois-Lecompte, A., & Valette-Florence, P. (2006). Toward a better
knowledge of the socially responsible consumer. Decisions Marketing,
41, 67-80.

French, J. R., & Raven, B. (1959). The bases of social power. In D. Cartwright
(Ed.), Studies in social power (pp. 150-167). University of Michigan:
Institute for Social Research: Ann Arbor.

Friedman, M. (1985). Consumer boycotts in the United States, 1970-1980:

Contemporary events in historical perspective. Journal of Consumer
Affairs, 12, 96-117.

139



Friedman, M. (1991). Consumer Boycotts: A Conceptual Framework and
Research Agenda. Journal of Social Issues, 47(1), 149-168.

Friedman, M. (1999). Consumer boycotts: Effecting change through the
marketplace and the media. New York: Routledge.

Galbraith, J. K. (1998). Galbraith on the continuing influence of affluence.
Human Development Report 1998. New York: Nations Development
Program.

Galinsky, A. D., Gruenfeld, D. H., & Magee, J. C. (2003). From power to action.
Journal of Personality and Social Psychology, 85(3), 453—66.

Galinsky, D. A., Rucker, D. D., & Magee, J. C. (2015). Power: Past findings,
present considerations, and future directions. In M. Mikulincer, P. R.
Shaver, J. A. Simpson, & J. F. Dovidio (Eds.), APA handbooks in
psychology. APA handbook of personality and social psychology (Vol.
10, pp. 421-460). Washington, DC, US: American Psychological
Association.

Gandhi, M. K. (1961). Social boycott. In Non-Violent Resistance (Satyagraha)
(pp. 147-149). New York: Schocken Books.

Gefen, D., Straub, D. W., & Boudreau, M. C. (2000). Structural equation
modeling and regression: Guidelines for research practice.
Communications of the Association for Information Systems, 4(7), 76.

Geisser, S. (1975). The predictive sample reuse method with applications.
Journal of the American Statistical Association, 70(350), 320-328.

Gfeller, J. D., Lynn, S. J., & Pribble, W. E. (1987). Enhancing hypnotic
susceptibility: Interpersonal and rapport factors. Journal of Personality
and Social Psychology, 52, 586-595.

Giddens, A. (1982). Profiles and Critiques in Social Theory. Berkeley and Los
Angeles: University of California Press.

Ginis, K. A., Latimer, A. E., Arbour-Nicitopoulos, K. P., Bassett, R. L., Wolfe, D.
L., & Hanna, S. E. (2011). Determinants of physical activity among
people with spinal cord injury: A test of social cognitive theory. The
Society of Behavioral Medicine, 42, 127-133.

Glickman, L. B. (2009). Buying Power: A History of Consumer Activism in
America. Chicago, IL: University of Chicago Press.

Gold, A. H., Malhotra, A., & Segars, A. H. (2001). Knowledge management: An

organizational capabilities perspective. Journal of Management
Information Systems, 18(1), 185-214.

140



Gregory, R. L. (1987). The Oxford Companion To The Mind. NY: Oxford
University Press.

Grgnmo, S., & Olander, F. (1991). Consumer power: enabling and limiting
factors. Journal of Consumer Policy, 14(2), 141-69.

Groome, D., & Dewart, H. (1999). An Introduction to Cognitive Psychology.
Hove: Psychology Press.

Grubb, E. L., & Grathwohl, H. L. (1967). Consumer self-concept, symbolism, and
market behavior: A theoretical approach. Journal of Marketing, 31(4),
22-27.

Guba, E. G., & Lincoln, Y. S. (1994). Competing paragigms in qualitative
research. In Handbook of qualitative research. Thousand Oaks,
California: Sage Publications.

Hager, W. (2006). The fallibility of empirical data and the need for controlling for
false decisions. Zeitschrift Fur Psychologie, 214, 10-23.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2010).
Multivariate Data Analysis. Prentice Hall.

Hair, J. F., Hult, G. M., Ringle, C. M., & Sarstedt, M. (2014). Primer on Partial
Least Squares Structural Equation Modeling (PLS-SEM). Thousand
Oaks: Sage.

Hair, J. F., Hult, T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial
least squares stuctural equation modeling (PLS-SEM). USA: Sage
Publications.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.
Journal of Marketing Theory and Practice, 19(2), 139-152.

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012). The use of partial
least squares structural equation modeling in strategic management
research: A review of past practices and recommendations for future
applications. Long Range Planning, 45(5-6), 320-340.

Hair, J., Bush, R., & Ortinau, D. (2009). Marketing Research. New York:
McGraw-Hills Ltd.

Hamilton, D., & Tilman, R. (1983). Conspicuous consumption: A study of
exceptional consumer behavior. Journal of Economic Issues, 17(3),
791-799.

Hawkins, R. A. (2010). Boycotts, buycotts and consumer activism in A global
context: An overview. Management & Organizational History, 5(2), 123—
143.

141



Hechter, M. (1988). Principles of Group Solidarity. California: University of
California Press.

Hefferline, R. F., Keenan, B., & Harford, R. A. (1958). Escape and avoidance
conditioning in human subjects without their observation of the
response. Science, 130, 1338-1339.

Heisley, D., & Cours, D. (2007). Connectedness and worthiness for the
embedded self: A material culture perspective. Consumption, Markets
and Culture, 10(4), 425-450.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing
discriminant validity in variance-based structural equation modeling.
Journal of the Academy of Marketing Sciences, 43(1), 115-135.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least
squares path modeling in international marketing. Advances in
international marketing, 20, 277-319.

Hertzog, M. A. (2008). Considerations in determining sample size for pilot
studies. Research in Nursing and Health, 31(2), 180-191.

Heslop, L., Lu, I. R., & Cray, D. (2006). Reaching new heights after falling to the
depths: Recovering from A country image faux pas. Administrative
Sciences Association of Canada (ASAC). Banff, Canada.

Higgins, E. T. (1997). Beyond pleasure and pain. American Psychologist, 55,
1217-1233.

Higgins, E. T. (1998). Promotion and prevention: Regulatory focus as a
motivational principle. In M. Zanna (Ed.), Advances In Experimental
Social Psychology (Vol. 30, pp. 1-46). San Diego, CA: Academic Press.

Higgins, E., Friedman, R., Harlow, R., Idson, L., Ayduk, O., & Taylor, A. (2000).
Achievement orientations from subjective histories of success:
Promotion pride versus prevention pride. European Journal of Social
Psychology, 30, 1-23.

Hildebrand, G. H. (1951). Consumer sovereignty in modern times. American
Economic Review, 41(2), 19-33.

Hofer, B. K. (2001). Personal epistemology research: Implications for learning
and teaching. Educational Psychology Review, 13, 352—-383.

Hoffmann, S. (2011). Anti-Consumption as a Means to Save Jobs. European
Journal of Marketing, 45(11/12), 1702-1714.

142



Hoffmann, S., Mai, R., & Smirnova, M. (2011). Development and validatio of
cross-nationally stable scale of consumer animosity. Journal of
Marketing Theory and Practice, 19(2), 235-252.

Holland, M. (1975). The Duties of Brotherhood in Islam. London: The Islamic
Foundation.

Horkheimer, M., & Adorno, T. (1993). Dialectic of Enlightenment. NY:
Continuum.

Hu, L., & Bentler, P. M. (1999). Cut off criteria for fit indexes in covariance
structure analysis: Conventional criteria versus new alternatives.
Structural Equation Modeling: A Multidisciplinary Journal, 6(1), 1-55.

Huang, Y. A., Phau, I, & Lin, C. (2010). Consumer animosity, economic
hardship, and normative influence. European Journal of Marketing,
44(7/8), 909-937.

Huber, F., Herrmann, A., Meyer, F., Vogel, J., & Vollhardt, K. (2007).
Kausalmodellierung mit Partial Least Squares. Eine
anwendungsorientierte Einfihrung, Wiesbaden: Gabler.

Hutter, K., & Hoffmann, S. (2013). Carrotmob and anti-consumption: Same
motives but different willingness to make sacrifices? Journal of
Macromarketing, 33(3), 217-231.

Idson, L., Liberman, N., & Higgins, E. (2000). Distinguishing gains from non-
losses and losses from non-gains: A regulatory focus perspective on
hedonic intensity. Journal of Experimental Social Psychology, 36, 252—
274.

Innes, R. (2006). A theory of consumer boycotts under symmetric information
and imperfect competition. The Economic Journal, 116, 355-381.

Jarvis, C., MacKenzie, S. B., & Podsakoff, P. M. (2003). A critical review of
construct indicators and measurement model misspecification in
marketing and consumer research. Journal of Consumer Research,
30(2), 199-218.

Jeong, I. C. (2007). Fundamental of development administration. Selangor:
Scholar Press.

Jeong, I. C., & Nawi, N. F. (2007). Principles of public administration: An
introduction. Kuala Lumpur: Karisma Publications.

Jiang, Y. W., Zhan, L. J., & Rucker, D. D. (2014). Power and action orientation:

Power as a catalyst for consumer switching behavior. Journal of
Consumer Research, 41, 183-196.

143



Jimenez, N., & Martin, S. (2010). The role of country of origin, ethnocentrism
and animosity in promoting consumer trust. The moderating role of
familiarity. International Business Review, 19(1), 34—45.

John, A., & Klein, J. (2003). The boycott puzzle: Consumer motivations for
purchase sacrifice. Management Science, 49(9), 1196-1209.

Jung, K., Ang, S. H., Leong, S., Tan, J., Porpitakpan, C., & Kau, A. (2002). A
typology of animosity and its cross-national validation. Journal of Cross-
Cultural Psychology, 33(6), 529-539.

Kahneman, D. (2003). A perspective on judgment and choice. American
Psychologist, 58, 697—-720.

Kamarudin, R. P. (2012, July 9). Malaysian Chinese boycotting bread
manufactured by Gardenia because the company owned by Tan Sir
Syed Moktar. Retrieved from Kuala Lumpur Post:
http://www.kualalumpurpost.net/malaysian-chinese-are-boycotting-
bread-manufactured-by-gardenia-because-the-company-tan-sri-syed-
mokhtar/

Kiefer, T. (2005). Feeling bad: Antecedents and consequences of negative
emotions in ongoing change. Journal of Organizational Behaviour,
26(8), 875-897.

King, S. B. (2009). Socially Engaged Buddhism. Honolulu: University of Hawaii
Press.

Klein, J. G., Ettenson, R., & Morris, M. D. (1998). The animosity model of foreign
product purchase: An empirical test in the people’s Republic of China.
Journal of Marketing, 62(1), 89-100.

Klein, J., Smith, N., & John, A. (2002). Exploring motivations for participation in
A consumer boycott. In S. Broniarczyk, & K. Nakamoto (Eds.), Advances
in Consumer Research (Vol. 29, pp. 363-369). Provo, Utah, Association
for Consumer Research.

Klein, J., Smith, N., & John, A. (2004). Why we boycott: Consumer motivations
for boycott participation. Journal of Marketing, 68(3), 92-109.

Kline, R. B. (2011). Principles and Practice of Structural Equation Modeling (3rd
ed.). New York: Guilford Press.

Kock, N., & Lynn, G. S. (2012). Lateral collinearity and misleading results in

variance-based SEM: An illustration and recommendations. Journal of
the Association for Information Systems, 13(7), 546-580.

144



Koku, P. S. (2012). On the effectiveness of consumer boycotts organized
through the internet: The market model. Journal of Services Marketing,
26(1), 20-26.

Koku, P. S., Akhigbe, A., & Springer, T. M. (1997). The financial impact of
boycotts and threats of boycott. Journal of Business Research, 40(1),
15-20.

Komter, A. (2010). Solidarity. In H. Anheier, & S. Toepler (Eds.), International
Encyclopedia of Civil Society (pp. 1460-1464). Springer Science &
Business Media. doi:10.1007/978-0-387-93996-4

Korthals, M. (2001). Taking consumers seriously: Two concepts of consumer
sovereignty. Journal of Agricultural and Environmental Ethics, 14, 201-
215.

Kozinets, R. V. (1999). E-tribalized marketing? The strategic implications of
virtual communities of consumption. European Management Journal,
17(3), 252-64.

Kozinets, R. V., & Handelman, J. (1998). Ensouling Consumption: A
Netnographic Exploration of the Meaning of Boycotting Behavior.
Advances in Consumer Research, 25(1), 475-480.

Krishnamurthy, S. (2001). Person-to-person marketing: the emergence of the
new consumer web. Quarterly Journal of Electronic Commerce, 2(2),
123-138.

Krosnick, J. A., & Presser, S. (2010). Question and Questionnaire Design. In P.
V. Marsden, & J. D. Wright, Handbook of Survey Research (2nd ed., pp.
263-313). United Kingdom: Emerald Group Publishing Limited.

Kucuk, S. U., & Krishnamurthy, S. (2007). An analysis of consumer power on
the Internet. Technovation, 27, 47-56.

Labrecque, L. I., vor dem Esche, J., Mathwick, C., Novak, T. P., & Hofacker, C.
F. (2013). Consumer power: Evolution in the digital age. Journal of
Interactive Marketing, 27, 257-269.

Lackey, N. R., & Wingate, A. L. (1988). The pilot study: One key to research
success. In P. J. Brink, & M. J. Wood (Eds.), Advance design in nursign
research (2nd ed.). Thousand Oak: Sage Publications.

Lai, M.-K., & Aritejo, B. A. (2010). Anti-Consumption and Consumer Resistance:
A Conceptualual Overview. ICAR/NCARE Symposium. Marseilles.

Lammers, J., Stoker, J. L., & Stapel, D. A. (2009). Differentiating social and
personal power: Opposite effects on stereotyping, but parallel effects on

145



behavioral approach tendencies. Psychological Science, 20(12), 1543—
1549,

Langer, E. J. (1978). Rethinking the role of thought in social interaction. In J. H.
Harvey, W. Ickes, & R. F. Kidd (Eds.), New Directions In Attribution
Research (Vol. 2, pp. 35-58). Hillsdale, NJ: Erlbaum.

Latane, B., Nida, S., & Wilson, D. (1981). The Effect of Group Size on Helping
Behavior. (J. P. Rushton, & R. M. Sorrentino, Eds.) Hillsdale, New
Jersey: Erlbaum.

Lau, T. C. (2010). Towards socially responsible consumption: An evaluation of
religiosity and money ethics. International Journal of Trade, Economics
and Finance, 1(1), 32.

Lee, A., & Aaker, J. (2004). Bringing the frame into focus: The influence of
regulatory fit on processing fluency and persuasion. Journal of
Personality and Social Psychology, 86, 205-218.

Leeson, G. W. (2016). Familial solidarity and orientation and life enjoyment in
later life, in urban areas of Malaysia, the Philippines and Singapore.
Families, Relationships and Societies, 5(1), 59-77.

Leifer, M. (1995). Dictionary of the Modern Politics of South-East Asia.
London/New York: Routledge.

Leong, T. (2014, May 29). Malaysia Muslim groups call for boycott of Cadbury,
Mondelez Foods after pork traces. Retrieved from Reuters:
http://www.reuters.com/article/2014/05/29/us-malaysia-cadbury-
idUSKBNOE90R0O20140529

Lerner, A. P. (1972). The economics and politics of consumer sovereignty. The
American Economic Review, 62(1/2), 258-266.

Levine, R., Locke, C., Searls, D., & Weinberger, D. (2000). The Cluetrain
Manifesto: The End of Business as Usual. New York: Perseus Books.

Levy, S. (1999). Brands, Consumers, Symbols and Research: Sidney J. Levy on
Marketing. (D. W. Rook, Ed.) Thousand Oaks, CA: Sage.

Lim, J. (2015, October 26). This CEO's sincere response to a complaint is a
perfect example of good crisis management. Retrieved from Says:
http://www.says.com/my/news/farm-fresh-crisis-management

Linklater, A. (2007). Towards a sociology of global morals with an “emancipatory
intent”. In N. Rengger, & B. Thirkell-White (Eds.), Critical International
Relations Theory after 25 Years. Cambridge: Cambridge University
Press.

146



Little, J. P., & Singh, N. (2015). Decontextualizing consumer animosity. Journal
of Global Marketing, 28(2), 83-98.

Locke, K. D. (2003). Status and solidarity in social comparison: Agentic and
communal values and vertical and horizontal directions. Journal of
Personality and Social Psychology, 84, 619-631.

Lowenstein, G. (2001). The creative destruction of decision research. Journal of
Consumer Research, 28, 499-505.

Lowry, P. B., & Gaskin, J. (2014). Partial least squares (PLS) structural equation
modeling (SEM) for building testing behavioral causal theory: When to
choose it and how to use it. Professional Communication, IEEE
Transactions, 57(2), 123-146.

Luszczynska, A., & Schwarzer, R. (2005). Social cognitive theory. In M. Conner,
& P. Norman (Eds.), Predicting Health Behaviour: Research and
Practice with Social Cognition Models (pp. 127-169). Glasgow: Open
University Press.

MacDonald, P., Kelly, S., & Christen, S. (2014). A path model of workplace
solidarity, satisfaction, burnout, and motivation. International Journal of
Business Communication, 1-19.

Mackinnon, D. P., Fairchild, A. J., & Fritz, M. S. (2007). Mediation analysis.
Annual Review of Psychology, 58, 593-614.

Magee, J. C., & Galinsky, A. D. (2008). The self-reinforcing nature of social
hierarchy: Origins and consequences of power and status. Personality
and Social Psychology Bulletin, 33(2), 200-212.

Magee, J. C., Galinsky, A. D., & Gruenfeld, D. H. (2007). Power, propensity to
negotiate, and moving first in competitive interactions. Personality and
Social Psychology Bulletin, 33(2), 200-212.

Makarem, S. C., & Jae, H. (2016). Consumer Boycott Behavior: An Exploratory
Analysis of Twitter Feeds. The Journal of Consumer Affairs, 50(1), 193—
223.

Malhotra, M. (1998). An assessment of survey research in POM: From
constructs to theory. Journal of Operationns Management, 16(4), 407-
425,

Marcoulides, G. A., Chin, W. W., & Saunders, C. (2009). A critical look at partial
least squares modeling. MIS, 33(1), 171-175.

Marcuse, H. (1991). One Dimensional Man. London: Abacus.

147



Martineau, P. (1958). The personality of the retail store. Harvard Business
Review, 36(1), 47-55.

Mayhew, L. (1971). Society: Institutions and Activity. New York: Columbia
University Press.

McKean, J. (1999). Information Masters: Secrets of the Customer Race. New
York: John Wiley.

Meyvis, T., & Van Osselaer, S. M. (2018). Increasing the Power of Your Study
by Increasing the Effect Size. Journal of Consumer Research, 44(5),
1157-1173.

Midlarsky, E. (1984). Competence and helping: Notes toward a model. In E.
Staub, D. Bar-Tal, J. Karylowski, & J. Reykowski (Eds.), Development
and Maintenance of Prosocial Behavior (pp. 291-308). New York:
Plenum.

Miles, J. A. (2012). Social cognitive theory. In Management and Organization
Theory: A Jossey-Bass Reader (pp. 257-263). San Francisco: Jossey-
Bass.

Moital, M. L. (2007). An evaluation of the factors influencing the adoption of e-
commerce in the purchasing of leisure travel by the residents of Cascais,
Portugal. In: Bournemouth University.

Monga, A., & Zhu, R. (2005). Buyers versus sellers: How they differ in their
responses to framed outcomes. Journal of Consumer Psychology, 15,
325-333.

Muis, K. R. (2004). Personal epistemology and mathematics: A critical review
and synthesis of research. Review of Educational Research, 74, 317—
377.

Mullins, P. R. (1999). Race and Affluence: An Archaeology of African American
and Consumer Culture. New York: Kluwer Academic/Plenum.

Murray, J. B., & Ozanne, J. |. (1991). The critical imagination: emancipatory
interests in consumer research. Journal of Consumer Research, 18(2),
129-44.

Murray, J. B., Ozanne, J. |., & Shapiro, J. M. (1994). Revitalizing the critical
imagination: unleashing the crouching tiger. Journal of Consumer
Research, 21, 516-25.

Neuman, W. L. (2006). Social Research Methods: Qualitative and Quantitative
Approaches. Toronto: Pearson.

148



Ng, E. (2014, March 9). Pakatan Rakyat to make history with boycott of
parliament meeting. Retrieved from The Malaysian Insider:
http://www.themalaysianinsider.com/malaysia/article/pakatan-rakyat-
to-make-history-with-boycott-of-parliament-meeting

Nieswiadomy, R. M. (2002). Foundations of nursing research (4th ed.). New
Jersey: Pearson Education, Inc.

Nietzsche, F. (1883). Also Sprach Zarathustra. Chemnitz: Ernst Schmeitzner.

Nijssen, E. J., & Douglas, S. P. (2004). Examining the animosity model in a
country with a high level of foreign trade. International Journal of
Research in Marketing, 21(1), 23-38.

Nijssen, E. J., Douglas, S. P., Bressers, P., & Nobel, A. (1999). Attitudes towards
the purchase of foreign products: Extending the model. AM-AMA Global
Marketing SIG Conference. Stirling.

Nisbett, R. E., & Wilson, T. D. (1977). Telling more than we can know: Verbal
reports on mental process. Psychological Review, 84, 231-259.

Norris, P. (1999). Critical Citizens. Oxford: Oxford University Press.

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (Vol. 3). New
York: McGraw Hill.

O’Cass, A., & Frost, H. (2002). Status brands: Examining the effects of non-
product-related brand associations on status and conspicuous
consumption. Journal of Product & Brand Management, 11(2), 67-88.

Oorschot, W. v. (2014). Solidarity. In A. C. Michalos (Ed.), Encyclopedia of
Quality of Life and Well-Being Research (pp. 6216-6218). Dordrecht,
Netherlands: Springer.

Ozanne, J. L., & Murray, J. B. (1995). Uniting critical theory and public policy to
create the reflexively defiant consumer. American Behavioral Scientist,
14(6), 516-28.

Pallant, J. (2013). SPSS survival manual: A step by step guide to data analysis
using IBM SPSS (5th ed.). New York: McGraw-Hills Ltd.

Pastor, R. (1999). The role of electoral administration in democratic transitions:
Implications for policy and research. Democratization, 6(4), 1-27.

Patterson, B. R. (1995). Communication network activity: Network attributes of
the young and elderly. Communication Quarterly, 43, 155-166.

149



Paulus, I. (1987). Sollicitudo rei socialis. Vatican: Libreria Editrice Vaticana.
Retrieved from Vatican.

Penazola, L., & Price, L. (1993). Consumer resistance: A conceptual overview.
(L. McAlister, & M. Rothschild, Eds.) Association for Consumer
Research, 123-128.

Peterson, R. A., & Jolibert, A. J. (1995). A meta-analysis of country of origin
effects. Journal of International Business Studies, 26(4), 883-900.

Petter, S., Straub, D., & Rai, A. (2007). Specifying formative constructs in
information systems research. MIS Quarterly, 31(4), 623-656.

Pezzullo, P. C. (2011). Contextualizing boycotts and buycotts: The impure
politics of consumer-based advocacy in an age of global ecological
crises. Communication and Critical/Cultural Studies, 8(2), 124-145.

Piaw, C. Y. (2006). Asas Statistik Penyelidikan. Malaysia: McGraw-Hill
(Malaysia) Sdn. Bhd.

Piron, F. (2000). Consumers’ perceptions of the country-of-origin effect on
purchasing intentions of (in) conspicuous products. Journal of
Consumer Marketing, 17(4/5), 308.

Pitt, L. F., Berthon, P. R., Watson, T. R., & Zinkhan, G. (2002). The internet and
the birth of real consumer power. Business Horizons, 45/6, 7-14.

Podoshen, J. S., & Andrzejewski, S. A. (2012). An examination of the
relationships between materialism, conspicuous consumption, impulse
buying, and brand loyalty. Journal of Marketing Theory and Practice,
20(3), 319-334.

Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research:
Problems and prospects. Journal of Management, 12, 69-82.

Podsakoff, P. M., MacKenzie, S. M., Lee, J., & Podsakoff, N. P. (2003). Common
method variance in behavioral research: A critical review of the literature
and recommended remedies. Journal of Applied Psychology, 88, 879-
903.

Population Quick Info. (2018). Retrieved from Department of Statistics,
Malaysia:
http://pqi.stats.gov.my/result.php?token=abaad6e6fdd093958fb7a1fea
215e847

Port, O. (1999). Customers Move into the Driver's Seat. Business Week, 4, 58—
60.

150



Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models.
Behaviour Research Methods, 40(3), 879-891.

Pruitt, S. W., & Friedman, M. (1986). Determining the effectiveness of consumer
boycotts: A stock price analysis of their impact on corporate targets.
Journal of Consumer Policy, 9(4), 375-388.

Putnam, T., & Muck, T. (1991). Wielding the boycott weapon for social change.
Business and Society Review, 78, 2, 5-8.

Quazi, A., Amran, A., & Nejati, M. (2016). Conceptualizing and measuring
consumer social responsibility: A neglected aspect of consumer
research. International Journal of Consumer Studies, 40, 48-56.

Radosevich, M. (2014, August 11). Nichiren Buddhism: Compassion as a
solidarity of the heart. Retrieved from Marcia Radosevich:
http://marciaradosevichkarma.com/nichiren-buddhism-compassion-as-
a-solidarity-of-the-heart/

Ramayah, T., Cheah, J., Chuah, F., Ting, H., & Memon, M. A. (2018).
Assessment of Structural Model. In Partial Least Squares Strutural
Equation Modeling (PLS-SEM) using SmartPLS 3.0: An updated and
practical duide to statistical analysis (2nd ed., pp. 141-180). Kuala
Lumpur: Pearson.

Ratzinger, J. (. (2009). Charity in truth. San Francisco: Ignatius Press.

(2016). Report on Household Expenditure. Putrajaya: Department of Statistics
Malaysia.

Reynolds, N., & Diamantopoulus, A. (1998). The effect of pretest method on
error detection rates: Experimental evidence. European Journal of
Marketing, 32(5/6), 480-498.

Rezabakhsh, B., Bornemann, D., Hansen, U., & Schrader, U. (2006). Consumer
power: A comparison of the old economy and the internet economy.
Journal of Consumer Policy, 29, 3-36.

Richins, M. L. (1994a). Special possessions and the expression of material
values. Journal of Consumer Research, 522-533.

Richins, M. L. (1994b). Valuing things: The public and private meanings of
possessions. Journal of Consumer Research, 504-521.

Riefler, P., & Diamantopoulos, A. (2007). Consumer animosity: A literature

review and a reconsideration of its measurement. International
Marketing Review, 24(1), 87-119.

151



Rigdon, E. E. (1998). Structural equation modeling. In G. A. Marcoulides (Ed.),
Modern Methods for Business Research (pp. 251-294). Mahwah:
Erlbaum.

Rodin, D., & Yudkin, M. (2011). Academic boycotts. The Journal of Political
Philosophy, 19(4), 465-485.

Rose, M., Rose, G. M., & Shoham, A. (2009). The impact of consumer animosity
on attitudes towards foreign goods: A study of Jewish and Arab Israelis.
Journal of Consumer Marketing, 26(5), 330-339.

Rouse, A. C., & Corbitt, B. (2008). There's a SEM and "SEM": A critique of the
use of PLS regression in information systems research. 19th
Australasian Conference on Information Systems, (pp. 845-855).

Roux, D. (2007). Consumer resistance: Proposal for an integrative framework.
Recherche et Applications en Marketing, 22, 4, 59-80.

Rucker, D. D., & Galinsky, D. A. (2016). The Agentic-Communal Model of Power:
Implications for consumer behavior. Current Opinion in Psychology, 10,
1-5.

Rucker, D. D., Dubois, D., & Galinsky, A. D. (2011). Power Drives Consumer
Spending on Self versus Others. Journal of Consumer Research, 37(6),
1015-1029.

Rucker, D. D., Galinsky, A. D., & Dubois, D. (2012). Power and consumer
behavior: How power shapes who and what consumers value. Journal
of Consumer Psychology, 22, 352-368.

Rucker, D. D., Hu, M., & Galinsky, A. D. (2014). The experience versus the
expectations of power: A recipe for altering the effects of power on
behavior. J Consum Res, 41, 381-396.

Rucker, D. K., Galinsky, A. D., & Dubois, D. (2011). Generous paupers and
stingy princes: Power drives consumer spending on self versus others.
Journal of Consumer Research, 37(6), 1015-29.

Rucker, D., & Galinsky, A. (2007). Desire to acquire: Powerlessness and
compensatory consumption. Journal of Consumer Research, 2, 257—
267.

Salant, P., & Dillman, D. A. (1994). How to Conduct Your Own Survey. New
York: John Wiley & Sons.

Sali, G. (2005). Il contenuto sociale dei prodotti: prodotti etici e grande
distribuzione [The social content of products: Ethical products and large
distribution]. In D. Casati, & G. Sali, Il contenuto sociale dei prodotti:
indagine sul consumo Responsabile [The social content of the products:

152



Investigation of responsible consumption] (p. 192). Milan: Franco Angeli
Milano.

Sandikcl, O., & Ekici, A. (2009). Politically motivated brand rejection. Journal of
Business Research, 62(2), 208-217.

Saraph, J. V., Benson, P. G., & Schroeder, R. G. (1989). An instrument for
measuring the critical factors of quality management. Decision
Sciences, 20(4), 810-829.

Sarstedt, M., & Mooi, E. (2014). A Concise Guide to Market Research. The
Process, Data, and Methods Using IBM SPSS Statistics (2nd ed., Vol.
2). New York: Springer.

Sarstedt, M., Wilczynski, P., & Melewar, T. C. (2013). Measuring reputation in
global markets - A comparison of reputation measures' convergent and
criterion validities. Journal of World Business, 48(3), 329-339.

Sassatelli, R. (2015). Consumer culture, sustainability and a new vision of
consumer sovereignty. Journal of the European Society for Rural
Sociology, 55(4), 483-496.

Saving, J. L. (2006). Consumer sovereignty in the modern global era. Journal of
Private Enteiprise, 22(1), 107-119.

Schifani, G., & Migliore, G. (2001). Solidarity Purchase Groups and the new
critical and ethical consumer trends: First results of a direct study in
Sicily. New Medit, 10(3), 26-33.

Scholz, S. J. (2011). Solidarity. In D. Chatterjee (Ed.), Encyclopedia of Global
Justice. Villanova: Springer.

Schroeder, J. E. (2000). The consumer in society: Utopian visions revisited.
Marketing Intelligence & Planning, 18(6/7), 381-387.

Schwartz, S. H. (1977). Normative influences on altruism. In L. Berkowitz,
Advances in Experimental Social Psychology (Vol. 10). New York:
Academic Press.

Schwartz, S. H., Cieciuch, J., Vecchione, M., Davidov, E., Fischer, R., Beierlein,
C.,...Konty, M. (2012). Refining the Theory of Basic Individual Values.
Journal of Personality and Social Psychology, 103(4), 663-88.

Schwarzkopf, S. (2011). The Political Theology of Consumer Sovereignty
Towards an Ontology of Consumer Society. Theory, Culture & Society,
28(3), 106-129.

Scitovsky, T. (1962). On the principle of consumers' sovereignty. The American
Economic Review, 52(2), 262-268.

153



Sekaran, U., & Bougie, R. (2013). Research Methods for Business. In Research
methods for business (p. 436).

Sen, S., Gurhan-Canli, Z., & Morwitz, V. (2001). Withholding consumption: A
social dilemma perspective on consumer boycotts. Journal of Consumer
Research, 28(3), 399-417.

Shebil, S. A, Rasheed, A. A., & Al-shammari, H. (2011). Coping with boycotts:
An analysis and framework. Journal of Management & Organization, 17,
383-397.

Shimp, T. A., Dunn, T. H., & Klein, J. G. (2004). Remnants of the U.S. Civil War
and Modern Consumer Behavior. Psychol. Mark, 21(2), 75-91.

Shin, M. (2001). The animosity model of foreign product purchase revisited:
Does it work in Korea? Journal of Empirical Generalisations in Marketing
Science, 6(1), 6-14.

Shipman, A. (2001). Privatized production, socialized consumption? Old
producer power behind the new consumer sovereignty. Review of Social
Economy, 59(3), 331-52.

Shukla, P. (2008). Conspicuous consumption among middle age consumers:
Psychological and brand antecedents. Journal of Product and Brand
Management, 17(1), 25—-36.

Simonson, I. (2005). In defence of consciousness: The role of conscious and
unconscious inputs in consumer choice. Journal of Consumer
Psychology, 15(3), 211-217.

Singh, J. (1988). Consumer Complaint Intentions and Behavior: Definitional and
Taxonomical Issues. Journal of Marketing, 53, 93—-107.

Sirgy, M. J., & Su, C. (2000). The ethics of consumer sovereignty in an age of
high tech. Journal of Business Ethics, 28(1), 1-14.

Sivanathan, N., & Pettit, N. C. (2010). Protecting the self through consumption:
Status goods as affirmation commodities. Journal of Experimental
Social Psychology, 46(3), 564-570.

Smith, 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. (1990). Morality and the Market: Consumer Pressure for Corporate
Accountability. London: Routledge.

Smith, N. C. (1987). Consumer boycotts and consumer sovereignty. European
Journal of Marketing, 21(5), 7-19.

154



Smith, N. C. (2005). Consumer activism: Boycotts, brands and marketing
communications. In G. Menon, & A. R. Rao (Eds.), Advances in
Consumer Research (Vol. 32, pp. 494-494). Duluth, MN: Association for
Consumer Research.

Sohail, M. S., & Opoku, R. A. (2015). Applying the animosity model in foreign
product purchases: Evidence from an emerging nation. Journal of
International Consumer Marketing, 1—-14.

Sosik, J. J., Kahai, S. S., & Piovoso, M. J. (2009). Silver bullet or voodoo
statistics?: A primer for using the partial least squares data analytic
technique in group and organization research. Group & Organization
Management, 34(1), 5-36.

Souiden, N., M'Saad, B., & Pons, F. (2011). A cross cultural analysis of
consumers conspicuous consumption of branded fashion accessories.
Journal of International Consumer Marketing, 23(5), 329-343.

Spar, D., & La Mure, L. (2003). The power of activism: Assessing the impact of
NGOs on global business. California Management Review, 45(3), 78—
101.

Stone, D. (1989). Causal stories and the formation of policy agendas. Political
Science Quarterly, 104(2), 281-300.

Stone, M. (1974). Cross-validatory choice and assessment of statistical
predictions. Journal of Royal Statistical Society, 36, 111-147.

Sullivan, J. C., & Feinn, R. (2012). Using effect size - or why the p value is not
enough. Journal of Graduate Medical Education, 4(3), 279-82.

Su-Lyn, B. (2015, July 14). Low Yat was about racism, deal with it. Retrieved
from Malay Mail Online:
http://www.themalaymailonline.com/opinion/boo-su-lyn/article/low-yat-
was-about-racism-deal-with-it

Tabassi, S., Esmaeilzadeh, P., & Sambasivan, M. (2012). The role of animosity,
religiosity and ethnocentrism on consumer purchase intention: A study
in Malaysia toward European brands. African Journal of Business
Management, 6(23), 6890-6902.

Tayie, S. (2005). Research Methods and Writing Reseach Proposal (1st ed.).
Cairo: CAPSCU.

The Star Online. (2017, Dec 10). Retrieved from https://www.thestar.com.my/:
https://www.thestar.com.my/news/nation/2017/12/10/mcdonalds-
malaysia-denies-claims-of-funding-israel/

155



Thibaut, J. W., & Kelley, H. H. (1959). The Social Psychology of Groups. New
York: John Wiley.

Thompson, C. J. (2003). Postmodern consumer goals made easy!!l! In S.
Ratneshwar, D. G. Mick, & C. Huffman, The why of consumption:
Contemporary perspectives on consumer motives goals, and desires
(pp. 120-139). Routledge, London, New York.

Thomson, G. (1968). Consumer Sovereignty. (Encyclopedia.com) Retrieved
March 30, 2016, from International Encyclopedia of the Social Sciences:
http://www.encyclopedia.com/doc/1G2-3045000245.html

Turck, N. (1977). The Arab boycott of Israel. Foreign Affairs, 55(2), 472-493.

Turner, B. S., & Rojek, C. (2001). Society and Culture: Principles of Scarcity and
Solidarity. London: SAGE Publications.

Urbach, N., & Ahlemann, F. (2010). Structural equation modeling in information
systems research using partial least squares. Journal of Information
Technology Theory and Application, 11(2), 5-40.

Veblen, T. (1899). The Theory of the Leisure Class. New York: Penguin.

Verdon, M. (1981). Kinship, marriage and the family: An operational approach.
American Journal of Sociology, 86(4), 796-818.

Vigneron, F., & Johnson, L. W. (2004). Measuring perceptions of brand luxury.
Journal of Brand Management, 11(6), 484-506.

Wahab, A. (2014, July 21). Why 'boycott Israel' needs to happen now. Retrieved
from Malaysian Digest:
http://www.malaysiandigest.com/features/509889-why-boycott-israel-
needs-to-happen-now.htmi

Ward, E. (2013). Human suffering and the quest for cosmopolitan solidarity: A
buddhist perspective. Journal of International Political Theory, 9(2),
136-154.

Wathieu, L., Benner, L., Carmon, Z., Chattopadhyay, A., Wertenbroch, K,
Drolet, A., . . . Wu, G. (2002). Consumer control and empowerment: A
primer. Marketing Letters, 13(3), 297-305.

Werts, C. E., Linn, R. L., & Joreskog, K. G. (1974). Intraclass reliability estimates:
Testing structural assumptions. Educational and Psychological
Measurement, 34(1), 25-33.

Wetzels, M., Odekerken-Schroder, G., & van Oppen, C. (2009). Using PLS path

modeling for assessing hierarchical construct model: Guidelines and
empirical illustration. MIS Quarterly, 33(1), 177-195.

156



Wheeless, L. R. (1976). Self-disclosure and interpersonal solidarity:
Measurement, validation, and relationships. Human Communication
Research, 3(1), 47-61.

Wheeless, L. R. (1978). A follow-up study of the relationships among trust,
disclosure, and interpersonal solidarity. Human Communication
Research, 4, 143-157.

Wheeless, L. R., Wheeless, V. R., & Baus, R. (1984). Sexual communication,
communication satisfaction, and solidarity in the developmental stages
of intimate relationships. The Western Journal of Speech
Communication, 48, 217-230.

Wiggins, J. S. (1991). Agency and communion as conceptual coordinates for the
understanding and measurement of interpersonal behavior. In W. M.
Grove, & D. Ciccetti (Eds.), Thinking clearly about psychology:
Personality and psychopathology, (Vol. 2, pp. 89-113). Minneapolis:
University of Minneapolis Press.

Williams, R. (1976). Keywords: A vocabulary of culture and society. London:
Fontana/Croon Helm.

Withnall, A. (2015, August 17). Osama Bin Laden issued a chilling pre-warning
of 9/11 attack 'plan’, Al-Qaeda audio tapes reveal. Retrieved from
Independent:
http://www.independent.co.uk/news/world/americas/osama-bin-laden-
issued-a-chilling-pre-warning-of-911-attack-plan-al-qaeda-audio-tapes-
reveal-10459142.html

Wold, H. (1982). Soft modeling: The basic design and some extensions. In K. G.
Joreskog, & H. Wold (Eds.), Systems Under Indirect Observations: Part
Il (pp. 1-54). Amsterdam: North-Holland.

Wolman, L. (1916). The Boycott In American Trade Unions. Baltimore, MD: The
Johns Hopkins Press.

Wong, N. (1997). Suppose you own the world and no one knows? Conspicuous
consumption, materialism and self. In M. Brucks, & D. J. Maclnnis
(Eds.), Advances in Consumer Research (Vol. 24, pp. 197-203). Ann
Arbor: Association for Consumer Research.

Wood, R., & Bandura, A. (1989). Social cognitive theory of organizational
management. Academy of Management Review, 14, 361-384.

Wuthnow, R. (1994). God and Mammon in America. New York: The Free Press.
Yin, R. K. (2003). Case Study Research: Design and Methods. In Essential guide

to qualitative methods in organizational research (Vol. 5 ed.). Thousand
Oak: Sage Publications.

157



Yiu, D., & Makino, S. (2002). The choice between joint venture and wholly owned
subsidiary: An institutional perspective. Organization Science, 13(6),
667—683.

Yuksel, U. (2013). Non-participation in Anti-Consumption: Consumer
Reluctance to Boycott. Journal of Macromarketing, 33(3), 204-216.

Yuksel, U., & Mryteza, V. (2009). An Evaluation of Strategic Responses to
Consumer Boycotts. Journal of Business Research, 62(2), 248-259.

Zhang, Y. (1996). Chinese consumers’ evaluation of foreign products: The
influence of culture, product types, and product presentation format.
European Journal of Marketing, 30(12), 50.

Zikmund, Babin, Carr, & Griffin. (2012). Business Research Methods (9th ed.).
(M. Fisher, Ed.) Canada: Cengage Learning.

Zurairi, A. R. (2014, August 26). Malay Mail. Retrieved from
https://www.malaymail.com:
https://www.malaymail.com/news/malaysia/2014/08/26/misguided-
boycott-hurts-malaysians-more-than-israel-linked-targets-brands-
s/733619

158



BIODATA OF STUDENT

Raimi Nur Hakimi binti Mohamed Ghazali is a student at the Faculty of
Economics and Management in Universiti Putra Malaysia (UPM). She obtained
her Diploma in Business Administration from Kuala Lumpur Infrastructure
University College (KLIUC) and Bachelor Degree in Marketing from Universiti
Sains Malaysia (USM). While completing her Master of Science (MSc), she has
participated to be the organising committee member of Three-Minute Thesis
competition held by the faculty, the seminar program, the Meet and Greet
session, and several other programs held by the faculty. Her research interest
is in marketing and management, and she specialises in consumer behaviour.

170



PUBLICATION

Hakimi, R. N., and Teoh, K. G. C. (2016). An overview of country of origin and
its implication for Malaysian consumers. International Journal of
Accounting, Business and Management. 4(2), 1-8. [Citation Indexed
Journal]

171



= lulpm

UNIVERSITI PUTRA MALAYSIA
(BERILMU BERBAKT))

N7

UNIVERSITI PUTRA MALAYSIA

STATUS CONFIRMATION FOR THESIS / PROJECT REPORT AND COPYRIGHT
ACADEMIC SESSION : Second Semester 2018/2019

TITLE OF THESIS / PROJECT REPORT :

CONSUMER ANIMOSITY, CONSPICUOUS CONSUMPTION AND SOLIDARITY AS
ANTECEDENTS OF BOYCOTT IN MALAYSIA

NAME OF STUDENT: RAIMI NUR HAKIMI BINTI MOHAMED GHAZALI

| acknowledge that the copyright and other intellectual property in the thesis/project report
belonged to Universiti Putra Malaysia and | agree to allow this thesis/project report to be
placed at the library under the following terms:

1. This thesis/project report is the property of Universiti Putra Malaysia.

2. The library of Universiti Putra Malaysia has the right to make copies for educational
purposes only.

3. The library of Universiti Putra Malaysia is allowed to make copies of this thesis for academic
exchange.

| declare that this thesis is classified as :

*Please tick (V)

CONFIDENTIAL (Contain confidential information under Official Secret
Act 1972).
RESTRICTED (Contains restricted information as specified by the

organization/institution where research was done).

OPEN ACCESS | agree that my thesis/project report to be published
as hard copy or online open access.

Joo

This thesis is submitted for :

PATENT Embargo from until
(date) (date)

i

Approved by:

(Signature of Student) (Signature of Chairman of Supervisory Committee)
New IC No/ Passport No.: Name:
Date : Date :

[Note : If the thesis is CONFIDENTIAL or RESTRICTED, please attach with the letter from
the organization/institution with period and reasons for confidentially or restricted. ]





