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TERHADAP KEPUTUSAN PEMBELIAN KONSUMEN DI ERA
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Abstrak

Penelitian ini bertujuan untuk mengkaji pengaruh consumer animosity dan
perceived value terhadap keputusan pembelian konsumen di tengah gerakan boikot
terhadap produk Starbucks. Gerakan boikot ini muncul akibat sentimen sosial dan
geopolitik yang berkembang di masyarakat, dan menjadi fenomena yang menarik
untuk diteliti dari sisi perilaku konsumen. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei terhadap 107 responden. Teknik analisis yang
digunakan adalah regresi linier berganda untuk melihat pengaruh variabel X1 dan
X2 terhadap Y. Hasil penelitian menunjukkan bahwa tanggapan responden
terhadap consumer animosity, perceived value, dan keputusan pembelian secara
umum berada pada kategori netral atau ragu-ragu. Hal ini menunjukkan bahwa
konsumen cenderung tidak memiliki sikap yang ekstrem, baik dalam bentuk
dukungan maupun penolakan terhadap merek, serta masih mempertimbangkan
pembelian secara rasional. Dengan demikian, pengaruh consumer animosity dan
perceived value terhadap keputusan pembelian dalam konteks ini tidak terlalu kuat
atau signifikan. Temuan ini merefleksikan sikap hati-hati dan ambivalen konsumen
terhadap isu-isu sosial dalam keputusan konsumsi mereka.

Kata Kunci: Consumer animosity, perceived value, keputusan pembelian, boikot,
Starbucks.
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THE INFFLUNCE OF CONSUMER ANIMOSITY AND PERCEIVED
VALUE ON CONSUMER PURCHASING DECISIONS IN THE ERA OF
THE STARBUCKS PRODUCT BOYCOTT MOVEMENT

Edry Alvyano, Dr. Rahmad Wijaya S.E., M.M., Dr. Yulist Rima Fiandari S.P., M.M.
Management Department, University of Muhammadiyah Malang, Indonesia
E-mail: edryalvyano2000@gmail.com

Abstract

This study aims to examine the effect of consumer animosity and perceived value
on consumer purchasing decisions amid the boycott movement against Starbucks
products. This boycott movement arose due to social and geopolitical sentiments
that developed in society, and became an interesting phenomenon to study in terms
of consumer behaviour. This research uses a quantitative approach with a survey
method of 107 respondents. The analysis technique used is multiple linear
regression to see the effect of variables X1 and X2 on Y. The results showed that
respondents' responses to consumer animosity, perceived value, and purchasing
decisions were generally in the neutral or undecided category. This indicates that
consumers tend not to have extreme attitudes, either in the form of support or
rejection of brands, and still consider purchases rationally. Thus, the influence of
consumer animosity and perceived value on purchasing decisions in this context is
neither strong nor significant. This finding reflects consumers' cautious and
ambivalent attitude towards social issues in their consumption decisions.

Keywords: Consumer animosity, perceived value, purchasing decisions, boycott,
Starbucks.
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