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 The conflict between Israel and Palestine has impact on the issue of trust, 

product boycotts and public awareness to leave pro-Israel products hit the 

world community, especially the people of Indonesia. Research method the 

approach used  quantitative approach, with population is domestic companies 

and MSMEs located in Tegal. The sample of 34 respondents with non-

probability sampling techniques and accidental sampling methods. The 

collected priner data will be analyzed statistically using SPSS 25, then 

analyzed by multiple linear regression and hypothesis testing, namely the t 

test, F test, and the coefficient of determination.  

Result the reseach is the Consumer Trust Issue has positive value of 0.979, 

the t test results with tcount value of 9.817>1.696, significant value of 

0.000<0.05, which means H1 is accepted; Boycott Pro-Israel Product has 

positive value of 0.515, the t test results with tcount value of 2.451>1.696 

significant value of 0.020<0.05, which means H2 is accepted; The Brand 

Awareness has positive value of 0.613; the t test results with tcount value of 

2.473>1.696 with significant value of 0.019> 0.05 which means H3 is 

accepted. The results of the F test obtained an Fcount value of 54.670>2.69 

with a significance value of 0.000<0.005, meaning that H4 is accepted.  
 

This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License. 

 
 

1. INTRODUCTION 
 Global problems are very closely related to the business world, this has an impact on the survival of the 

company. The conflict between the Palestinian state and Israel is closely related to humanity, which is very 

sensitively felt by the community. The crisis of public trust in Israel has resulted in the public collectively 

abandoning products that support Israel (Sulistiani et al., 2023). The dynamics that occur is that many people 

are switching from pro-israel products and opening public awareness not to buy their products. Companies 

supporting Israel are very popular in various countries with their product quality and product innovation. The 

adverse impact received by companies supporting Israel is in the form of public sanctions, namely the 

abandonment of their products (Utama et al., 2023). On the one hand, this is unfair to Israeli supporting 

companies but on the other hand this condition is very profitable for many domestic or local companies as a 

very profitable opportunity (Shah et al., 2024). 
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 Domestic/local companies and MSMEs feel the positive impact of people abandoning Israel-supporting 

products and switching to the products of domestic companies and MSMEs. The increased product sales must 

be maintained by tying their loyalty to local products (Hanathasia & Lestari, 2024). Domestic companies must 

create the right marketing strategy to retain their consumers (Fregidou-Malama et al., 2023). According to Tull 

and Kahle defines marketing strategy as a fundamental tool planned to achieve company goals by developing a 

sustainable competitive advantage through the markets entered and the marketing programs used to serve the 

target markets concerned (Fandy Tjiptono, 2017). 

 Building consumer trust and loyalty most importantly through products (Cardoso et al., 2022). Political 

and economic issues will impact the overall problem (Campbell & Shore-Sheppard, 2020) Cunsomer trust issue 

is an opportunity for local companies to attract consumers and provide a sense of trust that local products have 

the same quality, innovation and service as products supporting Israel.  

 Boycott of pro-Israel products is a real opportunity for companies to provide the same range of products 

according to consumer needs (Rismawati et al., 2021). The feeling of consumer confusion when changing Israeli 

supporting products to local products can be overcome by mass distribution, making it easier for consumers to 

get replacement products (Annisa Fitri et al., 2024). many countries around the world conduct environmental 

surveys, about consumers of Israeli products (Requena & Moreno, 2019). 

 Brand awareness according to Aaker (2017) is the ability of prospective buyers to recognize or recall a 

certain product category brand (David A. Aaker, 2017). Brand Awareness of consumers switching to a product 

is not easy. Similarly, when ordinary consumers consciously buy pro-Israel products and then switch to other 

products, it requires a lot of consideration. Consumers will protect the use of their products, and not use Israeli 

products (Riesenfeld, 2024). This is an opportunity for domestic or local companies to provide awareness to 

consumers that their products are the same as pro-Israel products. 

 The implication of the research is to find out the extent of the company's ability to deal with changes in 

global conditions that suddenly affect the company, and to find out the company entering market opportunities 

and then utilizing the issues that are happening.  

 The purpose of this study is to analyze domestic companies and MSMEs in building marketing strategies 

by utilizing trust issues, product boycotts and consumer brand awareness.  Many potential consumers are 

switching to the products of domestic companies, so it is important for companies to determine long-term 

marketing strategies to bind consumers to be loyal. Many potential customers are switching to the products of 

domestic companies, so it is important for companies to determine long-term marketing strategies to bind 

consumers to be loyal. 

 

2. RESEARCH METHOD 

 The approach used in this research is a quantitative approach, so that the research method is based on 

positivism philosophy (Suliyanto, 2018). Quoted from Sugiyono (2019: 5) To describe and test the hypothesis 

set, by examining certain populations and samples, collecting data using research instruments, and analyzing 

quantitative statistics.  For surveys and data collection techniques with observations. 

 The study focus on domestic companies and MSMEs located in Tegal, especially in the Tegal area. The 

sample determined in this study was a saturated sample of 34 respondents with non-probability sampling 

techniques and accidental sampling methods for taking the number of respondents(Sugiyono, 2019). Primary 

data collection methods by distributing questionnaires. The collected priner data will be analyzed statistically 

using SPSS 25, then analyzed by multiple linear regression and hypothesis testing, namely the t test, F test, and 

the coefficient of determination. 

 The research entitled “Consumer Trust Issue, Boycott Pro-Israel Product and Brand Awareness of 

Urgency Marketing Strategy for Domestic Products”, based on the phenomena that occur and the supporting 

theory, the framework of thought compiled in this study: 
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Figure 1 

Research Framework 

 Description : 

    = T Test  

 ---------------------------→ = F Test  

 

 The hypothesis according to Suliyanto (2011; 100) is a weak statement that still needs to be tested. The 

hypothesis is a proportion formulated to be tested (Suliyanto, 2011). The hypothesis in this study is as follows: 

H1  : Customer Trust has a positive effect on Domestic Product Marketig Strategy 

H2  : Boycott Product has a positive effect on Domestic Product Marketing Strategy 

H3  : Brand Awareness has a positive effect on Domestic Product Marketing Strategy 

H4  : Customer Trust, Boycott Product, and Brand Awareness together have a positive effect of Domestic 

Product Marketing Strategy. 

   

3. RESULTS AND DISCUSSIONS  

 

Result  

From the primary data collected, the statistics were analyzed and tested the hypothesis of each variable using 

SPSS 25 to obtain test results in the form of Multiple Linear regression analysis and hypothesis testing in the 

form of T test, F test and Coefficient of Determination. 

1) Multiple Regression Analysis 

Table 1. Analysis of Multiple Linear Regression 

Model B Std. Error Beta 

1 (Constant) ,595 4,213  

Trust_Issue ,979 ,099 ,865 

Boycott_Product ,515 ,210 ,532 

Brand_Awareness ,613 ,248 ,555 

Source: SPSS 25 Processed Data 

 Based on table 1, the results of multiple linear regression analysis tests can determine the regression 

equation of X1, X2, and X3 on Y with the equation  : 

Y’ = a + b1X1 + b2X2 + b3X3+e 

 The constant value (a) can be read in the Constant column B line, which is 0.595. The coefficient value 

of Cunsomer Trust Issue (b1) is 0.181. The coefficient value of Boycott Pro-Israel Product (b2) is 0.315. And 

the coefficient value of Brand Awareness (b3) is 0.430. Based on this value, the multiple linear regression 
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equation of Consumer Trust Issue (X1), Boycott Pro-Israel Product (X2), and Brand Awareness (X3) together 

on Marketing Strategy (Y) is : Marketing Strategy = 0.595 + 0.979 Trust Issue + 0.515 Boycott Product + 0.613 

Brand Awareness. From the multiple linear regression equation (X1, X2, X3, to Y), the explanation of the 

equation is that  

a) A constant of 0.595 means that if Consumer Trust Issue (X1), Boycott Pro-Israel Product (X2) and Brand 

Awareness (X3) are zero, then Marketing Strategy (Y) has a value of 0.595. 

b) The regression coefficient of the Consumer Trust Issue (X1) variable is positive at 0.979; meaning that if 

the Consumer Trust Issue increases by 1,  then Marketing Strategy will increase by 0.979. Likewise, if the 

Consumer Trust Issue is negative, the Marketing Strategy will decrease.  

c) The regression coefficient of the Boycott Pro-Israel Product variable (X2) is positive by 0.515; meaning 

that if Boycott Pro-Israel Product increases by 1, then Marketing Strategy will increase by 0.515. Likewise, 

if Boycott Pro-Israel Product is negative, Marketing Strategy will decrease. 

d) The regression coefficient of the Brand Awareness variable (X3) is positive at 0.613; meaning that if Brand 

Awareness increases by 1, then Marketing Strategy will increase by 0.613. Likewise, if Brand Awareness 

is negative, Marketing Strategy will decrease. 

 

2) Hypothesis Test 

a. T-test 

 The t test is used to determine whether the independent variable has a significant effect on the dependent 

variable. In this study, the t test or partial test was used to determine whether the independent variable separately 

had an effect on the dependent variable (Y). If the p-value. <0.05 then H0 is rejected, then Ha is accepted. Apart 

from using a significant value, the interpretation of the t test can be done by comparing the tcount value with 

the ttable. If tcount < ttable then H0 is accepted, if tcount > ttable then H0 is rejected. The number of respondents 

is 34 (n = 34), the number of independent variables is 3 (k = 3). The degree of freedom (df) is obtained from n-

k or 34-3, namely 31.  

 Based on the t distribution table, the value for (0.05; 31) is 1.696. The results of the t test (partial test) 

can be seen in table 2 below: 

Table 2.  T-Statistic 
Variable Coefficient Std. Error t P-values 

Trust_Issue ,979 ,099 9,817 ,000 

Boycott_Product ,515 ,210 2,451 ,021 

Brand_Awareness ,613 ,248 2,473 ,018 

Source: SPSS 25 Processed Data 

 From table 2 the results of the t test (partial test) can be concluded as follows  

1) The Consumer Trust Issue variable on Marketing Strategy obtained a tcount value of 9.817, meaning that 

tcount> ttable or 9.817> 1.696 with a p-value of 0.000 <0.05, which means H1 is accepted. So it can be 

concluded that hypothesis 1 is accepted, namely the Consumer Trust Issue has a significant effect on 

Marketing Strategy.  

2) The Boycott Pro-Israel Product variable on Purchasing Decisions obtained a tcount value of 2.451, meaning 

that tcount> ttable or 2.451> 1.696 with a p-value of 0.020 <0.05, which means H2 is accepted. So it can 

be concluded that hypothesis 2 is accepted, namely Boycott Pro-Israel Product has a significant effect on 

Marketing Strategy.  

3) The Brand Awareness variable on Marketing Strategy obtained a tcount value of 2.473, which means tcount 

< ttable or 2.473 < 1.696 with a p-value of 0.019> 0.05, which means H3 is accepted. So it can be 
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concluded that hypothesis 3 is accepted, namely Brand Awareness has a significant effect on Marketing 

Strategy. 

b. F Test (Anova Test) 

 The F test is used to determine whether the independent variables together have a significant effect on 

the dependent variable. The F test is used to determine whether the variables Consumer Trust Issue (X1), 

Boycott Pro-Israel Product (X2) and Brand Awareness (X3) simultaneously on Urgency Marketing Strategy 

Domestic Products. The F test is done by comparing the F-count value with Ftable. The number of respondents 

in this study were 34 (n - 34) and the number of independent variables was 3 (k = 3). The degree of freedom 

(df) is obtained from n-k-1 or 34-3-1 = 30. Based on the F distribution table, the Ftable value for (0.05; 30) is 

2.69. The F test criteria, namely Fcount> Ftable, means that the hypothesis is proven, then H0 is rejected and 

H4 is accepted when carried out simultaneously. The results of the F test can be seen in table 4.15 below 

 

Table 3. F Test  

ANOVAa 

Model Sum of Squares df Mean Square F P-values 

1 Regression 403,177 3 134,391 54,670 ,000b 

Residual 73,882 30 2,463   

Total 477,059 33    

a. Dependent Variable: Marketing Strategy 

b. Predictors: (Constant), Brand_Awareness, Trust_Issue, Boycott_Product 

    Source: SPSS 25 Processed Data 

 Based on table 3,  of the F test, the Fcount value is 54.670, which means that the Fcount> Ftabel value or 

54.670> 2.69 with a p-value of 0.000 <0.005, meaning that H4 is accepted or proven. So it can be concluded 

that hypothesis 4, there is a significant influence of Consumer Trust Issue, Boycott Pro-Israel Product and Brand 

Awareness on Urgency Marketing Strategy for Domestic Products. 

c. Coefficient of Determination 

 The coefficient of determination (R²) is essentially used to measure how far the model's ability to 

explain the dependent variables (Ghozali, 2018: 97). In testing the first hypothesis, the coefficient of 

determination is seen from the value (Adjusted R²) to determine how far the independent variables, namely 

Product Knowledge, Brand Equity and Price Perception, and their effect on Purchasing Decisions with the 

formula used, namely KD = R2 x 100%. The results of the coefficient of determination test can be R Square is 

0.655. The equation for the degree of coefficient of determination formed is KD = R2 X 100% = 0.830 X 100% 

= 83%. So it can be concluded that the contribution of Consumer Trust Issue, Boycott Pro-Israel Product and 

Brand Awareness to the Urgency Marketing Strategy of Domestic Products is 83% and the remaining 17% is 

influenced by other factors not examined in this study. 

Discussions 

1) The influence of Consumer Trust Issue on Marketing Strategy 

 The Consumer Trust Issue (X1) variable has a positive value of 0.979; and the t test results obtained a 

tcount value of 9.817, meaning that tcount> ttable or 9.817> 1.696 with a significant value of 0.000 <0.05, 

which means H1 is accepted. So it can be concluded that hypothesis 1 is accepted, namely the Consumer Trust 

Issue has a significant effect on Marketing Strategy.  

 The issue of consumer trust is very important for domestic companies to pay attention to. Consumer 

trust in pro-Israel products has decreased dramatically, due to humanitarian factors. Israel's occupation of the 

Palestinian people has violated human rights (Suhud, 2017). As the phenomenon found in the field, in Tegal 
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Mall many consumers have abandoned many pro-Israel products. Consumers are very selective in buying 

products, consumers read first the product attributes regarding corporate identity. Declining consumer 

confidence in pro-Israel products is a good opportunity for domestic companies to design new strategies to 

attract consumers to switch from pro-Israel products to domestic products. This trust issue motivates the social 

sanction of not buying pro-Israel products. the role religion plays in corporate strategy(Puji & Jazil, 2024).   

2) The Effect of Boycott Pro-Israel Product on Marketing Strategy 

 Boycott Pro-Israel Product (X2) variable has a positive value of 0.515; and the t test results obtained a 

tcount value of 2.451, meaning that tcount> ttable or 2.451> 1.696 with a significant value of 0.020 <0.05, 

which means H2 is accepted. So it can be concluded that hypothesis 2 is accepted, namely Boycott Pro-Israel 

Product has a significant effect on Marketing Strategy. 

 Israel's crimes against Palestinian citizens have violated human rights. Not only hurting Palestinian 

Muslims but also hurting Muslims in the world including Indonesia (Edman et al., 2024). To stop Israel's 

actions, the world community simultaneously boycotts pro-Israel products. Impact of boycott on israel, impact 

on American products that support Israel (Meierrieks & Gries, 2020). The public hopes that with this boycott, 

Israel's income from its products will decrease so that it does not have the ability to buy war equipment. The 

call to boycott and abandon pro-israel products gives a good response to improve the marketing strategy of 

domestic products and MSMEs to replace their products (Susanti, 2024). The boycott of pro-Israel products is 

an opportunity for domestic products to increase their sales, with a good marketing strategy that will attract 

consumers and increase sales of their products. 

3) The Effect of Brand Awareness on Marketing Strategy 

 The Brand Awareness variable (X3) has a positive value of 0.613; and the t test results obtained a tcount 

value of 2.473 means tcount < ttable or 2.473 < 1.696 with a significant value of 0.019> 0.05 which means H3 

is accepted. So it can be concluded that hypothesis 3 is accepted, namely Brand Awareness has a significant 

effect on Marketing Strategy. 

 The findings of this study are that currently many Indonesians are consciously buying domestic 

products. The company's marketing strategy to sensitize Indonesian consumers is to improve product quality, 

reduce product prices, conduct mass advertisements and others for protecting consumers. In product marketing 

there must be a fair exchange where the product provides benefits and does not harm (Musa & Gopalakrishna, 

2021). Consumers realize that the quality of domestic products is not inferior to Israeli products. Consumers 

have understood and easily recognize domestic products from Israeli products (Shah et al., 2024). Consumers 

consciously know and can distinguish the packaging of domestic products from Israeli products even though 

there are similarities in terms of color, packaging and images (Zulfikar, 2023). High consumer awareness to 

leave Israeli products so that they do not feel confused in buying products. Domestic companies can strengthen 

their marketing strategies by building their product bands (Zulfikar, 2023). Vigorous promotion will remind 

consumers of domestic products. 

4) Effect of Consumer Trust Issue, Boycott Pro-Israel Product and Brand Awareness simultaneously on 

Marketing Strategy 

 The results of the F test obtained an Fcount value of 54.670, which means that the Fcount> Ftabel value 

or 54.670> 2.69 with a significance value of 0.000 <0.005, meaning that H4 is accepted or proven. So it can 

be concluded that hypothesis 4, there is a significant influence of Consumer Trust Issue, Boycott Pro-Israel 

Product and Brand Awareness on Urgency Marketing Strategy for Domestic Products. 

 The contribution of Consumer Trust Issue, Boycott Pro-Israel Product and Brand Awareness to the 

Urgency Marketing Strategy of Domestic Products is 83% and the remaining 17% is influenced by other factors 

not examined in this study such as reference groups, and religion. 
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1. CONCLUSION  

The conclusion from the results of this study is that global issues, especially the conflict between Israel and 

Palestine, affect ConsumerTrust towards pro-Israel products, then boycott their products and consciously leave 

their products and switch to domestic products. This condition is an opportunity for domestic companies to 

attract consumers of pro-Israel products to switch to their products. Domestic companies and MSMEs must 

determine the right strategy to enter this opportunity. 

 Suggestions for further research are to continue this research by adding reference group variables, and 

product quality. 

ACKNOWLEDGEMENTS  

Thanks to Pancasakti University Tegal, companies, MSMEs and all those who helped this research. 

REFERENCES  

Annisa Fitri, , Nurwahidin, , Rahmat Fitriansyah, & ,Annisa Maulidia Alfian. (2024). Muslim Consumer 

Intentions Towards Boycotted Products Affiliated  with Israel in Indonesia. INNOVATIVE: Journal Of 

Social Science Research, 4 No. 3, 13926–13942. https://j-innovative.org/index.php/Innovative 

Campbell & Shore-Sheppard. (2020). The Social, Political, and Economic Effects of the Affordable Care Act: 

Introduction to the Issue. RSF: The Russell Sage Foundation Journal of the Social Sciences, 6(2), 1. 

https://doi.org/10.7758/rsf.2020.6.2.01 

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Rêgo, R., Silva, R., Oliveira, M., & Meirinhos, G. (2022). 

Trust and Loyalty in Building the Brand Relationship with the Customer: Empirical Analysis in a Retail 

Chain in Northern Brazil. Journal of Open Innovation: Technology, Market, and Complexity, 8(3), 109. 

https://doi.org/10.3390/joitmc8030109 

David A. Aaker. (2017). EKUITAS MEREK. Mitra Utama. 

Edman, J., Cuypers, I. R. P., Ertug, G., & Aguilera, R. V. (2024). Nationalist sentiments and the multinational 

enterprise: Insights from organizational sociology. Journal of International Business Studies, 55(7), 

825–839. https://doi.org/10.1057/s41267-024-00713-7 

Fandy Tjiptono. (2017). Strategi Pemasaran (4th ed.). Penerbit Andi Offset. 

Fregidou-Malama, M., Chowdhury, E. H., & Hyder, A. S. (2023). International marketing strategy of emerging 

market firms: The case of Bangladesh. Journal of Asia Business Studies, 17(4), 804–823. 

https://doi.org/10.1108/JABS-12-2021-0504 

Hanathasia, M., & Lestari, A. F. (2024). The Effect of Consumer Perception and Image Restoration Strategy on 

Organization-Public Relationship (A Case Study of Mcdonald’s Indonesia Facing Boycott of Pro-Israel 

Products). Revista de Gestão Social e Ambiental, 18(6), e05181. https://doi.org/10.24857/rgsa.v18n6-

024 

Meierrieks, D., & Gries, T. (2020). ‘Pay for It Heavily’: Does U.S. Support for Israel Lead to Anti-American 

Terrorism? Defence and Peace Economics, 31(2), 160–176. 

https://doi.org/10.1080/10242694.2018.1560558 

Musa, S., & Gopalakrishna, P. (2021). An empirical study identifying Fair Trade consumer attributes of 

compassion and sustainability awareness. Journal of Fair Trade, 3(1). 

https://doi.org/10.13169/jfairtrade.3.1.0032 

Puji, P. L., & Jazil, T. (2024). The Role of Religiosity, Consumer Animosity, and Ethnocentrism in Explaining 

the Boycott Motivation. Journal of Islamic Economics and Finance Studies, 5(1), 134–152. 

https://doi.org/10.47700/jiefes.v5i1.7755 

Requena, M. M., & Moreno, G. (2019). Another Turn of the Screw on the Environmental Opinions: Utilising 

Surveys and Social Discourses to Investigate the Social Perception of Environmental Issues. 

Conservation and Society, 17(1), 38. https://doi.org/10.4103/cs.cs_16_48 



 
Building marketing strategies by capitalizing…  

 
 

© 2024 ADPEBI Publications. All Rights Reserved.                                          112 
 

Riesenfeld, S. A. (2024). CONSUMER PROTECTION AND ANTITRUST LAWS. 

Rismawati, E., Dewi, R. M., Sari, S. F. M. Y., Salimah, K., & Sudana, U. (2021). The Representation of French 

Products Boycott in the Contradictory Viewpoint of Indonesian People on the Online News Portal: 

Fifth International Conference on Language, Literature, Culture, and Education (ICOLLITE 2021), 

Bandung, Indonesia. https://doi.org/10.2991/assehr.k.211119.039 

Shah, S. A., Raza, Q., Rajar, H. A., Baig, M. T., Mithiani, S. A., Ahmed, M., Shoaib, M., & Malik, S. (2024). 

Consumer Behavior and Preferences Shift: The Impact of Boycotting Imported Brands on Local 

Product Demand. Bulletin of Business and Economics (BBE), 13(2), 455–467. 

https://doi.org/10.61506/01.00354 

Sugiyono. (2019). Metode Penelitian Kuantitatif, Kualitatif dan R&D. Alfabeta. 

Suhud, U. (2017). Purchase Unwillingness and Willingness of Indonesian Consumers towards Israeli Products. 

Binus Business Review, 8(3), 175. https://doi.org/10.21512/bbr.v8i3.2110 

Sulistiani, I., Judijanto, L., Rizani, A., & Annshori, M. F. (2023). UNRAVELING THE COMPLEX WEB: A 

MULTIDIMENSIONAL ANALYSIS OF THE ECONOMIC, POLITICAL, AND SOCIAL 

IMPLICATIONS OF BOYCOTTING AMERICAN PRODUCTS AMIDST THE ISRAEL-PALESTINE 

CONFLICT. 

Suliyanto. (2018). Metode Penelitian Bisnis Untuk Skripsi, Tesis & Disertasi. Andi Offset. 

Susanti, L. (2024). The Prominent Of Local Products Following Boycott Calls. 02(03). 

Utama, A. P., Sihaloho, S., & Nabila, S. N. (2023). THE IMPORTANCE OF BRAND AWARENESS AS A 

MARKETING STRATEGY FOR BUSINESS SUSTAINABILITY. ICCD, 5(1), 523–527. 

https://doi.org/10.33068/iccd.v5i1.601 

Zulfikar, I. (2023). Building a Strong Brand: Marketing Strategy to Increase Brand Awareness and Consumer 

Loyalty. Neo Journal of Economy and Social Humanities, 1(4), 280–284. 

https://doi.org/10.56403/nejesh.v1i4.79 

 


