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Abstract 

This study aims to analyze the effect of Digital Marketing on Repurchase Intention on products 

affiliated with the boycott movement, involving mediation variables, namely Brand Equity, 

Customer Satisfaction, and Customer Relationship Management (CRM). The background of this 

study is the rise of consumer boycott movements against products that are considered to support 

political or humanitarian issues, thus affecting consumption patterns and customer loyalty. 

This study uses a quantitative approach with Structural Equation Modeling (SEM) analysis 

techniques through AMOS software. The number of respondents was 304, who were selected 

through the purposive sampling method, with the criteria of having bought or used products 

affected by the boycott. 

The results showed that Digital Marketing does not directly affect the Repurchase Intention, but 

indirectly through mediation variables. Digital Marketing has a significant effect on Brand 

Equity, CRM, and Customer Satisfaction, all three of which then have a significant effect on 

Repurchase Intention. This indicates that the effectiveness of digital marketing strategies in 

encouraging repeat purchases depends on brand perception, quality of customer relationships, 

and customer satisfaction levels. 

These findings provide important implications for the development of mediation theory in digital 

marketing, as well as for business practitioners to design value-oriented communication 

strategies and long-term relationships, particularly in the face of social pressures such as 

boycotts. 

Keywords: Digital Marketing, Brand Equity, Customer Satisfaction, CRM, Repurchase Intention, 

product boycott 

INTRODUCTION 
The digital era has transformed how businesses interact with 

their consumers. With the increasing penetration of internet 

and mobile devices, digital marketing has become a central 

strategy in engaging and influencing consumer behavior. In 

Indonesia, the extensive use of social media platforms like 

Facebook, YouTube, and Instagram has further accelerated 

this transformation. However, along with these technological 

advancements, socio-political issues have emerged as 

powerful influencers of consumption patterns. The recent 

surge in consumer boycotts—particularly targeting brands 

affiliated with political stances in the Israel-Palestine 

conflict—has challenged companies to rethink their 

communication and branding strategies. 

Boycotts, driven by humanitarian and ethical concerns, have 

significantly impacted product sales and brand image. For 

instance, brands such as Starbucks, McDonald's, and Disney 

have faced massive backlash on platforms like TikTok. These 

movements affect consumer loyalty and repurchase intentions, 

often irrespective of previous customer satisfaction levels. In 

such contexts, digital marketing must go beyond conventional 

promotion. It must rebuild trust, reshape brand equity, and 

maintain strong customer relationships. 

This study seeks to examine whether digital marketing can 

influence repurchase intention in a boycott context, and to 

what extent variables like customer satisfaction, CRM, and 

brand equity mediate this relationship. Prior studies have 

addressed digital marketing and repurchase behavior in 

general settings, but few have analyzed it under the pressures 

of a boycott campaign. 
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Research Elaborations 
This study utilizes a quantitative method with a causal design 

and cross-sectional approach. A total of 304 respondents who 

had previously purchased boycotted products in Indonesia 

participated, selected through purposive sampling. Data were 

collected using a Likert-scale questionnaire distributed via 

online survey tools. Analysis was conducted using SEM with 

AMOS software. 

The variables examined include: 

1. Digital Marketing (X1) 

2. Customer Satisfaction (Y1) 

3. Customer Relationship Management (CRM) (Y2) 

4. Brand Equity (Y3) 

5. Repurchase Intention (Z) 

Literature Review and Hypothesis 
Digital Marketing involves promoting products through 

digital channels like social media, websites, and email 

marketing. According to Alwan and Alshurideh (2022), 

effective digital marketing enhances brand visibility and 

customer interaction. Khan et al. (2020) state that digital 

marketing provides access to real-time feedback and 

facilitates personalized content delivery. Putri (2021) further 

emphasizes the interactive nature of digital marketing that 

fosters two-way communication between brand and 

consumer. 

Customer Satisfaction is defined as a customer’s evaluation of 

a product’s ability to meet or exceed expectations. Tufahati et 

al. (2021) found a significant positive relationship between 

satisfaction and repurchase intention. Dewi & Giant ari (2022) 

observed that satisfied customers are more likely to engage in 

future purchases. Zahra et al. (2023) also noted that customer 

satisfaction plays a crucial role in fostering consumer loyalty. 

Customer Relationship Management (CRM) refers to strategic 

efforts to manage company-customer relationships using 

digital platforms. Dastane (2020) showed digital marketing 

enhances CRM performance. Yunus et al. (2022) emphasized 

CRM's role in building long-term engagement. Sanders et al. 

(2022) highlighted CRM as a way to personalize interactions 

and strengthen loyalty. 

Brand Equity refers to the value derived from customer 

perception of the brand. El Munadiyan (2024) noted a decline 

in brand equity due to boycott movements. Anisa & Suryani 

(2024) discussed brand hate effects on equity loss. Poturak & 

Softic (2019) linked brand equity to stronger consumer 

preference even during crises. 

Repurchase Intention reflects a consumer's willingness to buy 

a product again based on prior experiences. Ardila et al. 

(2022) reported that digital marketing and satisfaction predict 

repurchase behavior. Lestari et al. (2023) found omnichannel 

strategies via digital platforms boost repurchase intention. 

Ginting et al. (2022) emphasized experience-driven loyalty 

effects on repurchase. Based on previous research, the 

hypotheses of this study are as follows: 

H1: Digital Marketing positively influences Customer 

Satisfaction. 

H2: Digital Marketing positively influences Customer 

Relationship Management. 

H3: Digital Marketing positively influences Brand 

Equity. 

H4: Digital Marketing positively influences Repurchase 

Intention 

H5: Customer Satisfaction positively influences 

Repurchase Intention. 

H6: Customer Relationship Management positively 

influences Repurchase Intention. 

H7: Brand Equity positively influences Repurchase 

Intention. 

Method 
This study employed a quantitative approach with a causal 

research design and cross-sectional data collection. The 

research population consisted of consumers in Indonesia who 

had previously purchased products that are currently being 

boycotted due to political or ideological concerns. 

A purposive sampling technique was used, selecting 

respondents based on specific criteria, including: (1) 

awareness of the boycott campaign, and (2) previous 

experience in purchasing the boycotted products. The total 

sample comprised 304 valid respondents. 

Data were collected through a structured questionnaire 

distributed online using Google Forms. All items in the 

questionnaire were measured using a Likert scale ranging 

from 1 (strongly disagree) to 5 (strongly agree). The 

instrument was tested for validity and reliability prior to 

distribution. 

The data analysis technique used in this study was Structural 

Equation Modeling (SEM) with the help of AMOS software 

version 24. SEM was chosen due to its ability to 

simultaneously examine complex relationships between 

observed and latent variables.  

Result and Discussion 
This study aims to analyze the influence of Digital Marketing 

on Repurchase Intention of boycott products, with Brand 

Equity, Customer Satisfaction, and Customer Relationship 

Management (CRM) as mediating variables. Data were 

collected from 304 respondents and analyzed using Structural 

Equation Modeling (SEM) via AMOS. 

Respondent Profile: 

Table 4.1 

Respondent Profile 

  Frequency Percent Valid Percent Cumulative Percent 
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Gender 

Male 50 16.4 16.4 16.4 

Female 254 83.6 83.6 100.0 

Total 304 100.0 100.0   

Age 

<20 4 1.3 1.3 1.3 

20-24 17 5.6 5.6 6.9 

25-29 68 22.4 22.4 29.3 

30-34 139 45.7 45.7 75.0 

35-39 70 23.0 23.0 98.0 

40-44 6 2.0 2.0 100.0 

Last Education 

<JHS 3 1.0 1.0 1.0 

Diploma 86 28.3 28.3 29.3 

Magister 3 1.0 1.0 30.3 

Bachelor 168 55.3 55.3 85.5 

SHS 44 14.5 14.5 100.0 

Marital Status 

Single 72 23.7 23.7 23.7 

Divorced 2 .7 .7 24.3 

Married 230 75.7 75.7 100.0 

Employment 

Status 

Employee 254 83.6 83.6 83.6 

Looking for 

job 
10 3.3 3.3 86.8 

Enterpreneur 22 7.2 7.2 94.1 

unemployee 18 5.9 5.9 100.0 

Have you ever 

bought a boycott 

product or not? 

Yes I have 304 100.0 100.0 100.0 

Most respondents were female (83.6%) and in the 30–34 age group (45.7%), with a majority holding a bachelor’s degree (55.3%) and 

being employed (83.6%). All had purchased boycott-related products, making them relevant subjects for analyzing post-boycott 

consumer behavior. 

Validity and Reliability Test 

Table 4.2 

Validity and Reliability Test 

Variables and indicators Factor Loading AVE Cronbach's Alpha 

Digital Marketing   0,54 0,479 

Social media helps me consider whether or not to 

purchase products affiliated with pro-Israel entities. 
0,546     

Social media platforms provide me with quality 

information, especially about pro-Israel products that 

are being boycotted. 

0,604     

I receive marketing information about boycotted pro-

Israel products through social media. 
0,5     
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Digital marketing helps me search for information 

about pro-Israel products. 
0,625     

I receive reliable information from social media 

regarding boycotted pro-Israel products. 
0,722     

Variables and indicators Factor Loading AVE Cronbach's Alpha 

Repurchase Intention   0,659 0,561 

I want to continue using pro-Israel products, even 

though they are currently being boycotted. 
0,828     

I am likely to purchase pro-Israel products. 0,83     

I will continue to purchase pro-Israel products as 

long as they are available in the market 
0,865     

I am still willing to purchase pro-Israel products due 

to their quality, even if they are being boycotted. 
0,817     

I will continue to buy pro-Israel products, even 

though they are being boycotted and alternatives are 

available. 

0,827     

Variables and indicators Factor Loading AVE Cronbach's Alpha 

Customer Satisfaction   0,678 0,863 

I feel satisfied when purchasing pro-Israel products. 0,84     

I feel happy with my decision to purchase pro-Israel 

products. 
0,816     

I feel I am doing the right thing by purchasing pro-

Israel products. 
0,807     

I am very cautious when purchasing pro-Israel 

products. 
0,592     

I feel satisfied with the quality of pro-Israel products. 0,846     

I feel satisfied with all the services provided by pro-

Israel products. 
0,872     

Variables and indicators Factor Loading AVE Cronbach's Alpha 

Customer Relationship Management   0,627 0,901 

My complaints regarding boycotted pro-Israel 

products are responded to promptly by the company. 
0,778     

I receive special attention from companies whose 

products are pro-Israel and being boycotted. 
0,839     

I receive up-to-date information about the services 

and products offered by pro-Israel companies. 
0,845     

I continue to receive special services even when pro- 0,814     



Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online) 

*Corresponding Author: Non Fatma Alkatiri.                                                 © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 37 

Israel products are being boycotted. 

Companies whose products are being boycotted 

strive to improve good relationships with customers. 
0,754     

Variables and indicators Factor Loading AVE Cronbach's Alpha 

Brand Equity   0,68 0,889 

I will continue to purchase boycotted pro-Israel 

products because of the quality they offer. 
0,869     

I would be more interested in buying boycotted pro-

Israel products if they are superior. 
0,863     

I prefer to buy boycotted pro-Israel products because 

they offer better quality than other products. 
0,821     

I find it easier to buy boycotted pro-Israel products 

due to the online facilities offered. 
0,835     

I still consider purchasing boycotted pro-Israel 

products over other available brands. 
0,846     

Out of the five constructs, four met the validity and reliability criteria (AVE > 0.5, Cronbach’s Alpha > 0.7), namely Customer 

Satisfaction, Brand Equity, CRM, and Repurchase Intention. However, Digital Marketing had a slightly low AVE (0.479) and 

Cronbach’s Alpha (0.54), indicating marginal reliability and requiring further refinement. 

Model Fit 

 
Picture 4.1 CFA 

The model displayed excellent goodness-of-fit indicators: 

1. CMIN/DF = 1.147 (ideal < 2.00) 

2. GFI = 0.921, AGFI = 0.901, CFI = 0.992, TLI = 0.991 (all > 0.90) 

3. RMSEA = 0.025 (ideal < 0.05) 

These indices confirm that the model fits the empirical data well and is suitable for hypothesis testing. 

Hypothesis Testing 
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Picture 4.2 Hypothesis Structural Model 

From 7 proposed hypotheses, six were accepted. Digital Marketing significantly influenced Customer Satisfaction, CRM, and Brand 

Equity. In turn, these three mediators significantly influenced Repurchase Intention. However, the direct path from Digital Marketing 

to Repurchase Intention was not significant. 

Table 4.4 

Hypothesis 

Hypothesis Path C.R P Result 

H1 Digital Marketing → Customer Satisfaction 12.441 *** Accepted 

H2 Digital Marketing → Customer Relationship Management 12.441 *** Accepted 

H3 Digital Marketing → Brand Equity 12.441 *** Accepted 

H4 Customer Satisfaction → Repurchase Intention 12.441 *** Accepted 

H5 Customer Relationship Management → Repurchase Intention 12.441 *** Accepted 

H6 Brand Equity → Repurchase Intention 12.441 *** Accepted 

The results of testing the direct path in the model show that 

most of the relationships between constructs are significant. 

However, there is one path that is not significant, namely, 

Digital Marketing → Repurchase Intention. The results 

showed that the direct effect of Digital Marketing on 

Repurchase Intention was not significant (p > 0.05). This 

means that digital marketing efforts undertaken do not 

necessarily encourage consumers to re-purchase boycotted 

products, without going through the role of other mediation 

variables. 

In contrast, the other five pathways in the model showed 

significant relationships, namely, Digital Marketing → 

Customer Satisfaction (CR = 12.441, p < 0.001), Digital 

Marketing → Customer Relationship Management (CRM) 

(CR = 12.441, p < 0.001), Digital Marketing → Brand Equity 

(CR = 12.441, p < 0.001), Customer Satisfaction → 

Repurchase Intention (CR = 12.441, p < 0.001), CRM → 

repurchase intent (cr = 12.441, p < 0.001), brand equity → 

repurchase intent (cr = 12.441, p < 0.001). This result shows 

that the influence of Digital Marketing on Repurchase 

Intention is not direct, but is transmitted through mediation 

constructs, namely Brand Equity, CRM, and Customer 

Satisfaction. 

DISCUSSION 
Digital Marketing and Customer Satisfaction 

The results show that digital marketing has a significant 

positive effect on customer satisfaction. This is in line with 

previous studies, such as Alwan and Alshurideh (2022), which 

found that digital marketing strategies enhance customer 

value and satisfaction, particularly through personalized 

experiences. Lazuardi et al. (2022) also emphasized the role 

of innovation in digital platforms to meet customer 

expectations. Moreover, Bachri et al. (2023) discovered that 

digital marketing not only directly influences satisfaction but 

also shapes consumer decisions via emotional connection. 

Ilham et al. (2023) similarly confirmed that digital marketing 

improves purchase decisions through satisfaction as a 

mediating variable. 

Digital Marketing and Customer Relationship 

Management (CRM) 

Digital marketing also significantly affects CRM, as it 
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facilitates two-way communication, personalization, and 

responsiveness. This is supported by Yunus et al. (2022), who 

stated that a positive digital marketing presence enhances a 

company’s credibility in the eyes of customers. Bastante 

(2020) also reported that digital advertisements enhance CRM 

by improving responsiveness and consumer trust. In 

educational sectors, Sofia Org-Calixto & Vicente-Ramos 

(2021) proved that digital content and social media 

significantly impact CRM practices, both operational and 

analytical. 

Digital Marketing and Brand Equity 

The findings reveal that digital marketing has a significant 

impact on brand equity. This is consistent with Aydin & 

Kirazli (2020), who found that brand equity, reinforced 

through digital marketing, positively influences customer 

satisfaction regardless of product pricing. Yunus et al. (2022) 

emphasized that digital interaction builds a brand's perceived 

value and credibility. Pangestu & Nugroho (2023) also found 

that among SMEs, digital strategies enhance brand awareness 

and customer loyalty—two key components of strong brand 

equity. 

Customer Satisfaction and Repurchase Intention 

Customer satisfaction significantly influences repurchase 

intention. This aligns with Ibiza et al. (2016), who showed 

that satisfied customers are more likely to continue purchasing 

and form long-term relationships with brands. Tufahati et al. 

(2021) reinforced this link, particularly in the retail context, 

emphasizing that satisfaction drives repeat purchases. Afinia 

& Tjahjaningsih (2024), in the e-commerce sector, noted that 

trust strengthens the relationship between satisfaction and 

repurchase behavior. Mahmud et al. (2024) further concluded 

that e-service quality and convenience are important in 

ensuring satisfaction and influencing repurchase decisions. 

CRM and Repurchase Intention 

The study found that CRM positively influences repurchase 

intention. This supports Savitri & Suhud (2018), who 

confirmed that CRM directly and indirectly drives repurchase 

behavior through trust and satisfaction. Syahputra et al. (2021) 

also found that e-CRM significantly affects repurchase 

intention in e-commerce environments. Khoa et al. (2020) 

noted that effective customer relationships lead to loyalty, 

which in turn increases repurchase likelihood. Rachbini 

(2024) emphasized that CRM, together with emotional 

experience and satisfaction, significantly affects repurchase 

decisions in airline services. 

Brand Equity and Repurchase Intention 

Brand equity significantly predicts repurchase intention, 

indicating that strong brands continue to attract loyal 

customers. This finding is consistent with Kusumayani & 

Warmika (2022), who showed that in the beauty industry, 

brand equity directly drives repurchase behavior. Pitaloka & 

Gumanti (2019) confirmed this in the Muslim fashion 

segment, with brand relationships partially mediating the 

effect. Sutanto & Kussudyarsana (2024) further showed that 

in the cosmetics industry, brand equity remains a key driver 

for repeat purchases, underscoring its relevance across 

sectors. 

The Non-Significant Direct Effect of Digital Marketing on 

Repurchase Intention 

Interestingly, the direct effect of digital marketing on 

repurchase intention was found to be non-significant, 

indicating a fully mediated relationship. This result is 

supported by Baron & Kenny (1986), who propose that 

mediating variables can completely carry the influence of an 

independent variable. Hasani et al. (2023) found similar 

results, suggesting that digital marketing works indirectly via 

factors such as engagement and e-WOM. Purwanto et al. 

(2022) also found that digital marketing does not directly 

affect repurchase intention, except through ad creativity or 

brand perception. 

Conclusion 
This study aims to analyze the influence of Digital Marketing 

on Repurchase Intention for boycott-related products, 

involving Brand Equity, Customer Satisfaction, and Customer 

Relationship Management (CRM) as mediating variables. 

Based on data analysis using Structural Equation Modeling 

(SEM) in AMOS, the results show that Digital Marketing 

does not directly affect Repurchase Intention. This suggests 

that digital marketing strategies alone do not automatically 

encourage consumers to repurchase, especially for products 

under social pressure such as those targeted by boycotts. 

However, Digital Marketing significantly influences all three 

mediating variables—Customer Satisfaction, CRM, and 

Brand Equity—indicating that digital efforts can create 

positive perceptions, enjoyable experiences, and strong 

emotional connections with customers. Furthermore, each of 

these mediators has a significant effect on Repurchase 

Intention, implying that customer loyalty can be built through 

satisfaction, effective relationship management, and strong 

brand image. 

In conclusion, the effect of Digital Marketing on Repurchase 

Intention is fully mediated by the three variables. Overall, the 

research model demonstrates an excellent level of goodness of 

fit. 

Theoretical Implications 

This study reinforces the concept of mediation in the 

relationship between digital marketing and consumer loyalty. 

It confirms that digital marketing does not directly influence 

repurchase intention, but does so through brand equity, CRM, 

and customer satisfaction, supporting the mediation model 

proposed by Baron and Kenny (1986). It extends theoretical 

insights by highlighting that digital strategies only impact 

consumer loyalty when they create meaningful value, 

experiences, and relationships. 

Furthermore, the study contributes to digital marketing 

literature, particularly in the context of consumers influenced 

by social and ethical issues, showing that purchasing 

decisions are shaped not just by promotions or price, but also 

by perceived brand value and emotional connection. 

Practical Implications 
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Practically, the findings offer strategic guidance for brands 

facing boycott pressures. Since digital marketing alone does 

not directly drive repurchase intention, it cannot stand alone in 

rebuilding trust. Companies must actively manage brand 

equity, customer satisfaction, and CRM. 

This implies the need for authentic, consistent, and value-

driven digital communication strategies, improved customer 

service, and product quality. Moreover, aligning brand 

narratives with consumers' social values is crucial to maintain 

loyalty. Digital CRM should not only serve operational goals 

but also foster social dialogue and emotional engagement, 

especially during reputation crises. For brands associated with 

sensitive issues, understanding consumer responses to brand 

values, experiences, and communication is key to ensuring 

long-term business sustainability. 

Research Limitations 
This study has several limitations to consider for future 

research: 

Heywood Case Encountered 

During SEM analysis using AMOS, a Heywood case was 

detected—indicated by negative error variance or factor 

loadings exceeding 1. To address this, model constraints were 

applied based on theoretical justification. However, the 

presence of such cases may reduce the precision of model 

estimation and interpretation. 

Limited Number of Indicators 

Some constructs included relatively few indicators, which 

may affect model stability and generalizability. Although the 

sample size meets the minimum SUM requirement, a larger 

sample in future research would improve the reliability and 

validity of the results. 

Context-Specific Findings 

As the study focuses on boycott-affected products, the 

findings may not be generalizable to other industries or 

product categories not under similar social pressure. 

Recommendations for Future Research 
Expand the Number and Diversity of Indicators 

Future studies should develop more comprehensive indicators 

to strengthen construct validity and model stability, and to 

minimize estimation issues like Heywood cases. 

Apply Alternative Analytical Approaches 

Researchers may consider using PLS-SEM, which is more 

tolerant of small indicator sets and non-normal data, offering 

an alternative for overcoming estimation challenges. 

Broaden the Product and Population Scope 

Future research could include non-boycotted products as a 

comparison group to determine whether the effects of digital 

marketing on repurchase intention are consistent across 

different contexts. 

Include Additional Moderators or Mediators 

Variables such as religiosity, social values, or digital 

information exposure could be added to enhance 

understanding of the relationships among core constructs. 

Refine Model Design and Estimation Techniques 

To prevent issues like Heywood cases, researchers should 

evaluate the complexity of their model, consider grouping 

indicators more effectively, or apply robust estimation 

methods such as Bayesian SEM or bootstrapping. 

Reference 
1. Abosag, I., & F. Farah, M. (2014). The influence of 

religiously motivated consumer boycotts on brand 

image, loyalty and product judgment. European 

Journal of Marketing, 48(11/12), 2262-2283. 

2. Ajzen, I. (1991). The Theory of planned 

behavior. Organizational Behavior and Human 

Decision Processes. 

3. Alwan, M., & Alshurideh, M. (2022). The effect of 

Digital Marketing on purchase intention: 

Moderating effect of Brand Equity. International 

Journal of Data and Network Science, 6(3), 837-

848. 

4. Anisa, M., & Suryani, T. (2024). The Influence of 

Brand Hate on Negative Word of Mouth, Continued 

Intentions to Use, and Brand Equity of McDonald's 

Customers in Indonesia as a Pro-Israel Brand. 

Dialektika: Jurnal Ekonomi Dan Ilmu Sosial, 9(2), 

210–224. 

5. Ardisa, F. V., Sutanto, J. E., & Sondak, M. R. 

(2022). The influence of Digital Marketing, 

promotion, and service quality on customer 

Repurchase Intention at Hub22 Lounge & Bistro 

Surabaya. International Journal of Economics, 

Business and Accounting Research (IJEBAR), 6(2), 

1074-1081. 

6. Bachri, S., Putra, S. M., Farid, E. S., Darman, D., & 

Mayapada, A. G. (2023). The Digital Marketing to 

influence Customer Satisfaction mediated by 

purchase decision. Jurnal Aplikasi Manajemen, 

21(3), 578-592. 

7. Barney, J. (1991). Firm resources and sustained 

competitive advantage. Journal of 

management, 17(1), 99-120. 

8. 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. 

9. Behera, R. K., Gunasekaran, A., Gupta, S., Kamboj, 

S., & Bala, P. K. (2020). Personalized Digital 

Marketing recommender engine. Journal of 

Retailing and Consumer Services, 53, 101799. 

10. Berry, L. L. (1983). Relationship marketing. In 

Emerging Perspectives on Services Marketing (pp. 

25-38). American Marketing Association. 

11. Bruhn, M., Schoenmueller, V., & Schäfer, D. B. 

(2012). Are social media replacing traditional media 

in terms of brand equity creation?. Management 

research review, 35(9), 770-790. 

12. Bues, M., Steiner, M., Stafflage, M., & Krafft, M. 

(2017). How mobile in‐store advertising influences 



Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online) 

*Corresponding Author: Non Fatma Alkatiri.                                                 © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 41 

purchase intention: Value drivers and mediating 

effects from a consumer perspective. Psychology & 

Marketing, 34(2), 157-174. 

13. Chaffey, D., & Smith, P. R. (2022). Digital 

Marketing excellence: planning, optimizing and 

integrating online marketing. Routledge. 

14. Choedon, T., & Lee, Y. C. (2020). The effect of 

social media marketing activities on purchase 

intention with Brand Equity and social brand 

engagement: Empirical evidence from Korean 

cosmetic firms. Knowledge Management Research, 

21(3), 141-160. 

15. Dastane, O. (2020). Impact of Digital Marketing on 

Online Purchase Intention: Mediation Effect of 

Customer Relationship Management. Journal of 

Asian Business Strategy, 10(1), 142–158.  

16. Davis, F. D. (1989). Perceived Usefulness, 

Perceived Ease of Use and User Acceptance of 

Information Technology. MIS quarterly. 

17. Delistavrou, A., Krystallis, A., & Tilikidou, I. 

(2020). Consumers’ decision to boycott ―unethical‖ 

products: The role of materialism/post 

materialism. International journal of retail & 

distribution management, 48(10), 1121-1138. 

18. Dewi, L. K. C., Widagdo, S., Martini, L. K. B., & 

Suardana, I. B. R. (2022). Pengaruh digital 

marketing dan customer relationship marketing 

terhadap keputusan wisatawan dengan brand image 

sebagai variabel mediasi. Ekuitas: Jurnal Ekonomi 

dan Keuangan, 6(2), 243–270. 

19. Dewi, N. W. P. N., & Giantari, I. G. A. K. (2022). 

The mediation role of Customer Satisfaction and 

trust in the effect of online shopping experience on 

repurchasing intention. European Journal of 

Business and Management Research, 7(3), 78-83. 

20. Diventy, A. H., Rahadhini, M. D., & Triastity, R. 

(2020). The role of Digital Marketing on purchase 

intention and purchase decisions at kopi si budi 

surakarta. In PROCEEDING ICTESS (Internasional 

Conference on Technology, Education and Social 

Sciences). 

21. Dwivedi, Y. K., Hughes, D. L., Ismagilova, E., 

Aarts, G., Coombs, C., Crick, T., & Williams, M. D. 

(2021). Setting the future of digital and social media 

marketing research: Perspectives and research 

propositions. Information Systems Frontiers, 23(5), 

1231–1245.  

22. El Munadiyan, A. (2024). Pengaruh Gerakan 

Boikot Terhadap Asosiasi Merek Yang Mendukung 

Israel Dan Loyalitas Konsumen: Studi Kasus 

Perusahaan di Indonesia. Economic and Business 

Management International Journal, 6(2), 120-130. 

23. Faisal, A. S., Haque, R., Rahman, A. K., & Connie, 

A. (2020). The influence of e-service quality 

dimensions on Customer Satisfaction and purchase 

intention: An Indian e-market perspective. Asian 

Journal of Technology & Management Research, 

10(1). 

24. Febrian, A., & Vinahapsari, C. A. (2020). Brand 

Equity s mediated in influencing purchase intentions 

on e commerce. Journal of Engineering & 

Management, 3703, 3703-3710. 

25. Florendiana, T. R., Andriani, D., & Hariasih, M. 

(2023). Pengaruh customer satisfaction, digital 

marketing, dan brand trust terhadap repurchase 

intention. Jurnal Manajemen STIE Muhammadiyah 

Palopo, 9(1), 124-140. 

26. Friedman, M. (1991). Consumer boycotts: A 

conceptual framework and research agenda. Journal 

of Social Issues, 47(1), 149-168. 

27. Ginting, Y. M., Sinaga, A. M. R., & Nainggolan, R. 

D. (2022). Analysis The Influence Of Digital 

Marketing, Product Differentiation, Customer 

Value, Service Quality To Purchase Decision And 

Repurchase Intention Of Millenial Generation At 

Shopee Online Shop. SEIKO: Journal of 

Management & Business, 4(3), 134-153. 

28. Gong, T., & Wang, C. Y. (2021). The effects of a 

psychological brand contract breach on customers' 

dysfunctional behavior toward a brand. Journal of 

Service Theory and Practice, 31(4), 607-637. 

29. Hair Jr, J. F., Black, W. C., Babin, B. J., & 

Anderson, R. E. (2010). Multivariate data analysis. 

In Multivariate data analysis (pp. 785-785). 

30. Innes, R. (2006). A theory of consumer boycotts 

under symmetric information and imperfect 

competition. The Economic Journal, 116(511), 355-

381. 

31. Katadata. (2023). Sempat jatuh Rp186 triliun, ini 

tren nilai pasar Starbucks sedekade. Databoks 

Katadata. Retrieved January 20, 2025, from 

https://databoks.katadata.co.id/pasar/statistik/118a2

54eb3572bd/sempat-jatuh-rp186-triliun-ini-tren-

nilai-pasar-starbucks-sedekade 

32. Keller, K. L. (1993). Conceptualizing, measuring, 

and managing customer-based Brand Equity. The 

Journal of Marketing. 

33. Khan, A. S., Bilal, M., Saif, M., & Shehzad, M. 

(2020). Impact of Digital Marketing on Online 

Purchase Intention : Mediating Effect of Brand 

Equity & Perceived Value Submitted By Impact of 

Digital Marketing on Online Purchase Intention : 

Mediating Effect of Brand Equity & Perceived 

Value Submitted By Under Sup. Journal of Asian 

Business Strategy, September. 

34. Kim, A. J., & Ko, E. (2012). Do social media 

marketing activities enhance customer equity? An 

empirical study of luxury fashion brand. Journal of 

Business research, 65(10), 1480-1486. 

35. Kline, R. B. (2023). Principles and practice of 

structural equation modeling. Guilford publications. 

36. Kotler, P., & Keller, K. L. (2016). Marketing 

Management (15th Editi). England: Pearson 

Education Limited. 

37. Kristensen, H., & Garli Langedal, M. (2024). The 

why, what, and how of Brand Boycott (Master's 

https://databoks.katadata.co.id/pasar/statistik/118a254eb3572bd/sempat-jatuh-rp186-triliun-ini-tren-nilai-pasar-starbucks-sedekade
https://databoks.katadata.co.id/pasar/statistik/118a254eb3572bd/sempat-jatuh-rp186-triliun-ini-tren-nilai-pasar-starbucks-sedekade
https://databoks.katadata.co.id/pasar/statistik/118a254eb3572bd/sempat-jatuh-rp186-triliun-ini-tren-nilai-pasar-starbucks-sedekade


Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online) 

*Corresponding Author: Non Fatma Alkatiri.                                                 © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 42 

thesis, University of Agder). 

38. Lazuardi, A. R., Ts, A. R., & Sudaryo, Y. (2022). 

Influence of Digital Marketing on Customer 

Satisfaction Of Bank Jabar Banten Syariah (BJBS) 

and the Implications On Corporate Image. Budapest 

International Research and Critics Institute-Journal 

(BIRCI-Journal), 5(1), 4036-4048. 

39. Le, L. T., Tran, L. T. T., Pham, L. M. T., & Tran, D. 

T. D. (2018). A revised model of e-Brand Equity 

and its application to high technology products. The 

Journal of High Technology Management 

Research, 29(2), 151-160. 

40. Lestari, A. H., Mitariani, N. W. E., & Hendrawan, I. 

G. Y. (2023, December). Repurchase Intentions in 

focus: Unraveling membership programs, 

omnichannel strategies, and Digital Marketing 

effects. In Journal of International Conference 

Proceedings (Vol. 6, No. 7, pp. 80-89). 

41. Majeed, M., Asare, C., Fatawu, A., & Abubakari, A. 

(2022). An analysis of the effects of Customer 

Satisfaction and engagement on social media on 

Repurchase Intention in the hospitality industry. 

Cogent Business & Management, 9(1), 2028331. 

42. Majeed, M., Owusu-Ansah, M., & Ashmond, A. A. 

(2021). The influence of social media on purchase 

intention: The mediating role of Brand Equity. 

Cogent Business & Management, 8(1), 1944008. 

43. Melia, C. (2023). Pengaruh Digital Marketing, 

Customer Experience dan Customer Trust Terhadap 

Repurchase Intention Secara Online Produk 

Kosmetik Wardah. Jurnal Simki Economic, 6(2), 

242-254. 

44. Mensah, I., & Mensah, R. D. (2018). Effects of 

service quality and Customer Satisfaction on 

Repurchase Intention in restaurants on University of 

Cape Coast campus. Journal of Tourism, Heritage 

& Services Marketing, 4(2), 27-36. 

45. Miao, M., Jalees, T., Zaman, S. I., Khan, S., Hanif, 

N. U. A., & Javed, M. K. (2022). The influence of 

e-Customer Satisfaction, e-trust and perceived value 

on consumer's Repurchase Intention in B2C e-

commerce segment. Asia Pacific Journal of 

Marketing and Logistics, 34(10), 2184-2206. 

46. Morgan, R. M. (1994). The commitment-trust 

theory of relationship marketing. Journal of 

Marketing. 

47. Nagel, M., & Santos, C. P. D. (2017). The 

relationship between satisfaction with complaint 

handling and Repurchase Intentions: detecting 

moderating influences in E-tail. BBR. Brazilian 

Business Review, 14(05), 510-527. 

48. Naudin, J. V. M., & Vanwesenbeeck, I. (2021). The 

effects of personalization on purchase intention in 

online grocery shopping. Communication and 

information sciences specialization in new media 

design. 

49. Nazir, S., Khadim, S., Asadullah, M. A., & Syed, N. 

(2023). Exploring the influence of artificial 

intelligence technology on consumer Repurchase 

Intention: The mediation and moderation 

approach. Technology in Society, 72, 102190. 

50. Oliver, R. L. (1980). A cognitive model of the 

antecedents and consequences of satisfaction 

decisions. Journal of marketing research, 17(4), 

460-469. 

51. Oliver, R. L. (1999). Whence consumer loyalty?. 

Journal of marketing, 63(4_suppl1), 33-44. 

52. Pappas, I., G. Pateli, A., N. Giannakos, M., & 

Chrissikopoulos, V. (2014). Moderating effects of 

online shopping experience on Customer 

Satisfaction and Repurchase 

Intentions. International Journal of Retail & 

Distribution Management, 42(3), 187-204. 

53. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. 

(1988). Servqual: A multiple-item scale for 

measuring consumer perc. Journal of 

retailing, 64(1), 12. 

54. Philosophy, L., & Thaha, A. R. (2021). 

DigitalCommons @ University of Nebraska - 

Lincoln Digital Marketing and SMEs : A Systematic 

Mapping Study Digital Marketing and SMEs : A 

Systematic Mapping Study. 2–8. 

55. Platon, O. E. (2019). Exploring the influence of 

online consumer brand boycotts on Brand Equity. 

Challenges of the Knowledge Society, 1084-1088. 

56. Poturak, M., & Softic, S. (2019). Influence of social 

media content on consumer purchase intention: 

Mediation effect of Brand Equity. Eurasian Journal 

of Business and Economics, 12(23), 17-43. 

57. Putri, D. R. (2021). Digital Marketing Strategy to 

Increase Brand Awareness and Customer Purchase 

Intention (Case Study: Ailesh Green Consulting). 

European Journal of Business and Management 

Research, 6(5), 87–93. 

https://doi.org/10.24018/ejbmr.2021.6.5.1063 

58. Putri, K. T. K., & Sukawati, T. G. R. (2020). The 

role of trust mediates the effect of Customer 

Satisfaction on Repurchase Intention (Study on 

consumer Chatime) in Denpasar City. American 

Journal of Humanities and Social Sciences 

Research, 4(8), 412-418. 

59. Raditya, M. (2024). Apa saja yang menjadi 

penyebab kegagalan CRM? ToffeeDev.  

60. Raeisi Ziarani, M., Janpors, N., & Taghavi, S. M. 

(2023). Effect of Digital Marketing on customer 

behavioral intentions with the mediation of 

Customer Relationship Management. In 

International conference on entrepreneurship, 

business and online marketing. 

61. Reena, M., & Udita, K. (2020). Impact of 

Personalized Social Media Advertisements on 

Consumer Purchase Intention. Annals of the 

University Dunarea de Jos of Galati: Fascicle: I, 

Economics & Applied Informatics, 26(2). 

62. Regina, S., & Berlianto, M. P. (2022). The influence 

of Digital Marketing on purchase intention for the 



Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online) 

*Corresponding Author: Non Fatma Alkatiri.                                                 © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 43 

dior brand in indonesia. Enrichment: Journal of 

Management, 12(5), 4500-4510. 

63. Saadah, A., Suliyanto, S., & Rahab, R. (2023, 

October). The Role Of Artificial Intelligence (AI) In 

Digital Marketing: How Personalization Of Content 

Has Implications For Purchase Intention In 

Ecommerce. In Proceeding of International 

Conference Sustainable Competitive Advantage 

(Vol. 4, No. 1). 

64. Sağtaş, S. (2022). The effect of social media 

marketing on Brand Equity and consumer 

purchasing intention. Journal of Life Economics, 

9(1), 21-31. 

65. Sansern, C., Siripipatthanakul, S., & Phayaphrom, 

B. (2022, December). The Relationship Between 

Digital Marketing, Customer Relationship 

Marketing (CRM), and Online Purchase Intention: 

The Case of Facebook Live in Thailand. In 

International Conference On Research And 

Development (ICORAD) (Vol. 1, No. 2, pp. 97-

109). 

66. Septiazi, M. R. F., & Yuliana, N. (2023). Analisis 

Pengaruh Media Sosial Terhadap Gerakan Boikot 

Produk Israel Di Indonesia. Triwikrama: Jurnal 

Ilmu Sosial, 2(4), 134-144. 

67. Sormin, S. K., & Malik, F. D. M. (2024). Perilaku 

Konsumsi Terhadap Boikot Produk Pro Israel. 

Karimah Tauhid, 3(3), 3114-3120. 

68. StatCounter. (2024). Social media stats Indonesia 

(September 2023 - September 2024). StatCounter 

Global Stats. Retrieved January 20, 2025, from 

https://gs.statcounter.com/social-media-

stats/all/indonesia/#monthly-202309-202409 

69. Sucidha, I. (2024). Pengaruh Kampanye Boikot 

Produk Kecantikan Terhadap Brand Loyality dan 

Brand Image: Studi Pada Konsumen Milenial. 

Innovative: Journal Of Social Science Research, 

4(4), 5693–5705 

70. Tardin, M. G., Pelissari, A. S., & Braga, L. D. 

(2020). Social media marketing communication: 

effects on brandy equity and on consumer’s 

purchase intention. International Journal for 

Innovation Education and Research, 8(6), 441-457. 

71. Trainor, K. J., Andzulis, J. M., Rapp, A., & 

Agnihotri, R. (2014). Social media technology 

usage and customer relationship performance: A 

capabilities-based examination of social CRM. 

Journal of business research, 67(6), 1201-1208. 

72. Tufahati, N., Barkah, C. S. A., Tresna, P. W., & 

Chan, A. (2021). The Impact of Customer 

Satisfaction on Repurchase Intention (Surveys on 

Customer of Bloomythings). Journal of Business & 

Applied Management, 14(2), 177-186. 

73. Watson, G. F., Beck, J. T., Henderson, C. M., & 

Palmatier, R. W. (2015). Building, measuring, and 

profiting from customer loyalty. Journal of the 

academy of marketing science, 43, 790-825. 

74. Wibisurya, I. (2018). The effect of Digital 

Marketing implementation through location based 

advertising on customer’s purchase intention. Binus 

Business Review, 9(2), 153-161. 

75. Yan, T., Wu, J., & Meng, H. (2024). The effect of 

digital fashion visual symbol perception on 

consumer Repurchase Intention: a moderated chain 

mediation model. Journal of Fashion Marketing 

and Management: An International Journal, 28(4), 

858-874. 

76. Yocindra, R., Suryani, T., & Prabowo, H. (2024). 

The impact of brand loyalty on repurchase 

intention: The moderating role of boycott 

participation. IPB Repository.  

77. Yoo, B., & Donthu, N. (2001). Developing and 

validating a multidimensional consumer-based 

brand equity scale. Journal of Business Research, 

52(1), 1–14.  

78. Yunus, M., Saputra, J., & Muhammad, Z. (2022). 

Digital Marketing, online trust and online purchase 

intention of e-commerce customers: Mediating the 

role of Customer Relationship Management. 

International Journal of Data and Network Science, 

6(3), 935–944.  

79. Zahra, B., Bintarti, S., & Asral, A. (2023). 

Consumer satisfaction in mediating perceived value 

and price towards revisit Repurchase Intention 

moderated by personal selling. Journal of 

Management Science (JMAS), 6(3), 560-568. 

80. Zeithaml, V. A., Berry, L. L., & Parasuraman, A. 

(1996). The behavioral consequences of service 

quality. Journal of marketing, 60(2), 31-46. 

81. Florendiana, T. R., Andriani, D., & Hariasih, M. 

(2023). Pengaruh Customer Satisfaction Digital 

Marketing dan Brand Trust Terhadap Repurchase 

Intention. Jurnal Manajemen STIE Muhammadiyah 

Palopo, 9(1), 124-140. 

82. Hasani, V. V., Zeqiri, J., Todorovik, T., Jaziri, D., & 

Toska, A. (2023). Digital Content Marketing and 

EWOM: A Mediational Serial Approach. Business 

Systems Research: International journal of the 

Society for Advancing Innovation and Research in 

Economy, 14(2), 24-43. 

83. Purwanto, N., Pancaningrum, E., & Juwita, K. 

(2022). Analysis of consumer behaviour in making 

decisions after the covid-19 pandemic: Perspectives 

on the theory of stimulus organism response (SOR). 

KnE Social Sciences, 16-24. 

84. Kusumayani, M. H., & Warmika, I. G. K. (2022). 

Antecedents and Consequences of Brand Equity on 

Repurchase Intention of Beauty Salon Consumers. 

European Journal of Business and Management 

Research, 7(3), 344-346. 

85. Pitaloka, I. W., Gumanti, T. A., & Pitaloka, I. W. 

(2019). The effects of brand equity on repurchase 

intention: The role of brand relationship quality in 

Muslim Wear Brand Surabaya-Indonesia. 

International Journal of Scientific and Technology 

Research, 8(1), 196-199. 

https://gs.statcounter.com/social-media-stats/all/indonesia/#monthly-202309-202409
https://gs.statcounter.com/social-media-stats/all/indonesia/#monthly-202309-202409


Global Scientific and Academic Research Journal of Economics, Business and Management ISSN: 2583-5645 (Online) 

*Corresponding Author: Non Fatma Alkatiri.                                                 © Copyright 2025 GSAR Publishers All Rights Reserved 

                  This work is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License.  Page 44 

86. Sutanto, W. D. R., & Kussudyarsana, K. (2024). 

The role of brand trust, brand image, brand equity 

on repurchase intention. 

87. Savitri, A., & Suhud, U. (2018). Investigasi niat 

belanja ulang ke toko pakaian: Peran CRM, 

kepuasan Dan loyalitas pelanggan. LONTAR: Jurnal 

Ilmu Komunikasi, 6(2), 76. 

88. Syahputra, H. (2022). The role of e-customer 

relationship management in driving customer 

loyalty: The mediating effect of customer trust. 

Journal of Distribution Science, 20(4), 5–14. 

89. Khoa, B. T. (2020). The antecedents of relationship 

marketing and customer loyalty: A case of the 

designed fashion product. The Journal of Asian 

Finance, Economics and Business, 7(2), 195-204. 

90. RACHBINI, W., ANGGRAENI, D., BURHAN, A. 

B., WULANDJANI, H., & Rahmawati, E. (2024). 

Effects of e-CRM: Experience-Based Marketing, 

Digital Communications on Garuda Indonesia 

Airlines, Brand Trust, and Repurchase Intention. 

Jurnal Komunikasi: Malaysian Journal of 

Communication, 40(1), 138-155. 

91. Putra, F. I. F. S., & Rahayuningtyas, T. E. (2024). 

Pure-In: Exploring Customer Satisfaction 

Performance to Increase Repurchase Intentions. 

Jurnal Nusantara Aplikasi Manajemen Bisnis, 9(2), 

489-504. 

92. Afinia, S., & Tjahjaningsih, E. (2024). Customer 

Satisfaction's Influence on Repurchase Intention in 

Indonesia's E-commerce Sector. Jurnal Informatika 

Ekonomi Bisnis, 634-639. 

  


