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ABSTRACT

Currently, the boycott campaign against products that are affiliated with Israel
are on the rise in many social media platforms such as X, Facebook, Instagram
and YouTube. This boycott campaign has contributed to the decline of the brand
image of the products that are affiliated with Israel, this can be seen most within
the food and beverage sector in Muslim majority countries, which is shown in the
Muslim member Muhammadiyah Padang City. One of the factors that has
contributed to the decline of the brand image is social identity. This research aims
to find out if there is a connection between social identity and the brand image of
food and beverage products that are affiliated in Israel. The research method
used in this study is a quantitative method in the form of a correlation test with the
Pearson Product Moment analysis technique. This study involved 283 members of
Muhammadiyah in Padang City. The sampling method used was nonprobability
sampling with an accidental sampling technique. Brand image was measured
using the brand image scale by Cho et al. (2015), while social identity was
measured using the social identity scale by Alviano and Saloom (2022). The
results of the study indicate a relationship between social identity and the brand
image of food and beverage products affiliated with Israel (r = -0,247, p = 0.001
< 0.05). This means that the higher the social identity, the lower the brand image,
and vice versa.
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ABSTRAK

Saat ini, kampanye boikot terhadap produk terafiliasi Israel sedang marak terjadi
di berbagai media sosial, seperti X, Facebook, Instagram, hingga Youtube.
Kampanye boikot ini berdampak pada penurunan brand image dari produk-
produk terafiliasi Israel, hal ini paling dirasakan oleh produk food and beverage di
negara-negara dengan mayoritas Muslim, seperti yang ditunjukkan Muslim
anggota Muhammadiyah Kota Padang. Salah satu faktor yang mempengaruhi
penurunan brand image tersebut adalah identitas sosial. Penelitian ini bertujuan
untuk melihat apakah terdapat hubugan antara identitas sosial dengan brand
image produk food and beverage terafiliasi Israel. Metode penelitian yang
digunakan pada penelitian ini yaitu metode kuantitatif berupa uji korelasi dengan
teknik analisis Pearson Product Moment. Pada penelitian ini melibatkan 283
anggota Muhammadiyah Kota Padang. Metode penelitian sampel yang digunakan
yaitu nonprobability sampling dengan teknik accidental sampling. Brand image
diukur dengan menggunakan skala brand image oleh Cho dkk. (2015) dan
identitas sosial diukur dengan menggunakan skala identitas sosial oleh Alviano
dan Saloom (2022). Hasil penelitian menunjukkan adanya hubungan identitas
sosial dengan brand image produk food and beverage terafiliasi Israel (r=-0,247,
p= 0,001< 0,05). Hal ini berarti bahwa semakin tinggi identitas sosial pada diri
seseorang, semakin rendah brand image yang dimiliki dan begitu sebaliknya.
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