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Abstract: This study aims to analyze the significant positive influence of perceived value on 
purchase intention on McDonald's products mediated by purchase attitude and word of mouth 
as a link between perceived value and purchase intention. This research design uses a 
quantitative approach in the form of a questionnaire. A total of 322 respondents responded to 
this questionnaire in Indonesia using a questionnaire that applies a Likert scale of 1-5. Data 
were selected using purposive sampling techniques, then analyzed with WarPLS. This study 
measures perceived value, word of mouth, and purchase attitude as well as purchase intention 
towards the product after conducting Palestine Washing. This study has 2 paths, namely direct 
and indirect paths in influencing purchase intention. The role of purchase attitude and word of 
mouth is a full mediation of the relationship between perceived value and their intention to buy 
McDonald's products after conducting Palestine Washing. This study refers to previous studies, 
which show that the relationship between perceived value towards McDonald's products and 
their intention to buy the product is direct and indirect. Purchase intention can be indirect due 
to the mediation of purchase attitude and word of mouth to have an influence from perceived 
value to purchase intention 
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INTRODUCTION 
Recently, a phenomenon known as “boycott” has emerged. A boycott is an action to 

avoid using or purchasing products or services from a particular party as a form of protest or 
pressure against policies, actions, or behavior that are considered unfair (Putra, 2024). One 
form of boycott is stopping the purchase of certain products. This action was also carried out 
by several countries through the BDS (Boycott, Divestment, and Sanctions) movement which 
invites its supporters to stop using major brands that are directly involved in supporting Israel's 
violent policies against the Palestinian people (Sharma S & Sharma K, 2023). The BDS 
movement has grown not only to target Israeli products, but also products from companies that 
are considered to support Israel (BDS Movement, 2015). The main focus of this boycott is on 
several large companies such as McDonald's, Starbucks, and Disney+ (Trisnawati, 2024). The 
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impact experienced by companies experiencing a boycott on a product is financial loss, 
reputational damage, and a significant decline in sales (Shebil et al., 2015). One of the impacts 
of this boycott movement is on the McDonald's company in the international market, especially 
in the Middle East, Malaysia, and Indonesia (Business2Community, 2023). McDonald's is one 
of the companies that experienced a significant decline in sales due to the Israeli attack on 
Palestine. This company experienced a 70% decline in its sales level and experienced a 4% 
decline in shares (CNBC Indonesia, 2023). During this boycott, companies that experienced a 
boycott on their products carried out a strategy to restore their company's image, one of which 
is called "Palestine Washing" (BNE Intellinews, 2023). McDonalds is one of the companies 
that runs the Palestine Washing program. As a form of support for Palestinian citizens, 
McDonalds provided humanitarian aid of IDR 1.5 billion which was distributed to the 
Indonesian National Zakat Agency (Republika.co.id, 2023). Consumer attitudes have a 
significant effect on purchasing interest, meaning that the better the consumer's attitude towards 
a product, the higher the purchasing interest (Dharma Arya Pamungkas, 2023); (Woo & Kim, 
2019) Purchase intention is the desire and tendency of consumers to buy a product or service 
after assessing the benefits and value offered (Bilal et al., 2023); (Woo & Kim, 2019); (Curvelo 
et al., 2019). This reflects the willingness of consumers to make purchases that are influenced 
by their beliefs and attitudes towards certain products or services (Kim, 2020); (Anora et al., 
2024). The higher the purchase intention, the more likely the consumer is to actually make a 
purchase (Tsai, 2020); (Li et al., 2022). Several factors that can influence purchase intention 
are perceived value (Woo & Kim, 2019); (Bilal et al., 2023); (Sembiring & Nisa, 2024), 
customer attitude (Dharma Arya Pamungkas, 2023); (Woo & Kim, 2019), and word of mouth 
communication (Bilal et al., 2023); (Temaja et al., 2019). 

McDonald's is known as a company that has high value. Perceived value is defined as 
the consumer's overall assessment of the usefulness of a product based on what is received and 
what is given ((Mukerjee, 2018); (Luo et al., 2022); (Woo & Kim, 2019). In terms of value, it 
also provides several overall aspects of the product, including functional value, social value, 
condition value, and emotional value (Boksberger & Melsen, 2011); (Arias et al., 2024); (Woo 
& Kim, 2019). This shows that the higher the value perceived by consumers, the more likely 
they are to make a purchase (Kimiagari & Asadi Malafe, 2021). In the context of perceived 
value, there is a significant influence on consumer attitudes, meaning that the better the 
perceived value of a product, the higher the consumer's attitude in making purchasing decisions 
(Dharma Arya Pamungkas, 2023). It is important for companies to increase the value perceived 
by consumers to create a positive attitude. Purchase attitude refers to a consumer's attitude 
toward a particular product or brand, which includes positive or negative evaluations based on 
individual experiences, beliefs, and values. (Woo and Kim 2019); (Bilal et al., 2023); 
(Zaremohzzabieh et al., 2021). This attitude plays an important role in the purchasing decision-
making process, as it can affect consumer purchase intentions and loyalty (Li et al., 2022); 
(Johari & Keni, 2022); (Siaputra & Isaac, 2020). Attitude reflects the expression of feelings 
about an object whether it is liked or not, and attitude can also describe beliefs about various 
attributes and benefits of the object (Yuliawati, 2017). From another perspective, consumers 
who have a positive attitude toward a product due to previous good experiences are more likely 
to repurchase the product in the future. This shows the importance of word of mouth, where 
positive recommendations from other customers or personal experiences can influence 
consumer purchasing decisions. (Nofal et al., 2022) 

Word of mouth is defined as a positive or negative statement from consumers who have 
used a product or service in the form of communication between consumers about the product 
or service and influences the decision-making process. (Mukerjee, 2018); (Bilal et al., 2023) 
(Temaja et al., 2019) (Mazzarol., et al 2019). With the benefits and quality of a product and 
getting positive information from consumer experience, consumers tend to have a positive 
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attitude towards their purchasing decisions. The relationship between perceived value and 
purchase intention can be mediated by purchase attitude (Woo & Kim, 2019) and word of 
mouth (Nuzula & Wahyudi, 2022). 

In the context of Palestine Washing, there is still little research that examines how 
activities carried out by McDonald's can affect the relationship between perceived value, 
purchase attitude, and how purchase attitude and word of mouth mutually influence purchase 
intention in that context. In addition, the role of word of mouth as a mediator in this 
relationship, especially in the context of social activities, has not been widely researched. 

This study aims to analyze the effect of perceived value on purchase intention through 
the mediation of purchase attitude and word of mouth. By understanding the relationship 
between perceived value and purchase intention, and how purchase attitude and 
communication between consumers act as mediators, this study is expected to provide deeper 
insight into the factors that influence consumer purchasing decisions. 
 
Framework 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
Research Hypothesis 
The Effect of Perceived Value on Purchase Attitude 

Perceived value has a significant positive effect on purchase attitude (Woo & Kim, 
2019); (Dharma Arya Pamungkas, 2023). Value has a significant effect on attitude. This means 
that the better the perception of the value of a product, the higher the consumer's attitude in 
making a purchasing decision. Overall, it can be interpreted that perceived value has a 
significant positive effect on purchase attitude, this shows that consumers who benefit from the 
value of perceived value, namely functional, social, emotional, and conditional from a product. 
will develop a positive purchasing attitude that will increase the intention to buy. Therefore, 
value significantly positively influences consumer attitudes towards a product to have an 
impact on purchasing decisions. 
H1: Perceived Value has a significant positive effect on purchase attitude on McDonald's 
products after Palestine Washing 
 
The Influence of Perceived Value on Word of Mouth 

Perceived value has a significant positive influence on word of mouth (Mukerjee, 
2018). This means that consumers feel that they can receive good value for a product, then 
consumers will be more likely to recommend the product to others. It is important to manage 
consumer perceived value to increase positive recommendations through recommendations to 
others (wom). Research (Nuzula & Wahyudi, 2022) states that high perceived value can 
increase consumers to share their positive experiences with a product through WOM. 
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Consumers who feel good value from a product tend to recommend the product to others. 
Therefore, it is necessary to increase perceived value to encourage positive WOM through 
marketing strategies that emphasize quality, consumer experience, and the emotional value of 
a product. 
H2: Perceived Value has a significant positive effect on word of mouth on McDonald's 
products after Palestine Washing 
 
The Influence of Purchase Attitude on Purchase Intention 

Purchase attitude has a significant positive effect on purchase intention. Purchase 
attitude is a positive or negative attitude of consumers towards a product (Woo & Kim, 2019). 
This attitude reflects the consumer's overall evaluation of a product based on their perception. 
A positive attitude plays an important role in driving consumer intention to make a purchase, 
the stronger the consumer's attitude, the higher the consumer's repurchase of the product. This 
study supports previous research which shows that consumer attitudes have a significant effect 
on purchasing interest (Dharma Arya Pamungkas, 2023). Therefore, to increase purchase 
intention, it is necessary to focus on a strategy to strengthen positive attitudes in consumers 
towards a product such as paying attention to the benefits, quality and social benefits obtained 
by consumers when buying the product 
H3: Purchase attitude has a significant positive effect on purchase intention on 
McDonald's products after Palestine Washing 
 
The Influence of Word Of Mouth on Purchase Intention 
Research (Temaja et al., 2019). states that WOM has a significant positive influence on 
purchase intention, meaning that the better the WOM received by consumers, the higher their 
intention to buy a product. WOM is a form of communication that is often more trusted because 
it includes the dissemination of positive information from consumer experiences, 
recommendations from external and internal sources that can increase consumer intention to 
buy the product. When consumers get positive information about a product, they will be more 
interested in buying the product because the information conveyed by other consumers is often 
considered more relevant and trustworthy. Therefore, WOM has an important role in 
influencing purchase intention. Communication carried out through positive word of mouth 
will increase consumer intention to buy 
H4: Word of mouth has a significant positive effect on purchase intention on McDonald's 
products after Palestine Washing 
 
The Effect of Perceived Value on Purchase Intention 

Research (Nuzula & Wahyudi, 2022) shows that the influence of perceived value has a 
significant positive effect on purchase intention. This means that the higher the perceived value 
felt by consumers towards a product, the greater their intention to purchase. Other studies 
explain that perceived value has a significant influence on purchase intention, the better the 
value given to the product can increase the intention to purchase the product (Business, 2024). 
Consumers who feel the high value of a product are more likely to plan to buy the product, 
therefore the need to increase the perceived value of consumers will encourage higher purchase 
intentions. The influence of perceived value on purchase intention shows the importance of 
creating positive value for consumers to encourage them to make purchases. 
H5: Perceived value has a significant positive effect on purchase intention on McDonald's 
products after Palestine Washing 
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Purchase Attitude As A Mediator of The Influence of Perceived Value on Purchase 
Intention 

In the journal (Woo & Kim, 2019) it is stated that consumer attitudes (attitudes) towards 
purchasing products significantly mediate the influence of perceived value on purchase 
intentions. This means that consumers with a more positive attitude towards the product will 
have a strong value to buy the product. Consumers tend to have the intention to buy a product 
when they feel that the product can provide good benefits. Value has a significant positive 
effect on attitude, which will then affect purchase intention. It can be concluded that purchase 
attitude plays an important role as a mediator in the relationship between perceived value and 
purchase intention. 
H6: Purchase attitude as a mediator of the influence of perceived value on purchase 
intention 
 
Word of Mouth As A Mediator of The Influence of Perceived Value on Purchase 
Intention 

Research (Nuzula & Wahyudi, 2022) states that WOM functions as a mediator to connect 
value to purchase intention. This means that the perceived value through WOM will affect 
purchase intention. When consumers feel the high value of a product, consumers feel satisfied 
to share positive experiences then consumers will recommend the product to other consumers, 
positive information will affect purchase intention. When other people hear positive 
recommendations from people around them they are more likely to consider the product in 
purchasing decisions. WOM has a stronger influence as a mediator of the influence of 
perceived value on purchase intention. Therefore, the role of WOM as a mediator helps in 
designing strategies to increase product sales by increasing the value of a product and sharing 
positive information with other consumers aims to create purchase intention for a product 
H7: Word of mouth as a mediator of the influence of perceived value on purchase 
intention 
 
METHOD 

This study is a study with primary data obtained directly from respondents through a 
survey of statements submitted to respondents in the form of a questionnaire. Respondents 
answered structural questions about the perceived value of McDonald's products, word of 
mouth communication of McDonald's products, purchasing attitudes towards McDonald's 
products, and their purchase intentions towards McDonald's products after carrying out the 
Palestine Washing humanitarian program. Data were collected for about 1 month. This 
questionnaire collected data from respondents who met the criteria: people aged at least 19 
years, knowing about McDonald's support for Palestine, and having purchased McDonald's 
products in the last three months. A total of 322 consumers responded to our questionnaire. 
The sample consisted of 67% domiciled in Surabaya and 33% domiciled outside Surabaya. 
Respondents were aged between 19 and over 43 years. Regarding consumer employment 
status, 47% were students, 18% were private employees, 9% were self-employed, 9% were 
housewives, 7% were civil servants, and 10% were others. 
 
Measurement Scale 

Perceived value of McDonald's products is measured by six statement items taken from 
research (Woo & Kim, 2019). Word of mouth communication is measured by three statement 
items taken from research (Mazzarol, et al 2019), Consumer attitude is measured by three 
statement items taken from research (Woo & Kim, 2019). Three items, inspired by research 
(Woo & Kim, 2019) are used to measure the likelihood of consumers to purchase McDonald's 
products after conducting the Palestine Washing humanitarian program. For these four 
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measurement scales, consumers are asked to indicate their level of agreement or disagreement 
with each item on a five-point Likert scale ranging from "strongly disagree" to "strongly agree". 
 
RESULTS AND DISCUSSION 
Results 
Measurement Model Test 
        
 
 
 
 
 
 
 
 
 

Structural Model Test 
Table 1. Structural Model Test 

Variables Item Loading  CR AVE 

Perceived 
value 

McDonald's products have good standards. (0.777)   0.929 0.686 

 I feel that when I buy McDonald's products, 
other people give a good impression. 

(0.867)    

 I feel that when I buy McDonald's products, 
other people show a good attitude. 

(0.850)    

 I buy McDonald's products because they are 
practical. 

(0.791)    

 I enjoy buying McDonald's products. (0.854)    

 I feel satisfied after buying McDonald's 
products. 

(0.824)    

Word of mouth I agree with the information about 
McDonald's from other people. 

(0.873)   0.864 0.681 

 I often agree with the information about 
McDonald's from other people. 

(0.695)    

 I am sure that in the future, I will get positive 
information about McDonald's from other 
people. 

(0.894)    

Purchase 
Attitude 

In my opinion, buying McDonald's products 
that have carried out humanitarian programs 
for Palestine is a noble thing. 

(0.913)   0.946 0.854 

 In my opinion, buying McDonald's products 
that have carried out humanitarian programs 
for Palestine is a positive thing. 

(0.930)    

 In my opinion, buying McDonald's products 
that have carried out humanitarian programs 

(0.929)    
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for Palestine is something that provides 
benefits. 

Purchase 
Intention 

My intention to buy McDoanld's products is 
big. 

(0.942)   0.956 0.878 

 I have no problem buying McDonald's 
products. 

(0.920)    

 I intend to buy McDonald's products (0.949)    

 

	 Path Coefficient P Values  
Perceived value – Purchase 
attitude  

0.697  <0.001  

Perceived value – Word of 
Mouth 

0.784 <0.001 

Purchase attitude – purchase 
intention  

0.302 <0.001 

Word of mouth – Purchase 
intention  

0.346 <0.001 

Perceived value – Purchase 
intention  

0.335  <0.001 

 
Discussion 
The Influence of Perceived Value on Purchase Attitude 

The influence of perceived value has a significant positive effect on purchase attitude 
(β=0.7: p<0.01). This shows that the better the respondent's perception of the value of 
McDonald's products that have carried out humanitarian programs for Palestine on consumer 
assessments of the value they feel (perceived value) about McDonald's products which include 
functional value, social value, condition value, and emotional value (Woo & Kim, 2019). Based 
on descriptive data, the mean perceived value is 3.81, meaning that respondents agree that 
McDonald's has good standards, the impression and attitude of others towards respondents who 
buy McDonald's products are good. Respondents consider McDonald's products to be practical 
and make them feel happy and satisfied with McDonald's products. Respondents who have a 
positive perception of McDonald's value consider that the humanitarian program carried out by 
McDonald's for Palestine (palestine washing) is good and provides benefits (p <0.01) 

The results of testing hypothesis 1 support previous research conducted by (Woo & Kim, 
2019) which stated that perceived value has a significant positive effect on purchase attitude. 
Perceived value is the value of consumers' views on the benefits they receive from a product, 
compared to what they give in return (Bilal et al., 2023). Perceived value is a consumer's overall 
assessment of the net benefits of a product or service, based on what is received and compared 
to what they give (Woo & Kim, 2019). Purchase attitude is a comprehensive evaluation and 
assessment including psychological relationships with targets and assessments of whether the 
target is positive or negative (Woo & Kim, 2019). Attitude is also interpreted as a positive or 
negative assessment in consumer perception (Zaremohzzabieh et al., 2021). 

The results of the current study are in line with the concept of perceived value and 
purchase attitude from previous studies. In the context of this study, respondents have a positive 
attitude towards purchasing McDonald's products that have carried out humanitarian programs 
for Palestine (Palestine Washing) 
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The Influence of PV on WOM 
The influence of perceived value has a significant positive effect on word of mouth (β = 

0.78: p <0.01). This shows that the better the respondent's perception of the value of 
McDonald's products that have carried out Palestine washing for Palestine on consumer 
assessments of WOM (word of mouth) about McDonald's towards purchasing McDonald's 
products after receiving information that McDonald's is providing humanitarian support for 
Palestine and receiving positive information about the views of McDonald's consumers 
obtained by McDonald's consumers from other people (Mazzarol et al., 2019). Based on 
descriptive data, the mean word of mouth value is 3.65. This means that respondents agree that 
consumers get good and positive information about McDonald's from other people with the 
humanitarian program for Palestinians (p <0.01). 

The results of testing hypothesis 2 support previous research conducted by (Bilal et al., 
2023) which stated that perceived value has a significant positive effect on word of mouth. 
Perceived value is the value of consumers' views on the benefits they receive from a product, 
compared to what they give in return (Bilal et al., 2023). Perceived value is the consumer's 
overall assessment of the net benefits of a product or service, based on what they receive and 
compared to what they give (Woo & Kim, 2019). 
WOM is defined as informal communication between consumers about products or services 
that is non-commercial in nature and is considered very influential in the customer decision-
making process (Mukerjee, 2018). Word of mouth is the process of individuals conveying their 
experiences about goods or services to others, either individually or in groups and usually in 
the form of reviews based on their personal experiences with certain products or services 
(Dharma et al., 2023). Word of mouth is the exchange of ideas, thoughts, and comments 
between consumers, which does not involve marketers, and can influence purchasing decisions 
(Muis et al., 2020). WOM serves as a reference for consumers in making purchasing decisions 
based on other people's experiences with certain products or services (Saputra, 2023) The 
results of this study are consistent with the concept of perceived value (PV) which influences 
word of mouth (WOM), as explained in previous studies. In the context of this study, the value 
perceived by respondents towards McDonald's humanitarian programs contributed to increased 
WOM. This shows that perceived value plays an important role in encouraging consumers to 
share their positive experiences about McDonald's products with others. The better the 
consumer perception of the program carried out by McDonald's, the greater the possibility of 
consumers to spread positive information through WOM. 
 
The Influence of Purchase Attitude on Purchase Intention 

The influence of purchase attitude has a significant positive effect on purchase intention 
(β = 0.30: p <0.01). This shows that the better the perception of respondents' attitudes towards 
McDonald's products that have carried out humanitarian programs for Palestine towards 
consumer assessments of consumer attitudes (purchase attitudes) about McDonald's towards 
purchasing McDonald's products after receiving information that McDonald's is providing 
humanitarian support for Palestine (Based on descriptive data, the mean purchase attitude value 
is 3.73. This means that respondents agree that McDonald's has done something noble and 
positive by carrying out humanitarian programs for Palestine, respondents consider that they 
agree in terms of being useful. Respondents who have a positive perception of McDonald's 
attitude consider that the humanitarian program carried out for Palestine is something that is 
useful (p <0.01). 
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The results of testing hypothesis 3 support previous research conducted by (Woo & Kim, 
2019) which states that purchase attitude has a significant positive effect on purchase intention. 
Purchase attitude is a comprehensive evaluation and assessment including psychological 
relationships with targets and assessments of whether the target is positive or negative (Woo 
& Kim, 2019). Attitude is defined as a positive or negative assessment in consumer perception 
(Zaremohzzabieh et al., 2021). Attitude is a function of perceived benefits, perceived price, and 
energy awareness (Akroush et al., 2019) 

According to (Ha, 2021) purchase intention is defined as a person's conscious desire to 
buy a product from a brand, which reflects the consumer's plan or intention in making a 
purchase. Purchase intention is a form of behavior that has been planned in advance and has 
the potential to be realized into real actions in the form of purchases in the future (Akkaya, 
2021). Purchase intention refers to the consumer's desire to take certain actions related to 
purchasing a particular product or service, which is influenced by consumer beliefs and their 
attitudes towards the product or service (Kim, 2020). Purchase intention refers to the customer's 
desire to buy a product or service through existing channels in a community (Prentice et al., 
2019). 

The results of this study are in line with the concept of purchase attitude (PA) which 
influences purchase intention (PI), as explained in previous studies. In the context of this study, 
respondents' positive attitudes towards McDonald's humanitarian programs contributed to 
increased purchase intention. This shows that purchase attitude plays an important role in 
driving consumer intention to purchase McDonald's products, the better the consumer's 
perception of the program carried out by McDonald's, the more likely consumers are to 
repurchase McDonald's products. 
 
The Influence of WOM on PI 

The influence of word of mouth has a significant positive effect on purchase intention (β 
= 0.35: p <0.01). This shows that the better the respondent's perception of receiving or 
providing information (word of mouth) on McDonald's products that have carried out 
humanitarian programs for Palestine on consumer assessments of purchase intentions about 
McDonald's towards purchasing McDonald's products after receiving information that 
McDonald's is providing humanitarian support for Palestine (Temaja et al., 2019). Based on 
descriptive data, the mean purchase intention value is 3.54, meaning that respondents agreed 
that they received good and positive information about McDonald's from other people after 
carrying out a humanitarian program for Palestine, respondents considered that they were 
confident that in the future they would receive good information about McDonald's products. 
Respondents who had a positive perception of McDonald's WOM considered that the 
humanitarian program carried out for Palestine was beneficial (p <0.01). The results of testing 
hypothesis 4 support previous research conducted by (Temaja et al., 2019) which stated that 
word of mouth has a significant positive effect on purchase intention. WOM (Word of Mouth) 
is defined as a positive or negative statement made by potential, existing, or previously used 
consumers of a product or service, and can be accessed by a wide consumer base via the internet 
(Bilal et al., 2023). WOM is also defined as informal communication between consumers 
regarding products or services that are non-commercial in nature and are considered very 
influential in the customer decision-making process (Mukerjee, 2018). Word of mouth is the 
process of individuals conveying their experiences about goods or services to others, either 
individually or in groups and usually in the form of reviews based on their personal experiences 
with a particular product or service (Dharma et al., 2023). Word of mouth is the exchange of 
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ideas, thoughts, and comments between consumers, which does not involve marketers, and can 
influence purchasing decisions (Muis et al., 2020). 

According to (Ha, 2021) purchase intention is defined as a person's conscious desire to 
buy a product from a brand, which reflects the consumer's plan or intention in making a 
purchase. Purchase intention is a form of behavior that has been planned in advance and has 
the potential to be realized into real actions in the form of purchases in the future (Akkaya, 
2021). Purchase intention refers to the consumer's desire to take certain actions related to 
purchasing a particular product or service, which is influenced by consumer beliefs and their 
attitudes towards the product or service (Kim, 2020). 

The results of this study are consistent with the concept that Word of Mouth (WOM) 
influences purchase intention (PI), as explained in previous studies. In the context of this study, 
the positive attitude of respondents towards information circulating through WOM regarding 
McDonald's humanitarian programs contributed to an increase in purchase intention. This 
shows that WOM plays an important role in driving consumer intention to purchase 
McDonald's products. The better the consumer's perception of information obtained through 
WOM regarding McDonald's programs, the more likely they are to repurchase the product. 

The Effect of PV on PI The effect of perceived value has a significant positive effect on 
purchase intention (β=0.34: p<0.01). This shows that the better the respondent's perception of 
the value of McDonald's products that have carried out humanitarian programs for Palestine on 
consumer assessments of the value they feel (perceived value) about McDonald's products 
which include functional value, social value, condition value, and emotional value (Woo & 
Kim, 2019). Based on descriptive data, the mean perceived value is 3.81, meaning that 
respondents agree that McDonald's has good standards, the impression and attitude of others 
towards respondents who buy McDonald's products are good. Respondents consider 
McDonald's products to be practical and make them feel happy and satisfied with McDonald's 
products. Respondents who have a positive perception of McDonald's value consider that the 
humanitarian program carried out by McDonald's for Palestine (palestine washing) is good and 
provides benefits (p <0.01) 

The results of testing hypothesis 5 support previous research conducted by (Nuzula & 
Wahyudi, 2022) which states that perceived value has a significant positive effect on purchase 
intention. Perceived value is the value of consumers' views on the benefits they receive from a 
product, compared to what they give in return (Bilal et al., 2023). Perceived value is a 
consumer's overall assessment of the net benefits of a product or service, based on what is 
received and compared to what they give (Woo & Kim, 2019) 

Purchase intention is a form of behavior that has been planned in advance and has the 
potential to be realized into real actions in the form of purchases in the future (Akkaya, 2021). 
Purchase intention refers to the consumer's desire to take certain actions related to the purchase 
of a particular product or service, which is influenced by consumer beliefs and their attitudes 
towards the product or service (Kim, 2020). Purchase intention refers to the customer's desire 
to purchase a product or service through existing channels in a community (Prentice et al., 
2019) 

The results of this study are in line with the concept of perceived value (PV) which 
influences purchase intention (PI), as explained in previous studies. In the context of this study, 
respondents' positive perceptions of McDonald's humanitarian programs contributed to 
increased purchase intention. This shows that perceived value plays an important role in driving 
consumer intention to purchase McDonald's products. The better the consumer's perception of 
the program carried out by McDonald's, the more likely they are to repurchase the product. 
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Purchase Attitude As A Mediator of The Influence of Perceived Value on Purchase 
Intention 

Purchase attitude mediates the influence of perceived value on purchase intention. This 
is because the influence of perceived value on purchase attitude is significant with a value of 
(β = 0.7: p <0.01). While the influence of purchase attitude on purchase intention is significant 
with a value of (β = 0.30: p <0.01). This can be interpreted that perceived value influences 
purchase intention directly or indirectly. In terms of indirect context, there is a role of purchase 
attitude as a mediator in the influence of perceived value on purchase intention. 
 
WOM As A Mediator of The Influence of Perceived Value on Purchase Intention 

Word of mouth mediates the influence of perceived value on purchase intention. This is 
because the influence of perceived value on word of mouth is significant with a value of (β = 
0.78: p <0.01). While the influence of word of mouth on purchase intention is significant with 
a value of (β = 0.35: p <0.01). This can be interpreted that perceived value influences purchase 
intention directly or indirectly. In terms of indirect context, the role of word of mouth as a 
mediator in the influence of perceived value on purchase intention 

Palestine washing is a strategy carried out by companies to improve their brand image 
by showing support for the Palestinian issue. In the case of McDonalds, this issue arose after 
information circulated on social media and in several restaurants claiming that McDonalds 
launched a humanitarian program as an effort to improve its brand image. This is considered a 
response to criticism regarding the company's actions which are considered not in favor of 
justice. 

In several countries, the boycott of McDonald's has caused a 1.3% decline in sales in the 
second quarter of this year. In addition, the company's stock reportedly fell by 15% throughout 
the year, indicating a major impact of the growing negative perception among global 
consumers. The boycott was widespread in countries with a Muslim majority, such as 
Indonesia, Malaysia, and Middle Eastern countries, where people are more sensitive to the 
Palestinian issue (News, 2024) 

The global impact of the boycott included a negative perception of the brand in general, 
a significant decline in sales, and pressure on long-term financial performance. To address this, 
McDonald's attempted to launch a humanitarian program that was described as part of the 
Palestine washing strategy. This strategy aims to improve the company's image and change 
consumers' views by creating the impression that the company cares about humanitarian issues. 
However, this step continues to draw criticism because it is considered more focused on image 
than on real actions that support social justice (Republika.co.id, 2024) 
 
CONCLUSION 

Based on the discussion that has been done, several conclusions can be drawn related to 
the influence of perceived value on various factors that influence purchase intention towards 
McDonald's products after the humanitarian program for Palestine (palestine washing). 

First, the study shows that perceived value has a significant positive effect on purchase 
attitude. This means that the better the consumer's perception of the value of McDonald's 
products involved in the humanitarian program for Palestine, the more positive their attitude 
towards the product. This shows that the benefits felt by consumers from the program also 
influence their assessment of McDonald's products, which is reflected in a more positive 
attitude. 
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Second, perceived value also has a significant positive effect on word of mouth (WOM). 
The more positive the consumer's perception of the value provided by McDonald's through the 
Palestinian humanitarian program, the more likely the consumer is to share positive 
information with others. This indicates that consumers tend to talk more about their positive 
experiences, which in turn can influence the purchasing decisions of others. 

Furthermore, purchase attitude is proven to have a significant positive effect on purchase 
intention. Consumers who have a positive attitude towards McDonald's products after being 
involved in the Palestinian humanitarian program tend to have a greater intention to purchase 
the product. This positive attitude, which is influenced by the perception of product value, 
contributes to an increase in consumer purchase intention. 

In addition, word of mouth also has a significant positive effect on purchase intention. 
Positive information received by consumers through WOM, both directly and indirectly, plays 
a role in increasing consumer intention to buy McDonald's products. Therefore, WOM is an 
important factor in influencing consumer purchasing decisions. 

Furthermore, the results of the study also show that perceived value has a significant 
positive effect on purchase intention. The more positive the consumer's perception of the value 
of McDonald's products, the greater their intention to buy the product. Perceived value, which 
includes the functional, social, and emotional aspects of the product, plays an important role in 
increasing consumer purchase intention. 

This study also confirms that purchase attitude and word of mouth act as mediators that 
connect the influence of perceived value on purchase intention. In this case, both consumer 
attitudes towards the product and information shared by others can strengthen the relationship 
between perceptions of product value and intention to buy the product. 

Overall, although the Palestine Washing program carried out by McDonald's may aim to 
improve its brand image after criticism regarding the company's lack of support for the 
Palestinian issue, the results of this study indicate that the positive perception of product value 
driven by the program still has a significant impact on consumer attitudes and their intention 
to buy McDonald's products. However, it is also important to note that negative responses 
resulting from criticism and boycotts can impact a company's long-term performance. 
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