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ABSTRAK 

Viggo Tristan Widjaja. NRP 1423016047. Pengaruh Perubahan Brand 

Attributes CLS Knights Indonesia Terhadap Citra Klub CLS Knights 

Indonesia Pada Followers Akun Fans Basket ‘Knights Society’ di Instagram 

Penelitian ini bertujuan untuk menguji teori yang mengatakan 

bahwa perubahan brand attributes dari suatu klub olahraga dapat 

berpengaruh terhadap citra dari klub olahraga itu sendiri. CLS Knights 

Indonesia selaku salah satu klub profesional yang ada di tanah air melakukan 

perubahan brand attributes yang cukup signifikan saat menjalani kompetisi 

Asean Basketball League (ABL) pada musim kompetisi 2017-2019 silam. 

Perbedaan pangsa pasar serta cakupan kompetisi yang semakin luas memaksa 

CLS Knights Indonesia melakukan perubahan agar bisa menyesuaikan 

dengan tim-tim lain yang berkompetisi di dalamnya. Brand attributes pada 

penelitian kali ini dinilai  berdasarkan dua indikator utama yaitu product 

related brand attributes dan non-product related brand attributes. 

Sedangkan citra klub dinilai berdasarkan lima indikator yakni primary 

impression, familiarity, perception, preference, dan position. Metode yang 

digunakan pada penelitian ini adalah metode survey yang nantinya setiap 

pernyataan menggunakan bantuan standar ukur skala likert. Hasil penelitian 

ini menunjukkan bahwa adanya pengaruh yang sangat signifikan antara 

perubahan brand attributes CLS Knights Indonesia terhadap citra klub CLS 

Knights Indonesia pada followers akun fans basket ‘Knights Society’ di 

Instagram. Artinya, semakin baik perubahan brand attributes yang dilakukan 

CLS Knights Indonesia, semakin positif pula citra mereka di benak fans. 

Kata Kunci: Brand Attributes, Citra Klub Olahraga, CLS Knights Indonesia 



 
 

xix 
 

ABSTRACT 

Viggo Tristan Widjaja. NRP 1423016047. The Influence of CLS Knights 

Indonesia's brand attributes change to CLS Knights Indonesia's club image 

on followers of the 'Knights Society' basketball fans account on Instagram. 

This study aims to test the theory that changes in brand attributes of 

a sports club can affect the image of the sports club itself. CLS Knights 

Indonesia as one of the professional clubs in the country to make significant 

changes in brand attributes when undergoing the Asean Basketball League 

(ABL) competition in the 2017-2019 season ago. Differences in market share 

and wider scope of competition forced CLS Knights Indonesia to make 

changes to be able to adjust to other teams competing in it. Brand attributes 

in this study were assessed based on two main indicators namely product 

related brand attributes and non-product related brand attributes. While the 

club's image is judged based on five indicators namely primary impression, 

familiarity, perception, preference, and position. The method used in this 

study is a survey method which later each statement uses the help of a Likert 

scale measurement standard. The results of this study indicate that there is a 

very significant influence between changes in CLS Knights Indonesia's brand 

attributes to the CLS Knights Indonesia club image on followers of the 

'Knights Society' basketball fans account on Instagram. That mean, the better 

the brand attribute changes made by CLS Knights Indonesia, the more 

positive their image is in the minds of fans. 

 

Keywords: Brand Attributes, Citra Klub Olahraga, CLS Knights Indonesia 

 


