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Abstract 

Football is the most popular sport in Indonesia which has a higher percentage than any 

other sport. Football has a good image for Indonesian people, it can be seen by most of 

the sport news talking about football events. The English premier league has the highest 

position of total fans in Indonesia and followed by Serie-A and La Liga. In Indonesia, 

Manchester United ranks in the second place below Barcelona but have the same 

percentage, 9.8% for the most popular European football club in Indonesia. There is a 

huge potential for Manchester United to enlarge their market in Indonesia since Indonesia 

is categorized as a country with the highest number of populations in Southeast Asia. This 

research aims to determine consumer perception of Manchester United fans towards 

Manchester United retail stores in Indonesia regarding consumer buying interest. This 

research is the first step for Manchester United to open a retail store in Indonesia by 

adapting to Indonesian culture. This research uses a qualitative method using semi-

structured interviews. The answer will be converted as a transcript and it will be processed 

through coding which starts with the first cycle of coding using in vivo/verbatim coding and 

second cycle coding, pattern coding. The findings show that consumer perception such 

as brand image, price perception, value perception, brand experience, and consumer 

experience can influence consumer buying interest. This study contributes to Manchester 

United in developing retail stores abroad by paying attention to consumer culture in 

Indonesia. This study gives an understanding regarding consumer perception of 

Manchester United fans in Indonesia if they want to expand their market to Indonesia. 

This study found that there are 5 dimensions of consumer perception (Brand image, price 

perception, value perception, brand experience, and consumer experience) that influence 

purchasing interest of Manchester United fans in Indonesia. 

 

Keywords: Manchester United, consumer perception, purchasing interest. 
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Abstrak 

Sepak bola merupakan olahraga terpopuler di Indonesia yang memiliki persentase lebih 

tinggi dibandingkan olahraga lainnya. Sepak bola mempunyai citra yang baik di mata 

masyarakat Indonesia, hal ini terlihat dari sebagian besar berita olahraga yang 

membicarakan tentang event sepak bola. Liga Primer Inggris mempunyai posisi jumlah 

suporter tertinggi di Indonesia dan disusul Serie-A dan La Liga. Di Indonesia, Manchester 

United menempati peringkat kedua di bawah Barcelona namun memiliki persentase yang 

sama, 9,8% untuk klub sepak bola Eropa terpopuler di Indonesia. Potensi Manchester 

United untuk memperbesar pasarnya di Indonesia sangat besar, mengingat Indonesia 

termasuk negara dengan jumlah penduduk terbanyak di Asia Tenggara. Penelitian ini 

bertujuan untuk mengetahui persepsi konsumen fans Manchester United terhadap toko 

retail Manchester United di Indonesia mengenai minat beli konsumen. Riset ini menjadi 

langkah awal Manchester United membuka toko retail di Indonesia dengan beradaptasi 

dengan budaya Indonesia. Penelitian ini menggunakan metode kualitatif dengan 

menggunakan wawancara semi terstruktur. Jawaban akan diubah menjadi transkrip dan 

diproses melalui pengkodean yang dimulai dengan pengkodean siklus pertama 

menggunakan pengkodean in vivo/verbatim dan pengkodean siklus kedua, pengkodean 

pola. Hasil penelitian menunjukkan bahwa persepsi konsumen seperti citra merek, 

persepsi harga, persepsi nilai, pengalaman merek, dan pengalaman konsumen dapat 

mempengaruhi minat beli konsumen. Penelitian ini memberikan kontribusi bagi 

Manchester United dalam mengembangkan toko ritel di luar negeri dengan 

memperhatikan budaya konsumen di Indonesia. Penelitian ini memberikan pemahaman 

mengenai persepsi konsumen fans Manchester United di Indonesia jika ingin 

memperluas pasarnya ke Indonesia. Penelitian ini menemukan bahwa terdapat 5 dimensi 

persepsi konsumen (Citra merek, persepsi harga, persepsi nilai, pengalaman merek, dan 

pengalaman konsumen) yang mempengaruhi minat beli fans Manchester United di 

Indonesia. 

 

Kata Kunci : Manchester United, persepsi konsumen, minat beli. 
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Chapter 1 Introduction 

 

1.1 Background 

Indonesia has the highest number of population, based on the latest data from 

Worldometers in December 2023 is approximately 278 Million and rank in the forth place 

for countries with highest population (Worldometer, 2023). Football is the most popular 

sport in Indonesia which has a higher percentage than any other sport. Around 69% of 

the total population likes football (Pulungan, H.R.H.,2023). Football has a good image for 

Indonesian people, it can be seen by most of the sport news talking about football events, 

for example, World Cup under-17 2023 In Indonesia. Besides the national team, they also 

talk about international leagues and clubs from around the world. Based on the data, the 

English premier league has the highest position of total fans in Indonesia and followed by 

Serie-A and La Liga (Rakhmat, M.Z., 2016). In Indonesia, most of their range of age is for 

fans of 3 big clubs in England which are Arsenal, Liverpool, and Manchester United, 

Manchester United has the youngest range of age for their fans between 23-30 years old 

(Triyanto,Agus, 2017).  

 

Manchester United has one of the most popular football teams in the world, based on 

their website, their fans reach approximately 1.1 Billion from around the world 

(Manchester United, 2023). In Indonesia, Manchester United ranks in the second place 

below Barcelona but have the same percentage, 9.8% for the most popular european 

football club in Indonesia (GoodStats, 2022). Most Indonesian people love Manchester 

United based on their history from the previous coaches (Davies, P., 2018). Moreover, 

Manchester United also has great history in European competition shows from their 

trophy collection. Lastly, Manchester United has created various football icons, for 

example, Cristiano Ronaldo and Rio Ferdinand (Davies, P., 2018). Most of their income 

came from broadcasting rights, commercial revenue, and matchday ticket revenue but 

their highest income for 2022 is from commercial revenue, in which merchandise such as 

accessories and jerseys are included in this category (Adi,W.,2022). In 2012, Manchester 

United opened their official store in Marina Bay Sand, Singapore. However, their store did 

not stay for a long time which makes it until now they don't have any retail store in 
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Southeast Asia. Unlike their rival in the same league, Liverpool FC, where they already 

opened several retail stores in Southeast Asia such as Singapore, Malaysia, And Thailand 

(Liverpool fc, 2024).  

 

There is a huge potential for Manchester United to enlarge their market in Indonesia since 

Indonesia is categorized as a country with the highest number of population in Southeast 

Asia (Worldometer, 2023). Most Indonesian people are fanatic with their favorite club and 

willing to spend money to fulfill their needs and show their support to their favorite club. 

With approximately 17 Million fans, Manchester United can help to boost the club's 

revenue and position, especially in the Asian region (Manchester United, 2018). 

1.2 Problem 

Considering consumer behavior through market analysis is very crucial in order to 

determine the success of business strategy when entering a new market, especially with 

a different culture. In order to open their branch in another country with a different culture, 

perception and brand image should be strong among the consumer. Company image can 

be a disaster for the whole business activity within the company, where they might 

experience loss in their financial sector and be able to change consumers’ perspective 

toward the brand.  

 

The second problem that could be considered is that Manchester United has the highest 

number of fans in Indonesia, but they still have not opened their merchandise store in 

Indonesia, in fact their most income for their revenue is from the commercial category. 

Beside that, their rival on the same league which is Liverpool FC has opened their 

Merchandise store in Indonesia, to be specific in Pondok Indah Mall 3, despite their fans 

club is not as big as Manchester United. This dissertation will find out the solution to avoid 

and respond to the problem.  

 

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 : 
H

an
ya

 d
ip

er
gu

na
ka

n 
di

 a
re

a 
ka

m
pu

s 
IT

B
 u

nt
uk

 k
ep

er
lu

an
 p

en
di

di
ka

n 
da

n 
pe

ne
lit

ia
n



 

3 
 

1.3 Research Questions 

After understanding the problem, the researcher came up with the research question 

“What are consumer perceptions towards the Manchester United merchandise in order 

to increase purchasing interest?” 

 

1.4 Research Objective 

This study aims to explore consumer perceptions towards Manchester United 

merchandise in order to increase purchasing interest. 

 

1.5 Scope and Limitation  

This study has some limitations which will delay or affect the result of the dissertation 

project. The first limitation is Indonesia rarely has a partnership or got an expansion with 

foreign brand football clubs which will lead to a limited access for information in Indonesia. 

Second, since they want to come up with an effective result, the other analysis might be 

missing to be analyzed due to a limited period of time. Third limitation is this study cannot 

be used by the other researcher because it has a specific topic such as Manchester 

United, which it might not be relevant with the other football clubs data. Beside that, this 

research only focused on consumer perception which might have another aspect if the 

other wants to research further. Lastly, due to different cultures, I chose Indonesia as my 

target country because it might cause different results in other countries even though they 

have similarities in each other.  
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Chapter 2 Literature Review 

 

2.1 Football Fans Condition in Indonesia. 

Indonesia is one of the countries in Southeast Asia with a high enthusiasm for sports, 

especially football. According to the journal (Syahputra, 2016), in various big cities in 

Indonesia, several people come out of their homes to gather to watch European football 

matches. Due to the time difference of around 7 hours, every football match held in the 

afternoon or evening in Europe is always broadcast in the evening or early morning 

Indonesian time. The enthusiasm of the Indonesian people for football is not only for 

European football but also for national football. For example, when the 2024 AFC U-23 

competition was held in Qatar, a major tournament in which only a few Asian countries 

participated, one of the participants was Indonesia.  In this competition, Indonesia made 

history by qualifying for the semifinals after defeating South Korea in the 2024 AFC U-23. 

According to (Maulana et al, 2024), many Indonesian fans immediately held joint viewings 

in various places and even held them in one of the large stadiums. in one of the provinces 

of Indonesia. 

  

The large number of football fans in Indonesia has made many important parties in 

Indonesian society very interested in football. The enthusiasm of Indonesian football fans 

does not only apply when the national team plays but also to local clubs that play in the 

Indonesian League 1. One of the Indonesian football clubs that has the largest fanbase 

in Indonesia and even the world is Persib Bandung. According to the journal (Lubis, 2024), 

several behaviors illustrate the fanaticism of football fans at the Persib Bandung club, 

such as watching Persib when playing home or away, skipping lectures to go on tour, 

skipping work, and various other reasons that verify the existence of fanaticism in each 

individual. Negative fanaticism such as being willing to commit acts of violence and 

clashing when Persib plays, positive fanaticism of course such as valuing loyalty and 

buying products related to the proud team, such as clothes, scarves, flags, and other 

items, with these supporters are willing to spend money to get supports his favorite team. 
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The climate for Indonesian football is great, there is a lot of support apart from the national 

team and local clubs in Indonesia, Indonesian supporters who love football also support 

several international clubs and even world countries when playing. According to (Aditiya, 

2024), Indonesian fans provide support to the Dutch national team which is currently 

competing in Euro 2024 which is currently being held in Germany. Euro 2024 is the 

biggest competition on the European continent. Fanaticism supports the team from the 

outside. Indonesian fans love football, not only at home but also abroad. 

  

2.2 Manchester United Fans Condition in Indonesia 

As the most popular club in the world, Manchester United has a lot of fans. In Indonesia, 

there are many Manchester United supporter groups. With its popularity, Manchester 

United has a community in Indonesia, namely United Indonesia. United Indonesia is a 

community of Manchester United supporters that has the most members in Indonesia. 

United Indonesia was founded in 2006 and has more than 31,000 member followers 

throughout Indonesia. Apart from that, United Indonesia has an Instagram social media 

account which is aimed at reaching all Manchester United fans in Indonesia by sharing 

match information or selling Manchester United merchandise. 

  

United Indonesia is not only a community of Manchester United fans but they are also 

known to have high solidarity. This is supported by activities carried out such as watching 

together, gatherings, social charity, and other positive activities. Apart from that, its 

popularity has made many Manchester United fan bases from Indonesia also very famous 

on the X platform. Many large accounts update their information about Manchester United 

on the X platform, such as United Focus Indonesia and United About. Manchester United 

fans from Indonesia not only show high enthusiasm in supporting their club but also form 

several solid communities through various platforms on social media. 

  

The attraction of Manchester United is not only for men but also for women. According to 

the journal (Rianingsih et al, 2019), female fans support their favorite clubs from afar and 

usually use media such as television. Female fans in Indonesia who support Manchester 

United often carry out activities and events to support Manchester United, such as owning 
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Manchester United accessories or knick-knacks, namely jerseys, mugs, t-shirts, posters, 

watches, stickers, and Manchester United magazines. Female Manchester United fans 

have a love for the club by watching the results of Manchester United matches which 

influences their mood, increasing their love for the club. The fanaticism possessed by 

Manchester United fans from Indonesia can also be seen in considering Manchester 

United's rivals as their rivals (Rianingsih et al, 2019). 

  

Manchester United fans also have a very high level of loyalty to their club. This loyalty 

can be seen in various aspects, such as watching matches together, either directly at the 

stadium or via television broadcasts. Apart from that, many of them buy official club 

merchandise such as jerseys, scarves, and other accessories. Not only that, they are 

willing to travel long distances to watch the match live at Old Trafford. This high dedication 

and loyalty reflects United Indonesia's love for Manchester United, which makes them 

one of the most fanatical and loyal fan communities in the world of football. 

 

 2.3 Manchester United’s Revenue Stream 

Manchester United is one of the most popular football clubs in the world which has several 

revenue streams to strengthen their financial matters. There are revenue streams for 

Manchester United such as broadcasting rights, commercial activities, and matchday 

ticket/membership tickets. Their commercial activities such as sponsorship, merchandise, 

product licensing, and content have taken crucial roles in Manchester United’s revenue 

for 2019 with nearly half of their revenue’s percentage with the total amount 275 Million 

Pounds (Manchester United, 2024). In the second quarter of 2023, their commercial 

revenue has increased to 303 Million pounds which is most driven by a new sponsorship 

agreement on the pre-season tour on the first week of competition 2022/2023 

(Badenhausen, 2023).   

 

For their revenue from matchday tickets, with 74.140 seats in their stadium, in 2019, the 

matchday ticket took the smallest percentage on the revenue stream with approximately 

18% in the 2018/2019 league season with amount 111 Million pounds (Manchester 

United, 2024).  For their 2022/2023 season, there is an increase in revenue from 
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matchday ticket to approximately 136 Million Pounds from the previous season along with 

the sold out of their seasonal ticket together with the waiting list more than 150.000 for 

the next season (Badenhausen, 2023). An increase in the revenue for 2022/2023 season 

happened due to more number of games played in Home games due to their participation 

in the several tournaments (Cunningham, 2023). Based on the report in the second 

quarter 2024, there is an increase in the matchday ticket revenue due to the additional 

match in the home game and their appearance in the champions league  (Badenhausen, 

2024).  

 

In terms of broadcast, this revenue has several channels of income such as indirect 

partnership (global television rights related with premier league tournament, champions 

league tournament, and other tournament) and with their own broadcast channel which 

is MUTV. In 2019, broadcasting plays a big role on the revenue where they produce 

around 241 million pounds to Manchester United’s revenue with 38% (Manchester United, 

2024). However, in the season 2022/2023, Manchester United experienced a loss on their 

broadcast revenue to 209 Million pounds due to their participation in the champions 

league (Badenhausen, 2023). The percentage decreasing is around 2.7%, which results 

from the decline of their performance which makes them come down to the second tier 

European tournament which is Europa League (Cunningham, 2023).  For the football 

club, their merchandise income not only comes from their official store, but there is a 

possibility to get their income from a commission of their partnership brand such as 

Adidas (Pras, 2024).  

 

2.4 Consumer perception of brand 

Consumer perception plays an important role in determining the effectiveness of brand 

activism initiatives. Positive consumer perceptions of brand activism are associated with 

increased brand trust and willingness to support the brand through purchases. 

Consumers stick to brands if they feel they can be trusted. According to (Oscar & Keni, 

2019), brand image is a combination of memories about the brand that are created and 

leave an impression in consumers' memories. Consistent use of a brand by consumers 

can influence the consistent use of a brand image. Apart from that, price perception is the 
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consumer's view of the currency units that must be sacrificed or expended to obtain one 

product compared to other similar products (Oscar & Keni, 2019). 

  

In addition, positive perceptions of brand use can expand its impact to the wider 

community. Consumers who support brand use often share their positive experiences 

through social media and other platforms, thereby enhancing the brand's image in the 

eyes of the public. According to (Miati, 2020), brand image is a thought that exists in 

people's minds about a good or service that they are familiar with and have used or 

consumed. Where consumers will remember the advantages and disadvantages of the 

goods they have used. Consumers will choose a product apart from having good quality, 

they will also choose a brand that is quite well known or has a brand image (Miati, 2020). 

Thus, brand initiatives that successfully build positive perceptions among consumers can 

increase consumer loyalty, expand the consumer community, and contribute to long-term 

business growth and sustainability. 

  

Apart from the brand image of the product, price perception is one of the factors that 

strengthens consumers in determining which product to buy. Price perception influences 

consumers’ decisions in purchasing a brand by assessing its quality. According to (Yasri 

et al, 2020), research explains that price perception is a common thing that refers to the 

monetary and (non-monetary) value given by consumers to get a product. Because this 

price perception will have an impact on consumer brand perception. Apart from that, 

consumers who have a good experience with product prices will have a good or positive 

price experience. According to (Puccinelli et al., 2009), brand experience will make 

consumers want to pay for the experience. 

  

Consumer perceptions of brands are also influenced by brand experience which includes 

several things such as interactions, and direct and indirect experiences by consumers 

with the brand. According to (Yasri et al, 2020), consumer brand experience is the first 

step in making actual purchases, because previous experience is an experience that is 

not forgotten in brand purchases. Consumer perception of this brand will also be 

influenced by the appearance of the product. An attractive and varied brand appearance 
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will attract consumers who have views on assessing brand appearance. This is supported 

by research conducted by (Yasri et al, 2020), that consumers' senses will relate what they 

see to the appearance or quality of the brand design, for example, color, shape, and 

proportion. 

  

Based on research (Yasri et al, 2020), several intentions to repurchase can arise if there 

is something that has an impact on the previous buyer. According to him (Yasri et al, 

2020), the perception of price, experience, brand, and satisfaction does not match what 

the buyer has paid and what the buyer has received. Then it will appear that buyer 

intentions will be more inclined to a low level. The discussion regarding consumer 

perceptions of brands towards football clubs can be seen through the strong relationship 

between football clubs and their fans. 

 

2.5 Purchase Interest  

Purchasing interest is a reaction from consumers when the expected aspect from some 

product meets their expectations. The inclination of respondents to act prior to making a 

purchase choice is known as buying interest, and it is a component of consumer behavior 

in the attitude of consumption (Supriyadi et al, 2018). Purchasing interest can be led by 

several factors, such as brand image, price, location and other factors related with the 

brand. A stimulus that is impacted by multiple linked elements that persuade people to 

purchase and utilize a product gives rise to buying interest (Almira, 2021). 
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Chapter 3 Research Methodology 

 

3.1. Research Method  

This study focused on examining the possibility for Manchester United to open their new 

retail store in Indonesia considering the consumer perception. This study uses qualitative 

research techniques to explore consumers’ perception towards purchasing interest. 

Qualitative researchers use an emerging qualitative approach to inquiry, the collection of 

data in a natural setting sensitive to the people and places under study, and data analysis 

that is both inductive and deductive and establishes patterns or themes (Creswell, 2013). 

For qualitative as a research method, the author chose interview as a tool for the data 

collection. Through the interview, the author hopes that it will gain greater in depth 

exploration of the research question (Dunwoodie. K. et al, 2022). Using these techniques, 

the author hopes to come up with an effective solution for Manchester United to open 

their official retail store in Indonesia with adaptation with Indonesian consumer’s 

perception. Beside that, by the chosen interviewee, it can have more exploration in 

answer rather than using other tools such as questionnaires from quantitative research.  

 

3.2. Data Collection Method 

The data collection will be done through a live interview with 5 interviewees who meet the 

criteria which are the age range 23-30 years old and have a well-known understanding 

regarding the football situation in Indonesia and Manchester United. The interviewer will 

send/show a consent form in order to ensure the privacy of the interviewee, together with 

the procedure for interview to those who want and are willing to do the interview. The 

interview will take place in Jakarta and Tangerang. The questions for the interview will be 

semi-structured questions, which will have the list of main questions but there will be the 

following/probing question, which it will be expected to get a wider range of answer and 

opinion.  

 

Data collection will be gathered with 5 peoples with different backgrounds in order to get 

a wider range of opinion. The diversity of interviewees hoping to get a deeper insight 

regarding Manchester United official store merchandise and consumers perception 
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towards it. Throughout the interview, it will be based on the ethical guidelines that were 

already accepted before the interview. The answer from the interview will be further 

analyzed with coding and have 2 cycles of coding to satisfy the research question. The 

list of questions for the interview will be listed as below: 

1. What is your current perception of Manchester United as a brand?  

2. How would you respond if the official Manchester United store was present in 

Indonesia?  

3. How much are you willing to pay for Manchester United merchandise?  

4. What type of Manchester United product are you most interested in?  

5. How can Manchester United make their merchandise feel more exclusive or 

special to you?  

6. Where is the most suitable location for the Manchester United Merchandise store?  

7. What do you think is the most important aspect for Manchester United to open a 

store in Indonesia? (Price, Accessibility, Location, Product quality, Service quality, 

etc.)  

 

3.3. Interviewee biodata 

 

Name Age Occupation Starting to like 

Manchester 

United 

 

Location for 
the Interview 

Origin of 
Residence 

R (Informant 
1) 

25 Unemploye
d 

Starting to like 
Manchester 
United since 
2008. 

Depok Bogor 

Re 
(Informant 
2) 

28 Employed 
(working) 

Starting to like 
Manchester 
United since 8 
years old. 

Depok Surabaya 

R (Informant 
3) 

23 Employed 
(Working) 

Started to like 
Manchester 
United since 
child. 

Depok Depok 
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S (Informant 
4) 

26 Employed 
(working) 

Starting to like 
Manchester 
United since 
2009. 

South 
Tangerang 

Jakarta 

F (Informant 
5) 

23 Unemploye
d 

Starting to like 
Manchester 
United since 
Junior High 
School. 

South 
Tangerang 

Medan 

 

 

3.4. Data Analysis 

The answer from the interview will be saved as a recording and will be converted into 

transcript. After finishing the transcript, The answer will be processed through coding 

which starts with the first cycle of coding using in vivo/verbatim coding where the result 

for this coding will be an actual word from the interview and the researcher will quote it 

and put it as a final code. After that, the researcher will use the second cycle which is 

pattern coding in order to categorize the result from the first cycle by combining those 

who have similar meaning for their final code and will put it in the same category. Lastly, 

the answer from the second cycle code will be analyzed and discussed to find the result 

for the research question. The transcript for the interview will be published in this 

dissertation, due to privacy matters the recording will be saved on the author.  

 

To ensure the accuracy of this data, this study needs to have a validity test by conducting 

theory triangulation. For this study, theory triangulation in the application of several ideas 

or hypotheses to the analysis of an event or situation. The goal is to approach a subject 

or phenomenon from various angles, using various lenses and lens-based inquiries 

(Rugg). The source for this research will use the interview created by the author and 

conduct along with the literature work from journals related with consumer perception 

towards purchase interest. 
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Chapter 4 Result and Discussion 

4.1. First Cycle 

4.1.1 Quality 

Product quality shows the eagerness from the brand to the customers through their 

product which is able to be used based on their function. Product quality encompasses a 

product's ability to effectively perform its intended function, including factors like 

robustness, reliability, precision, ease of use and repair, and the value of its other 

attributes  (khoironi, et al). 

Informant 1: “In my opinion, the most important aspects are affordable prices and quality 

products because these two things will really attract consumers if, for example, the price 

is cheap but the product quality remains high.” 

Informant 2: “In my opinion, the aspect of location is the same as the quality of the 

product itself. If the location is so that people can easily reach the location itself, then if 

the quality of the product is so that people are interested in the quality of the product 

itself, so more and more people will be interested in that way.” 

Informant 3: “There are a lot of them, because I'm especially a fan, and my father is also 

a fan, so I will often buy them, especially because of the quality, and because we both 

like Manchester United.” 

 

4.1.2 Design 

Design is a way brands express their creativity with color, graphic, and model for the 

merchandise. “When we say ‘design’, we mean: the design disciplines covering products, 

places and communication (i.e. graphic design, information design, product and industrial 

design, fashion and textiles, interior design and designer/maker issues), design 

management (design strategy, design policy, marketing and design, design and 

manufacturing, innovation), design theory (design methods, psychology and design, 

creativity and design), eco and environmental design, gender issues in design. We 

anticipate these topics will be addressed from an educational, historical, technological or 

practical perspective.”  (Cooper, 1997) 

Informant 1: ”I like the MU sweater the most because the color is bright red so I really 
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like the sweater.” 

Informant 2: “Of course, because of the MU logo itself, the merchandise can be special 

because we know the history of MU and also how many fans there are.” 

 

4.1.3 Expense 

Expense is a process or method of spending money to meet necessary needs. In short, 

expenses are all the money paid to buy something. 

Informant 1: “Maybe because I'm a big fan, I could spend around 2-3 million on MU 

merchandise alone.” 

Informant 2: “Of course, I will spend more than 5 million on Manchester United itself.” 

Informant 3: “Because I've been a fan since I was little, I'm willing to spend whatever 

it takes for the merch.” 

Informant 4: “Yes, the standard is just a jersey, maybe for example 1 jersey costs 2 

million, maybe if it's the same for away, that's it.” 

Informant 5: “For me, the maximum is a million, a million is already the biggest for me 

to spend because I can use it for other things, at least a million is the biggest.” 

 

4.1.4 History 

History is events that occurred in the past. In this historical discussion, there is a 

relationship with fans who love a football club. The thing that makes many fans love their 

club is the history the club has. A club that has many achievements in the past makes 

many fans love it. Because a company's origins and essential values are rooted in its 

past, brand history is important because it helps people identify and find their way 

(Brandtrust.de). 

Informant 2: “Of course, because of the MU logo itself, the merchandise can be special 

because we know the history of MU and also how many fans there are.” 

Informant 3: “Because of the large number of fans, we also have our own history, for 

example, for me, I think Manchester United is special because I often remember moments 

between me and my father every time I watch a match.” 

Informant 4: “Yes, again, maybe because the brand is the same as Manchester United, 

the history is that people want to buy it because it's Manchester United, so that's 
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one of the factors why I want to buy it.” 

Informant 5: “Eee, for me, it's more exclusive for me, for example, if it's really made 

directly or made from England, it's not like Vietnam, all kinds of things because all the 

history comes from there.” 

 

4.1.5 Brand Ambassador 

Before entering the internet era, marketing techniques were generally carried out through 

magazine advertisements or word of mouth. By definition, a brand ambassador is a well-

known person who promotes a brand and its products to their network to increase brand 

awareness and drive sales. Companies use brand ambassadors to influence or invite 

consumers (Sriyanto & Kuncoro, 2019).  

Informant 5: “In my opinion, when you open a store, all kinds of introductions might 

be able to attract people like old players, for example, Vidic, who is no longer here, 

to sell anything, the name of the store, and all kinds of things so that it seems to attract 

people again because it's like the MU shop, right? What do you mean by jerseys? For 

example, there are already a lot of MUs, maybe they could be even more interesting.” 

 

4.1.6 Performance 

Performance is a record resulting from the function of a particular job or activity over a 

certain period. In this discussion, brand performance is an important thing in attracting 

consumers to buy a product. In this research, the performance of a football club is the key 

to attracting buyers to use the brand. The outcome of a brand's size or performance in 

relation to business objectives is called brand performance (Populix.co, 2022). 

Informant 5: “In my opinion, if Manchester United opens official merchandise in 

Indonesia, it's a bit lacking for now, because like I said earlier, its performance is 

continuing to decline and there's really nothing to sell from the team at the moment.” 

 

4.1.7 Loyalty 

Loyalty is a form of loyalty to either an individual or an organization that is carried out 

through various actions and attitudes. This attitude applies to a brand, product, or various 

other things. One example of loyalty in general is supporting a football club domestically 
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and abroad. According to (Khomsiyah & Sanaji, 2021), the loyalty that football club 

supporters have will encourage their desire to support the team they idolize. 

Informant 1: “I'm the most enthusiastic because MU is the club that I've been most 

interested in since I was little.” 

Informant 2: “Of course the jersey, because I've been following MU jerseys for a long 

time.” 

Informant 4: “Oh, I'm definitely really happy, maybe every season I buy the 

merchandise.” 

 

4.1.8 Demand 

Demand is a consumer's desire to obtain goods or services to fulfill their needs and 

desires. In this discussion, according to (Putri et al, 2022), Market demand is the sum of 

individual or private needs in the market or the sum of all needs faced by all companies 

or companies. 

Informant 1: “In my opinion, if there was an official store in Indonesia for MU 

merchandise, it would definitely attract consumers, both men and young people, because 

as I said earlier, there would definitely be a lot of MU fans.” 

Informant 2: “I think it would be great if MU opened merchandise in Indonesia because 

we know for ourselves that there are a lot of MU fans in Indonesia.” 

Informant 3: “In my opinion, it's very good, because I said earlier that because of the 

high demand, many people will buy the official merch.” 

Informant 4: “Of course, in my opinion, it's a good step because you could say that 

Manchester United fans in Indonesia are probably the largest or one of the largest, 

so in my opinion it's the right step.” 

 

4.1.9 Moments 

Moments are anything that contains togetherness activities in the form of joy or sadness 

that remain in the memory. One of the most common moments that occur is watching a 

football match.  This means that just watching football as an activity will involve emotions 

and feelings.  

Informant 3: ““Because of the large number of fans, we also have our own history, for 
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example, for me, I think Manchester United is special because I often remember 

moments between me and my father every time I watch a match.” 

 

4.1.10 Location 

When opening a shop, several important things must be done before opening the shop, 

namely placing the shop location. In short, the location in this discussion is a place that 

is used as a place to sell products. By choosing the location correctly, because each 

location has its advantages and risks. “Business location refers to the geographical 

position of a business organization, i.e. where it is situated” (Grzegorzek, 2024). 

Informant 1: “In my opinion, the most suitable place to sell MU merch is in a big mall 

like PIM or in big cities so it attracts a lot of consumers.” 

Informant 2: “In my opinion, the aspect of location is the same as the quality of the product 

itself. If the location is so that people can easily reach the location itself, then if the 

quality of the product is so that people are interested in the quality of the product itself, 

so more and more people will be interested in that way.” 

Informant 3: “Wow, in my opinion, it's in Jakarta, because there are so many people 

there and so many people go there, so in my opinion, there are a lot of buyers there too.” 

Informant 4: “What's certain is that in Jakarta, maybe I'm happy because it's close to a 

lot of people, there's a population there.” 

Informant 5: “In my opinion, if it’s not in Jakarta, it’s in Bandung, but if so, Bandung is 

already famous for selling jerseys, well, Jakarta maybe.” 

 

4.1.11 Hobby 

Hobbies are recreational activities carried out in free time to fulfill desires and get 

pleasure. Hobbies are something that many people do. According to (Wirawan, 2017), 

one sporting activity such as futsal can be used as a vehicle to channel and obtain desires 

in the heart such as joy, interest, and proving one's abilities.  

Informant 3: “I really want to buy the jersey again, because my hobby is playing mini 

soccer or futsal, so that's what I wear too.” 

Informant 4: “Jersey and jacket, because if I can wear a jacket every day, because I like 

playing Minsoc, I can wear all kinds of jerseys.” 
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4.1.12 Reputation 

Reputation is a good name that will help a person or company in carrying out activities. 

Reputation is important in influencing consumer purchasing decisions for a product. 

Consumers knowing whether their reputation is good or bad will have a big impact on the 

success of the brand's products. According to (Sampurno & Wahyono, 2014), a brand 

reputation is related to other people's assessments of a brand, good or bad.  

Informant 4: “What is clear in my opinion is that now football has become a business and 

MU, especially in Indonesia, has a very big name, so in my opinion MU as a business 

and as a brand is very big, especially among Indonesians.” 

 

4.1.13 Attractive 

Attractive is something that has an interest in something. In this discussion, the attraction 

of a football club is a combination of parts of the attraction to football club fans. Brand 

attractiveness is shown in a brand's capacity to attract potential consumers as well as 

their readiness to make a purchase (Brandtrust.de).  

Informant 1: “In my opinion, the MU brand as a brand can really attract all its fans 

because there are definitely a lot of MU fans out there.” 

 

4.2. Second cycle 

4.2.1 Brand Image 

Based on the results of interviews with several sources, the first category is the brand 

image. In the brand image category, it shows that each of the informants explained the 

reasons why quality and design are important aspects in purchasing a product for the 

brand image of the Manchester United club. “Brand image plays a crucial role in shaping 

consumer behaviour. It is the perception that consumers have of a brand, and it can either 

positively or negatively affect their decision to purchase a product or service” (Team 

Zorgle, 2023). According to one of the sources, Informant 3  explained that Manchester 

United is one of the best quality football clubs in the world, and this makes him confident 

in buying Manchester United products if he opens an official shop in Indonesia. Apart 

from that, Informant 3 believes that quality is an important aspect of purchasing a product 
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for sale. As a Manchester United fan, Informant 3 appreciates the high and good quality 

sold by the club and is willing to spend a large amount of money.  

Other speakers, such as Informant 1 and Informant 2, provided quality aspects that 

Manchester United must have. They think that affordable product prices and quality will 

make Manchester United fans interested. Informant 1 also explained that the design he 

likes is bright red. In contrast to Informant 2, Manchester United has a special logo as a 

Manchester United fan. Both explained that color is a strong attraction when purchasing 

products, and Manchester United's logo is an important aspect when buying products to 

be sold in Indonesia. 

  

4.2.2 Price Perception 

Consumers’ perceptions of prices are based on what they believe they must give up to 

receive goods or services (Septiani et al, 2020). From the results of interviews with 

several sources, the second category is Price Perception. In this Price Perception 

category, one of the important things according to the sources is the expense. In spending 

the amount of money that will be paid to buy a product, several sources, Informant 1, 

Informant 2, Informant 3, Informant 4, and Informant 5, think that as Manchester United 

fans, they are willing to pay 1 up to 5 Millions but there some informant willing to spend 

as much as they want for products owned by Manchester United. This explains that price 

perceptions are influenced by the satisfaction of some consumers in purchasing a product 

later. 

  

4.2.3 Value perception 

In the results of the interviews that have been conducted, the third category is Value 

perception. In the value perception category, it is an important aspect when consumers 

buy a product. “perceived value can be regarded as the overall assessment of a consumer 

regarding the utility of a product (or service), which is thought to be based on perceptions 
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of what is received and what is given” (Zeithaml, 1988). Several sources who conducted 

interviews were Informant 2, Informant 3, Informant 4, and Informant 5. Apart from that, 

sources such as Informant 2, Informant 3, Informant 4, and Informant 5 provide important 

things in buying products, namely history. According to them, history is an important 

aspect in increasing the value of the goods to be purchased. Informant 2 and Informant 

4, who are Manchester United fans, explained that an important aspect of opening a shop 

is location. Strategic location is the main thing in buying Manchester United products. This 

location, which is easy to reach and easy to find, is a value in itself when buying products.  

According to Informant 4, one of the sources interviewed, Manchester United has a very 

big reputation among Indonesian people. By having a great reputation, it will make it 

easier for Manchester United to open a shop in Indonesia. One of the sources, Informant 

5, also explained that bringing in former Manchester United players as brand 

ambassadors was a special value in selling the product. Apart from that, Informant 5 also 

explained that the performance of the Manchester United team itself had experienced a 

setback and this would have an impact on the value of the products sold by Manchester 

United.  

There are many important aspects in opening retail stores in Indonesia, such as history, 

brand ambassador, performance, reputation, and location. By understanding this 

important aspect, Manchester United can create and design a strategy for opening a retail 

store in Indonesia. This is supported by the large number of MU fans in Indonesia, 

therefore Manchester United has the ease of reaching its consumers. 

  

4.2.4 Brand Experience 

In the results of interviews conducted by researchers, the fourth category is brand 

experience. In the brand experience category, the important aspects of brand experience 

are demand and attractiveness. The term "brand experience" refers to the subjective, 

internal reactions of consumers (sensations, emotions, and thoughts) as well as the 

behavioral responses elicited by stimuli associated with the brand. These responses are 
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a component of the brand's identity, packaging, communications, and surroundings 

(Brakus et al, 2009).  Based on interviews that have been conducted, the demand refers 

to sources Informant 1, Informant 2, Informant 3, and Informant 4. Apart from demand, 

attractive refers to one of the sources, Informant 1. Based on the results of the interview, 

they expressed the opinion that opening an official store in Indonesia could attract 

consumers, especially Manchester United fans in Indonesia, because of the high demand 

so it could attract consumers to buy Manchester United merchandise. This was explained 

by several sources, namely Informant 3 and Informant 4, that the most suitable city for 

opening retail stores is Jakarta because it has a large population and high purchasing 

power. 

  

4.2.5 Consumer Experience 

Based on the results of the interviews that have been conducted, the fifth category is 

consumer experience. The event or events that follow a direct or indirect connection with 

the brand constitute the consumer experience (Hasfar, 2020). In the consumer 

experience category, important aspects of consumer experience are loyalty, moments, 

and hobbies. Based on interviews conducted, loyalty refers to the sources, Informant 1, 

Informant 2, and Informant 4. Manchester United fans are very enthusiastic if Manchester 

United opens retail in Indonesia and they are interested in buying MU merchandise every 

season. Apart from that, their reason for buying Manchester United merchandise (such 

as jerseys and jackets) is because of their love for the Manchester United club. 

Furthermore, one of the interviewee, Informant 3, as a Manchester United fan, showed 

his experience with Manchester United was one aspect that made him remember the 

moment he watched with his father. Apart from moments, the next aspect, namely 

hobbies, is an important thing in buying any type of product. This was explained by 

interviewees Informant 3 and Informant 5, that as Manchester United fans they also 

wanted to buy merchandise such as jerseys that could be used when carrying out their 

hobbies such as sports (Mini Soccer). With loyalty, moments, and hobbies, it play an 

important role in showing consumer experience in purchasing Manchester United 
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merchandise products. The importance of the bond that Manchester United fans have 

with their club can be utilized by Manchester United in opening a retail store in Indonesia. 

 

 

4.3. Discussion 

Based on the results of research that researchers have conducted, the categories that 

researchers have identified are the five main factors for consumers in purchasing 

Manchester United products that will be opened in Indonesia in making decisions. Below 

is the proposed conceptual framework to be discussed.  

 
 

Figure 4.3 Source: Author 

These five factors include brand image, price perception, value perception, brand 

experience, and consumer experience. In this chapter, the findings show that brand 

image is one of the buyers' factors in purchasing a product. The important aspect is the 

quality factor. Quality factors and design factors can be prioritized in consumers' minds 

when choosing a product because the quality of the product can make consumers feel 

comfortable when clothes are worn with good quality or good colors with attractive 

designs. This is also explained (Lestari & Nur, 2022), a brand that can maintain its good 

image will always be remembered by consumers. Brand image concerns the quality and 

design of the brand which then becomes a guide for consumers to make purchasing 
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decisions. This research shows that brand image is one of the main factors for buyers in 

determining the product they want to buy with quality and quality design.  

The next finding is the price perception category. Perception is one of the factors that 

reflects consumers' overall feelings about a product.  The price perception factor is one 

of the buyers' factors in purchasing products offered by Manchester United with the main 

aspect being expense. This is because the perception of price will involve how price 

information is made meaningful for themselves. According to (Cahyadi et al, 2020), 

consumers can create their assessment of a product being offered so that directly or 

indirectly it will result in a purchasing decision for a product if the consumer gets good 

quality or benefits. This research shows that price perception is one of the main factors 

for buyers in determining the product they want to buy with the associated price and price 

information.  

Based on the research results, the next category is value perception. In these findings, 

value perception is an important factor in the process of reaching consumer purchasing 

decisions and consumers will buy products with high value if they feel they have more 

value (Sandy et al, 2020). Several important aspects, such as history, brand ambassador, 

performance, reputation, and location, are the main aspects for consumers who buy 

products offered by Manchester United. Regarding the historical and reputational factors 

Manchester United has, which is known worldwide as one of the football clubs with the 

biggest fans spread throughout the world, one of which is in Indonesia. The club's 

achievements and history have an important role in value perception because they can 

provide added value to the products and services that Manchester United will offer by 

opening retail stores in Indonesia. Apart from that, performance is an important aspect of 

value perception, because Manchester United's performance is currently experiencing a 

setback. According to one of the sources interviewed, Informant 5, Manchester United 

has experienced setbacks for several years. This can attract consumers to buy the 

products offered, which will influence the success of the retail stores that are opened later. 

Other important aspects such as brand ambassadors will influence the success of 

expanding stores in the market, especially in Indonesia. Brand ambassadors that can be 

used by Manchester United are former players who have worn uniforms at the club. With 
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this, consumers feel connected to the brand and can influence product purchasing 

decisions. The final aspect is the placement of the locations that are opened. Location is 

the key to a shop's success in opening retail stores. This means that consumers who 

have high purchasing power will have easier access to purchasing the products offered. 

This research shows that value perception is one of the main factors for buyers in 

determining the product they want to buy based on the value of the item. 

  

After value perception, the next finding is the Brand experience category. Brand 

experience influences consumer purchasing decisions, because when consumers have 

a good experience with a brand, whether product or service, it will influence purchasing 

decisions. Several important aspects, such as demand and attractiveness, are the main 

aspects for consumers who buy products offered by Manchester United. In the demand 

and attractive aspects of MU fans, the club provides positive moments for consumers, a 

feeling of satisfaction will arise from the consumer's experience when using the product 

or service. To improve brand experience, Manchester United needs to pay attention to 

the products they offer to make them more attractive and attract consumers to shop at 

the official Manchester United store. This research shows that brand experience is one 

of the main factors for buyers in determining the product they want to buy with a good 

brand impression. 

  

Next, the research results in the next category are consumer experience. The study 

(Wijaya et al, 2024) explains that consumer experience is the impression a consumer 

gets of a product or business based on all aspects of the consumer journey experienced. 

In these findings, consumer experience perception is an important factor in the process 

of reaching consumer purchasing decisions for the products offered. Several important 

aspects such as Loyalty, moments, and hobbies are the main aspects for consumers who 

buy products offered by Manchester United. The loyalty and moments factors that all 

Manchester United fans have can influence consumer decisions in purchasing 

merchandise. Apart from that, the hobby factor can be an added value for fans who have 
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activities and hobbies related to Manchester United. This research shows that consumer 

experience is one of the main factors for buyers in determining the products they want to 

buy because they have loyalty and moments like Manchester United fans and hobbies 

that support consumer experience. 
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Chapter 5 Conclusions  

 

5.1 Conclusion 

Based on the results and discussion, the researcher concluded that to open an official 

Manchester United store in Indonesia, the researcher conducted interviews with 

Manchester United fans in Indonesia, which aimed to understand the state of interest of  

Manchester United fans in Indonesia towards opening an official retail store. The result 

of this study shows that Brand image, Price perception, Value perception, Brand 

experience, and Consumer experience are the dimensions of the consumer perception 

that affect potential consumer purchasing interest.  By analyzing these various factors, a 

good and effective marketing strategy can be formulated to achieve success in opening 

Manchester United retail stores in Indonesia. Manchester United chose Indonesia as the 

destination for opening its official store because Manchester United fans in Indonesia are 

among the biggest fans in Asia. With a brand that is world famous, of course, Manchester 

United can bring its popularity to Indonesia, which is dominated by several other local 

football teams.  

 

5.2 Theoretical Contribution 

This study aims to explore consumer perceptions towards Manchester United 

merchandise in order to increase purchasing interest. This study gives an understanding 

regarding consumer perception of Manchester United fans in Indonesia if they want to 

expand their market to Indonesia. This study found that there are 5 dimensions of 

consumer perception (Brand image, price perception, value perception, brand 

experience, and consumer experience) that influence purchasing interest of Manchester 

United fans in Indonesia. For future research is expected to test the conceptual framework 

which is proposed by this study using quantitative methodology and conducted with a 

larger number of respondents. This can be done by collecting questionnaire data to see 

the impact of the dimension of consumer perception (Brand image, price perception, 

value perception, brand experience, and consumer experience) towards purchasing 

interest of Manchester United fans in Indonesia. By conducting research using this 

methodology, the result can be generalized. 
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5.3 Managerial Implication 

There are several suggestions for Manchester United if they want to expand their retail 

store market to Indonesia. Below are the listed of suggestion for Manchester United: 

1. The price range for the product, especially jersey and sweater must be within 1 up 

to 2 Millions because based on the result of this study, the consumer is willing to 

pay for a product within that range.  

2. The location should be in a large city that is accessible for the consumer, such as 

Jakarta.  

3. For the Jersey, it should have more history because most fans are willing to buy 

because of their history.  

4. On the opening day, the consumer wants to have their player as brand 

ambassador in the opening ceremony.  
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APPENDIXES 

 Appendix 1:Interviews Transcript 

 

1. R (Informant 1) 

FRS: Oke coba perkenalkan dulu nama lu siapa, umurnya berapa, asal dari kota mana? 

R: Nama gua R, Umur gua 25, Dari kota bogor. 

FRS : Kalau boleh tau nih, lu dari kapan ya udah ngefans sama manchester United? 

R: kebetulan gua udah nge fans sama MU itu dari 2008 

FRS: Oke, sekarang nih gua mau nanya, gimana persepsi lu tentang manchester united 

sebagai sebuah merek/brand? 

R: Menurut gua, merek MU itu sebagai sebuah merek bisa banget narik seluruh fans nya 

karena pasti banyak banget fans–fans nya MU di luar sana. 

FRS: oke, menurut lu bagaimana tanggapan lu kalau misalnya ada official store 

manchester United di Indonesia nih? 

R: Menurut gua kalau ada official store di indonesia buat merchandisenya MU pasti bakal 

narik banget konsumen, baik itu bapak2 maupun yang anak muda karena kayak yang 

tadi gua bilang fans MU pasti banyak banget. 

FRS: oke, kalau lu sendiri nih apa yang membuat lu semangat untuk membeli barang di 

official merchandisenya MU? 

R: Gua paling semangat tuh karena MU tuh emang apa ya club yang paling gua minati 

dari gua kecil. 

FRS: oke, menurut lu sendiri nih kira-kira lu bersedia membayar harga berapa untuk satu 

buah official merchandise nya Manchester United? 

R: mungkin kalau gua karena gua nge fans banget, gua bisa abisin sekitar 2-3 juta sih 

buat merchnya MU sendiri. 

FRS: oke, kalau untuk produknya nih kira-kira yang bakal lu beli banget itu apa? 

R: gua paling suka sweaternya MU sih karena warna merahnya yang terang jadi gua 

suka banget sama sweaternya.  

FRS: oke, menurut lu, bagaimana manchester united bisa membuat merchandise 

tersebut lebih eksklusif atau lebih special buat lu? 

R: karena tadi yang gua bilang, kan merch MU ini punya warna yang menurut gua sangat 

terang dan menarik buat gua jadi gua paling suka dan paling tertarik sama merch-

merchnya MU 

FRS: oke , kalau untuk letaknya sendiri, menurut lu yang paling cocok official 

merchandise storenya MU itu dimana? 

R: Kalau menurut gua tempat yang paling cocok buat taro  merch MU itu eee bisa di mall 

besar kayak di PIM atau di kota-kota besar jadi banyak  menarik konsumen gitu. 

FRS: Oke, kalau misalnya kota besar boleh contoh ga?kayak misalnya kota apa? 

R: Ee harusnya di Jakarta bisa sih kayak di PIM, Gancy, atau senayan City yang gitu.  
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FRS: Menurut lusebagai pembeli nih, aspek apa yang paling penting untuk manchester 

United ngebuka store di Indonesia? 

R: kalau menurut gua aspek yang paling penting adalah harga yang terjangkau dan 

produk yang berkualitas karena dua hal itu bakal narik konsumen banget kalau misalkan 

harganya dia murah tapi kualitas produknya tetep tinggi. 

FRS: Oke, kalau misalnya semua aspek tersebut sudah terpenuhi, apakah lu mau atau 

lu tertarik untuk membeli produk manchester United?   

R: Gua pasti bakal tertarik banget sih dan bakal abisin duit gua buat merch MU karena 

itu emang club kesayangan gua dari kecil.  

FRS: Oke, terima kasih banyak ya 

 

2. Re (Informant 2) 

FRS: Oke coba perkenalan diri dulu nama lu siapa, umur lu berapa, asalnya dari kota 

mana? 

R: Halo nama gua Re, dari kota surabaya, umur gua 28 

FRS: Oke kalau boleh tau, lu dari umur berapa nih udah nge fans sama MU? 

R: Gua udah fans sama MU dari umur gua 8 taun sih. 

FRS: Okee, berarti udah agak lama nih, kira-kira menurut lu nih apa pendapat lu tentang 

manchester united sebagai sebuah brand/sebuah merek? 

R: Bagi gua, ee MU sebagai brand itu bagus banget soalnya MU itu udah mencapai 

banyak piala gitu gitu yang tentunya jadi menumbuhkan fans fans nya terus sekarang 

fans nya jadi banyak 

FRS: Oke, bagaimana tanggapan lu kalau mislanya MU buka official merchandise di 

Indonesia? 

R: Menurut gua bagus banget sih kalau MU buka merchandise di Indonesia soalnya kita 

tau sendiri kalau fans MU di Indonesia banyak banget ya. 

FRS: Terus apa yang bakal ngebuat lu antusias untuk membeli barang di official store 

manchester United di Indonesia? 

R: Ya karena gua fans MU dari lama terus gua selalu ngikutin jersey2 mereka setiap 

tahun tentunya kalau mereka keluarin jersey baru pasti gua beli sih. 

FRS: Oke, karena lu udah lama nih, lu juga ngikutin perkembangan manchester United, 

Menurut lu, lu bakalan keluarin berapa nih duit untuk membeli produk manchester united? 

R: Gua bakal ngeluarin duit tentunya lebih dari 5 juta sih untuk manchester united itu 

sendiri. 

FRS: Oke, kalau lu sendiri, kira-kira produk apa yang pengen banget lu beli di official 

merchandisenya Manchester United? 

R: Tentunya jersey ya soalnya gua udah ngikutin jersey MU dari lama sih. 

FRS: Oke, kalau menurut lu, apa nih yang membuat merchandise manchester United jadi 

ekslusif, jadi special untuk lu sendiri? 
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R: Tentunya gara-gara logo MU itu sendiri sih jadi merchandisenya bisa jadi special 

karena kita tau sejarah MU dan juga fansnya yang banyak banget. 

FRS: Oke, menurut lu letak manchester united, lokasi yang pas untuk manchester united 

dimana ya? 

R: Bisa di kota kota besar sih kayak di jakarta, surabaya kalau di surabaya bisa di 

pakuwon Mall, kalau di jakarta bisa di kota kota eh di mal mal gede kayak pondok indah 

mall dll. 

FRS: Oke menurut lu aspek apa nih yang paling penting untuk manchester united buka 

official store di Indonesia? 

R: Menurut gua dari aspek lokasi sama kualitas produk itu sendiri sih soalnya kalau lokasi 

biar orang-orang gampang menjangkau lokasi itu sendiri terus kalau kualitas produk biar 

orang orang tertarik dengan kualitas produk itu sendiri jadi makin banyak orang yang 

tertarik kayak gitu. 

FRS: Oke, Kalau semua aspek yang lu sebutin tadi itu udah terpenuhi, kira kira lu bakalan 

beli produk menchester united ga? 

R: Tentunya gua bakal beli produk dari manchester united sih. 

FRS: Oke, Terima kasih 

 

3. R (Informant 3) 

R: Oke coba perkenalin dulu nama lu siapa umur lu berapa dari kota mana? 

F: Halo nama gua R, gua umur 23 dari kota depok. 

R: Oke, lu udah nge fans sama manchester United dari kapan nih ya? 

F: Gua udah nge fans dari waktu kecil sih gara2 gua sering nonton sama bokap gua. 

R: Oke kalau menurut lu sendiri nih apa persepsi lu tentang manchester united sebagai 

sebuah merek atau brand? 

F: Manchester united sebagai sebuah merek itu sangat bagus ya karena menurut gua 

terutama di indonesia demandnya sangat tinggi sih. 

R: Oke, bagaimana pendapat lu tentang manchester united yang ada keinginan buka 

official store merchandise di indonesia? 

F: Menurut gua sangat bagus ya karena yang tadi gua bilang karena banyaknya demand 

yang tinggi dia bakal banyak orang yang beli gitu loh official merchnya. 

R: Oke, menurut lu apa nih yang membuat lu antusias untuk belanda di toko barunya 

manchester united di Indonesia? 

F: Eee banyak sih karena gua terutama fans nya ya dan bokap gua juga fansnya jadi gua 

bakal sering beli sih terutama gara-gara kualitas nya juga gara-gara kita sama sama suka 

manchester united. 

R: Oke, kalau untuk lu sendiri nih berapa banyak yang lu sedia untuk membayar sebuah 

produk manchester united? 

F: Karena gua ngefans dari kecil sih gua rela ngeluarin berapa aja sih buat merchnya itu. 

R: Kalau untuk jenis produknya sendiri apa yang pengen lu minati? 
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F: Gua sih pengen banget beli jerseynya lagi ya karena hobi gua juga main mini soccer 

atau main futsal jadi itu kepake juga sih. 

R: Oke kalau menurut lu nih apa yang membuat merchandise manchester united itu 

terasa lebih eksklusif atau special buat lu? 

F: Karena banyaknya fans terus juga kita juga ada histori kita sendiri kayak kalau 

misalkan untuk gua sendiri menurut gua manchester united itu special karena gua sering 

inget momen gua sama bokap gua setiap gua nonton pertandingannya sih.  

R: Oke , kalau gitu menurut lu dimana letak official merchandise manchester united yang 

paling cocok? 

F: Wah kalau menurut gua sih itu di jakarat sih karena banyaknya penduduk disana terus 

juga banyaknya orang yang kesana jadi menurut gua banyak pembelinya juga disana. 

R: Oke, menurut lu aspek apa nih yang paling penting untuk manchester united buka 

store di indonesia? 

F: Menurut gua sih dari segi kualitas sih selama kualitasnya bagus menurut gua karena 

gua nge fans juga mungkin banyak orang lain juga diluar sana yang sama kayak gua 

misalkan kualitasnya bagus kita rela ngeluarin berapa aja sih buat official merch mereka. 

R: Kalau udah sesuai dengan aspek yang lu inginin kira kira lu mau ga beli di official 

merchandise nya manchester united? 

F: Tentu aja sih soalnya ya karena gua punya histori sendiri sama manchester united gua 

pasti beli merchandisenya.  

R: Oke terima kasih ya.  

 

4. S (informant 4) 

R: Oke coba perkenalkan diri lu siapa, namanya siapa, umru berapa, asalnya dari mana? 

S: Halo nama gua S, umur gua 26 tahun dan gua berasal dari jakarta. 

R: Kalau boleh tau, lu udah dari kapan ya nge fans sama manchester united? 

S: Gua udah dari mungkin jaman 2009 kalau gua, masih ada ronaldo tuh. 

R: Oke, gimana persepsi lu tentang manchester united sebagai sebuah merek atau 

sebuah brand? 

S: Yang jelas menurut gua sekarang tuh bola kan udah jadi bisnis dan MU apalagi di 

Indonesia kan namanya udah gede banget jadi menurut gua MU tuih sebagai bisnis tuh 

sebagai brand tuh sangatlah besar terutama di kalangan di Indonesia. 

R: Kalau menurut lu gimana kalau misalnya ada official merchandise manchester united 

di Indonesia? 

S: Pastinya menurut gua ee itu sebuah langkah yang bagus karena ee bisa dibilang fans 

Manchester United di Indonesia tuh mungkin yang terbanyak atau salah satu yang 

terbanyak jadi menurut gua itu langkah yang tepat. 

R: Oke, apa yang ngebuat lu antusias kalau misalnya toko manchester united di 

indonesia? 
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S: Oh yang pasti gua seneng banget mungkin setiap season gua beli bajunya 

merchandisenya. 

R: Oke, kalau misalnya bahas merchandise, berapa nih kira kira uang atau biaya yang lu 

rela untuk keluarin untuk membeli merchandise manchester united? 

S: Ya standarnya jersey aja mungkin kalau misal 1 jersey sejutaan 2 jutaan mungkin 

kalau sama away nya ya itu sih. 

R: Oke kalau untuk jenis produk sendiri apa nih dari merchandise manchester united yang 

lu tunggu banget? 

S: Ya jerseynya sih yang pasti yang baru. 

R: Oke, kalau bahas tentang jersey, apa ngebuat merchandise manchester united terasa 

eksklusif atau special di lu? 

S: Ya balik lagi mungkin karena brandnya sama manchester united sama apa ya ee 

historinya jadi orang tuh pengen beli tuh karena itu manchester united gitu, jadi ya itulah 

salah satu faktornya kenapa gua mau beli. 

R: Oke kalau untuk letak storenya sendiri yang menurut lu cocok itu di wilayah mana dan 

dimana? 

S: Hmmmm yang pasti ya di jakarta mungkin ya gua seneng sih soalnya deket sama 

banyak orang lah disana populasinya. 

R: Oke kalau menurut lu aspek apa yang paling penting untuk manchester united lihat 

untuk buka store di indonesia? 

S: Sorry gimana? 

R: Aspek apa menurut lu penting untuk manchester united lihat pada saat store di 

indonesia? 

S: Hmmm apa ya mungkin eee dari segi lokasi juga kan jakarta populasinya salah satu 

yang mungkin banyak banget lah dan dimana indonesia tuh ee fans manchester united 

di Indonesia tuh bisa dibilang kan yang paling banyak jadi faktor lokasi pun penting dan 

gua rasa jakarta tuh salah satu yaa tempat yang tepat gitu untuk naro official store disana, 

ya gua rasa gitu sih. 

R: Oke kalau menurut lu itu udah sesuai aspek, apakah lu akan membeli produk itu 

secara langsung atau gimana? 

S: Ee ya jelas langsung. 

R: Oke, berarti ya itu sudah memenuhi aspek aspek yang lu sebelumnya lu bilang ya? 

S: Iya, tentu saja. 

R: Oke baik terima kasih kalau begitu.  

 

 

5. F (informant 5) 

R: Oke coba perkenalkan nama lu siapa, umur lu berapa dan asalnya dari kota mana? 

F: Nama gua F, umur gua 23, gua berasal dari kota medan. 

R: Oke , kalau boleh tau lu udah nge fans sama MU darai kapan ya? 
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F: Gua ngefans MU dari SMP sejak ada Ibrahimovic pindah ke MU. 

R: Kalau lu sendiri nih, persepsi lu tentang manchester united sebagai sebuah brand itu 

gimana? 

F: Hmm menurut gua walaupun gua fans MU tapi menurut gua kalau sekarang jadi brand 

kayaknya agak kurang ya soalnya kan performa MU kan udah ga sebaik dulu lagi 

menurun gitu. 

R: Oke, kalau tanggapan lu kalau misalnya manchester united buka official store 

merchandise di Indonesia gimana? 

F: hmmm menurut gua kalau ee manchester united buka official merchandise di 

Indonesia agak kurang sih kalau buat sekarang ya soalnya ya kayak gua bilang tadi 

performanya lagi nurun terus juga nggak ada yang bisa dijual banget sih dari timnya untuk 

sekarang. 

R: Oke, kalau gitu, apa yang membuat lu semangat untuk berbelanja di official store 

merchandise di Indonesia kalau misalnya manchester united jadi buka? 

F: Gua suka misalnya kalau jersey, terutama jersey apalagi kalau misalkan jersey-jersey 

lama MU tuh yang udahkan sekarang jatohnya susah dicari ya apalagi kalau original. 

R: Oke, kalau gitu gua mau tanya, berapa banyak uang yang lu relain untuk membeli 

sebuah barang dari official store merchandise manchester united? 

F: Kalau gua, maksimal sejuta lah , sejuta sih itu udah paling besar buat gua keluarin 

soalnya hmm bisa gua pake buat yang lain sih paling ya sejuta udah paling gede. 

R: Oke, kalau boleh tau jenis produk apa yang mau lu beli di official store merchandise 

manchester United? 

F: Jersey sama jaket sih soalnya kalau jaket bisa gua pake sehari hari buat daily gitu 

kalau jersey gua suka main minsoc kan jadi bisa gua pake juga segala macem. 

R: Oke, kalau buat lu sendiri nih gimana caranya merchandise manchester united itu 

berasa lebih eksklusif atau lebih special buat lu? 

F: Eee kalau gua ya lebih eksklusif buat gua tuh kalau misalkan itu bener bener langsung 

dibuat apa itu made dari inggris langsung ga kayak vietnam segala macam soalnya kan 

semua historinya berasal dari sana. 

R: Oke, kalau menurut lu dimana letak official store merchandise manchester united yang 

paling cocok di Indonesia? 

F: Kalau menurut gua, kalau ga di jakarta di bandung sih tapi kalau yaa gitu sih kalau 

bandung kan emang udah terkenal dengan penjualan jersey-jerseynya ya jakarta maybe. 

R: Oke, kalau menurut lu nih aspek yang paling penting untuk manchester united lihat 

pada saat pembukaan store di Indonesia? 

F: Ee menurut gua sih ee perkenalan pas buka store segala macamnya mungkin bisa 

ngehadirin kayak pemain lama kayak contohnya vidic yang udah enggak ini lagi kan buat 

ngejual apa ya nama store juga segala macam biar kayak nge attract orang lagi 

soalnyakan kayak toko MU kan maksudnya ya apa jersey jersey MU kan misalkan ini 

udah ada juga banyak kan mungkin bisa lebih narik lagi sih. 
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R: Oke kalau aspek tersebut sudah dipenuhi, apakah lu bakalan beli produk di official 

store merchandise manchester United? 

F: Hmm kayaknya sih iya ya tapi yang kayak gua bilang tadi tuh tapi gua ngincernya sih 

kayak pemain pemain yang lama sih ga yang kayak sekarang gitu segala macam soalnya 

kan yang gua bilang tadi soalnya juga performa MU juga lagi menurun lah yang gua incer 

juga, kenapa gua suka MU ya karena background histori nya yang historical dan segala 

macam gitu sih, kayaknya sih gua beli sih. 

R: Oke baik terima kasih kalau begitu 

 

 

 

 

  

K
ol

ek
si

 d
ig

ita
l m

ili
k 

U
P

T
 P

er
pu

st
ak

aa
n 

IT
B

 : 
H

an
ya

 d
ip

er
gu

na
ka

n 
di

 a
re

a 
ka

m
pu

s 
IT

B
 u

nt
uk

 k
ep

er
lu

an
 p

en
di

di
ka

n 
da

n 
pe

ne
lit

ia
n



 

43 
 

Appendix 2: Coding 

Pertanyaan: Bagaimana persepsi anda saat ini tentang Manchester United sebagai 

sebuah merek? 

Transcript Code Final code (First cycle) 

Menurut gua, merek MU itu 

sebagai sebuah merek bisa 

banget narik seluruh fans 

nya karena pasti banyak 

banget fans–fans nya MU 

di luar sana. 

narik seluruh fans,banyak 
banget fans MU  

Attractive, Demand 

Bagi gua, ee MU sebagai 

brand itu bagus banget 

soalnya MU itu udah 

mencapai banyak piala gitu 

gitu yang tentunya jadi 

menumbuhkan fans fans 

nya terus sekarang fans 

nya jadi banyak 

menumbuhkan fans fans, 
fans nya menjadi banyak 

 Demand 

Manchester united sebagai 

sebuah merek itu sangat 

bagus ya karena menurut 

gua terutama di indonesia 

demandnya sangat tinggi 

sih. 

Demand sangat tinggi Demand 

Yang jelas menurut gua 

sekarang tuh bola kan udah 

jadi bisnis dan MU apalagi 

di Indonesia kan namanya 

udah gede banget jadi 

menurut gua MU tuh 

sebagai bisnis tuh sebagai 

brand tuh sangatlah besar 

terutama di kalangan di 

Indonesia. 

Bola udah menjadi bisnis, 
namanudah gede banget, 
sebagai brand sangatlah 
besar 

Reputation 

Hmm menurut gua 

walaupun gua fans MU tapi 

Performa MU tidak sebaik 
dulu 

Performance 
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menurut gua kalau 

sekarang jadi brand 

kayaknya agak kurang ya 

soalnya kan performa MU 

kan udah ga sebaik dulu 

lagi menurun gitu. 

 

Pertanyaan:Bagaimana tanggapan anda jika official store Manchester United hadir di 

Indonesia?  

Transcript Code Final Code 

Menurut gua kalau ada 

official store di indonesia 

buat merchandisenya MU 

pasti bakal narik banget 

konsumen, baik itu bapak2 

maupun yang anak muda 

karena kayak yang tadi 

gua bilang fans MU pasti 

banyak banget. 

Bakal narik banget 
konsumen, baik bapak-
bapak atau anak muda, 
fans MU pasti banyak 
banget. 

Attractive, Demand 

Menurut gua bagus banget 

sih kalau MU buka 

merchandise di Indonesia 

soalnya kita tau sendiri 

kalau fans MU di Indonesia 

banyak banget ya. 

Fans MU di Indonesia 
banyak banget 

Demand 

Menurut gua sangat bagus 

ya karena yang tadi gua 

bilang karena banyaknya 

demand yang tinggi dia 

bakal banyak orang yang 

beli gitu loh official 

merchnya. 

Demand yang tinggi, 
banyak orang beli official 
merch 

Demand 

Pastinya menurut gua ee 

itu sebuah langkah yang 

bagus karena ee bisa 

dibilang fans Manchester 

Langkah yang bagus, fans 
MU di Indonesia 
terbanyak. 

Demand 
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United di Indonesia tuh 

mungkin yang terbanyak 

atau salah satu yang 

terbanyak jadi menurut gua 

itu langkah yang tepat. 

 hmmm menurut gua kalau 

ee manchester united buka 

official merchandise di 

Indonesia agak kurang sih 

kalau buat sekarang ya 

soalnya ya kayak gua 

bilang tadi performanya 

lagi nurun terus juga nggak 

ada yang bisa dijual 

banget sih dari timnya 

untuk sekarang. 

Performanya lagi turun, 
gaada yang bisa dijual dari 
tim yang sekarang. 

Performance 

 

Pertanyaan: Apa yang membuat Anda bersemangat untuk berbelanja di toko baru di 

Manchester United? 

Transcript Code Final code 

Gua paling semangat tuh 

karena MU tuh emang apa ya 

club yang paling gua minati 

dari gua kecil. 

 

Club yang paling diminati dari 
kecil 

Loyalty 

Ya karena gua fans MU dari 

lama terus gua selalu ngikutin 

jersey2 mereka setiap tahun 

tentunya kalau mereka 

keluarin jersey baru pasti gua 

beli sih. 

Fans MU dari lama, ngikutin 
jersey mereka setiap tahun 

Loyalty 

Eee banyak sih karena gua 

terutama fans nya ya dan 

bokap gua juga fansnya jadi 

gua bakal sering beli sih 

terutama gara-gara kualitas 

nya juga gara-gara kita sama 

Gua dan bokap fans nya, 
gara gara kualitasnya, suka 
manchester United. 

Moment, Quality 
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sama suka manchester 

united. 

Oh yang pasti gua seneng 

banget mungkin setiap 

season gua beli bajunya 

merchandisenya. 

Setiap season beli baju 
merchandise 

Loyalty 

Eee kalau gua ya lebih 

eksklusif buat gua tuh kalau 

misalkan itu bener bener 

langsung dibuat apa itu made 

dari inggris langsung ga 

kayak vietnam segala macam 

soalnya kan semua historinya 

berasal dari sana. 

made in Inggris, semua 
histori berasal dari sana 

History 

 

Pertanyaan:Berapa banyak anda bersedia membayar untuk barang dagangan Manchester 

United?  

Transcript Code Final Code 

mungkin kalau gua karena 

gua nge fans banget, gua 

bisa abisin sekitar 2-3 juta sih 

buat merchnya MU sendiri. 

Abisin 2-3 juta  Expense 

Gua bakal ngeluarin duit 

tentunya lebih dari 5 juta sih 

untuk manchester united itu 

sendiri. 

Lebih dari 5 juta Expense 

Karena gua ngefans dari kecil 

sih gua rela ngeluarin berapa 

aja sih buat merchnya itu. 

Rela ngeluarin berapa aja 
untuk merch 

Expense 

Ya standarnya jersey aja 

mungkin kalau misal 1 jersey 

sejutaan 2 jutaan mungkin 

kalau sama away nya ya itu 

sih. 

Standarnya jersey, sejutaan -
2 jutaan kalau sama away. 

Expense 

Kalau gua, maksimal sejuta 

lah , sejuta sih itu udah paling 

besar buat gua keluarin 

Maksimal sejuta, bisa gua 
pake buat yang lain. 

Expense 
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soalnya hmm bisa gua pake 

buat yang lain sih paling ya 

sejuta udah paling gede. 

 

Pertanyaan: Jenis produk Manchester United apa yang paling anda minati? 

Transcript Code Final Code 

gua paling suka sweaternya 

MU sih karena warna 

merahnya yang terang jadi 

gua suka banget sama 

sweaternya.  

Paling suka sweater MU, 
warna merahnya yang 
terang. 

Design 

Tentunya jersey ya soalnya 

gua udah ngikutin jersey MU 

dari lama sih. 

Jersey, ngikutin jersey MU 
dari lama 

Loyalty 

Gua sih pengen banget beli 

jerseynya lagi ya karena hobi 

gua juga main mini soccer 

atau main futsal jadi itu 

kepake juga sih. 

Pengen banget beli 
jerseynya, hobi gua juga mini 
soccer atau futsal 

Hobby 

Ya jerseynya sih yang pasti 

yang baru. 

jersey Loyalty 

Jersey sama jaket sih 

soalnya kalau jaket bisa gua 

pake sehari hari buat daily 

gitu kalau jersey gua suka 

main minsoc kan jadi bisa 

gua pake juga segala 

macem. 

Jersey dan jaket, jaket untuk 
sehari-hari, jersey gua suka 
main minsoc 

Hobby 

 

Pertanyaan: Bagaimana Manchester United dapat membuat merchandise mereka terasa lebih 

eksklusif atau spesial bagi Anda? 

Transcript Code Final Code 

karena tadi yang gua bilang, 

kan merch MU ini punya 

warna yang menurut gua 

sangat terang dan menarik 

buat gua jadi gua paling suka 

Punya warna yang sangat 
terang. 

Design 
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dan paling tertarik sama 

merch-merchnya MU 

Tentunya gara-gara logo MU 

itu sendiri sih jadi 

merchandisenya bisa jadi 

special karena kita tau 

sejarah MU dan juga fansnya 

yang banyak banget. 

Gara-gara logo MU, tau 
sejarah MU, fansnya yang 
banyak banget. 

Design, history 

Karena banyaknya fans terus 

juga kita juga ada histori kita 

sendiri kayak kalau misalkan 

untuk gua sendiri menurut 

gua manchester united itu 

special karena gua sering 

inget momen gua sama 

bokap gua setiap gua nonton 

pertandingannya sih.  

Ada histori kita sendiri, sering 
keinget momen gua sama 
bokap setiap nonton 
pertandingan. 

History, Moment 

Ya balik lagi mungkin karena 

brandnya sama manchester 

united sama apa ya ee 

historinya jadi orang tuh 

pengen beli tuh karena itu 

manchester united gitu, jadi 

ya itulah salah satu faktornya 

kenapa gua mau beli. 

Mungkin karena brandnya, 
historinya jadi orang pengen 
beli.  

 History 

Eee kalau gua ya lebih 

eksklusif buat gua tuh kalau 

misalkan itu bener bener 

langsung dibuat apa itu made 

dari inggris langsung ga 

kayak vietnam segala macam 

soalnya kan semua historinya 

berasal dari sana. 

Langsung dari inggris, semua 
historinya berasal dari sana. 

History 

 

Pertanyaan: Dimana letak yang paling cocok untuk store Merchandise Manchester United? 

Transcript Code Final Code  

Kalau menurut gua tempat 

yang paling cocok buat taro 

merch MU itu eee bisa di mall 

Mall besar, kota kota besar. Large City 
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besar kayak di PIM atau di 

kota-kota besar jadi banyak  

menarik konsumen gitu. 

Bisa di kota kota besar sih 

kayak di jakarta, surabaya 

kalau di surabaya bisa di 

pakuwon Mall, kalau di 

jakarta bisa di kota kota eh di 

mal mal gede kayak pondok 

indah mall dll. 

Kota besar, mall besar. Large City 

Wah kalau menurut gua sih 

itu di jakarta sih karena 

banyaknya penduduk disana 

terus juga banyaknya orang 

yang kesana jadi menurut 

gua banyak pembelinya juga 

disana. 

Di jakarta, banyak penduduk, 
banyak pembeli. 

Large City, Demand 

Hmmmm yang pasti ya di 

jakarta mungkin ya gua 

seneng sih soalnya deket 

sama banyak orang lah 

disana populasinya. 

di jakarta, deket banyak 
orang. 

Large city, Demand 

Kalau menurut gua, kalau ga 

di jakarta di bandung sih tapi 

kalau yaa gitu sih kalau 

bandung kan emang udah 

terkenal dengan penjualan 

jersey-jerseynya ya jakarta 

maybe. 

Kalau ga di jakarta di 
bandung. 

Large City 

 

Pertanyaan: Menurut anda aspek apa yang paling penting untuk Manchester United membuka 

store di Indonesia? 

Transcript Code  Final Code 

kalau menurut gua aspek 

yang paling penting adalah 

harga yang terjangkau dan 

produk yang berkualitas 

karena dua hal itu bakal narik 

konsumen banget kalau 

Harga yang terjangkau, 
produk yang berkualitas. 

Expense, Quality 
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misalkan harganya dia murah 

tapi kualitas produknya tetep 

tinggi. 

Menurut gua dari aspek 

lokasi sama kualitas produk 

itu sendiri sih soalnya kalau 

lokasi biar orang-orang 

gampang menjangkau lokasi 

itu sendiri terus kalau kualitas 

produk biar orang orang 

tertarik dengan kualitas 

produk itu sendiri jadi makin 

banyak orang yang tertarik 

kayak gitu. 

 

Lokasi dan kualitas produk, 
lokasi biar orang gampang 
menjangkau, kualitas produk 
biar orang orang tertarik. 

Location, Quality 

Menurut gua sih dari segi 

kualitas sih selama 

kualitasnya bagus menurut 

gua karena gua nge fans juga 

mungkin banyak orang lain 

juga diluar sana yang sama 

kayak gua misalkan 

kualitasnya bagus kita rela 

ngeluarin berapa aja sih buat 

official merch mereka. 

Dari segi kualitas, kualitasnya 
bagus kita rela ngeluarin 
berapa aja.  

Quality 

Hmmm apa ya mungkin eee 

dari segi lokasi juga kan 

jakarta populasinya salah 

satu yang mungkin banyak 

banget lah dan dimana 

indonesia tuh ee fans 

manchester united di 

Indonesia tuh bisa dibilang 

kan yang paling banyak jadi 

faktor lokasi pun penting dan 

gua rasa jakarta tuh salah 

satu yaa tempat yang tepat 

gitu untuk naro official store 

disana, ya gua rasa gitu sih. 

Dari segi lokasi, jadi faktor 
lokasi pun penting,  gua rasa 
jakarta tuh salah satu yaa 
tempat yang tepat. 

Location 
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Ee menurut gua sih ee 

perkenalan pas buka store 

segala macamnya mungkin 

bisa ngehadirin kayak pemain 

lama kayak contohnya vidic 

yang udah enggak ini lagi kan 

buat ngejual apa ya nama 

store juga segala macam biar 

kayak nge attract orang lagi 

soalnyakan kayak toko MU 

kan maksudnya ya apa jersey 

jersey MU kan misalkan ini 

udah ada juga banyak kan 

mungkin bisa lebih narik lagi 

sih. 

perkenalan pas buka store , 

ngehadirin kayak pemain 

lama kayak contohnya vidic,  

biar kayak nge attract orang,  

Brand Ambassador 

 

Pertanyaan: kalau sesuai aspek yang menurut anda penting apakah anda akan membeli produk 

manchester united? 

Transcript Code Final Code 

Gua pasti bakal tertarik 

banget sih dan bakal abisin 

duit gua buat merch MU 

karena itu emang club 

kesayangan gua dari kecil.  

bakal tertarik banget sih dan 

bakal abisin duit gua buat 

merch MU  

Financial 

Tentunya gua bakal beli 

produk dari manchester 

united sih. 

 bakal beli produk dari 

manchester united 

Loyalty 

Tentu aja sih soalnya ya 

karena gua punya histori 

sendiri sama manchester 

united gua pasti beli 

merchandisenya.  

Tentu saja, punya histori 
sendiri dengan manchester 
united.  

History 

Iya, tentu saja. Tentu saja Loyalty 

Hmm kayaknya sih iya ya tapi 

yang kayak gua bilang tadi 

tuh tapi gua ngincernya sih 

kayak pemain pemain yang 

lama sih ga yang kayak 

sekarang gitu segala macam 

kayaknya sih iya, tapi gua 

ngincernya sih kayak pemain 

pemain yang lama, performa 

MU juga lagi menurun,  gua 

suka MU ya karena 

Performance 
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soalnya kan yang gua bilang 

tadi soalnya juga performa 

MU juga lagi menurun lah 

yang gua incer juga, kenapa 

gua suka MU ya karena 

background histori nya yang 

historical dan segala macam 

gitu sih, kayaknya sih gua 

beli sih. 

background histori nya, 

kayaknya sih gua beli sih. 

 

 

 

Category (Second Cycle) 

List of codes: Quality, design, expense, history, brand ambassador, performance, loyalty, 

demand, moments, location, hobby, reputation, attractive.  

Category 1: Brand image 

Variable: Quality, design 

 

Category 2: Price perception 

Variable: Expense 

 

Category 3: Value perception 

Variable: History, brand ambassador, performance, Reputation, location, demand 

 

Category 4: Brand experience 

Variable: Demand, attractive.  

 

Category 5: Consumer experience 

Variable: Loyalty, moments, Hobby 
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