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ABSTRAK 
 

Perekonomian Indonesia yang kini semakin bergeser ke arah industri 

kreatif serta semakin tingginya teknologi dan pemanfaatan jaringan internet 

mendorong banyaknya bermunculan bentuk-bentuk usaha kecil menengah 

(UKM), salah satunya yaitu pada bidang kerajinan. Mereka berusaha untuk 

memanfaatkan website dan meningkatkan kualitas produknya demi meningkatkan 

niat konsumen untuk mau melakukan pembelian. Penelitian ini bertujuan untuk 

mencari tahu hubungan antara website design, fulfillment dan perceived risk 

terhadap emotion dari konsumen, hubungan antara security terhadap perceived 

risk, serta hubungan antara emotion, perceived risk dan perceived quality terhadap 

purchase intention. 

Berdasarkan uraian di atas, maka objek dari penelitian ini adalah 

www.kumbukumbusouvenirs.com. Di mana data didapat dari konsumen yang 

pernah bertransaksi produk kerajinan clay pada website tersebut . Penelitian ini 

memiliki 7 temuan penelitian yaitu website design berpengaruh positif terhadap 

pembetukan emotion, fulfillment berpengaruh positif terhadap pembentukan 

emotion, security berpengaruh positif terhadap penurunan  perceived risk, 

perceived risk berpengaruh positif terhadap penurunan emotion, emotion 

berpengaruh positif terhadap peningkatan purchase intention, perceived risk 

berpengaruh positif terhadap penurunan purchase intention dan perceived quality 

berpengaruh positif terhadap peningkatan purchase intention.  

 

Penelitian ini dapat memberikan masukan mengenai website design, fulfillment, 

security, emotion, perceived risk, perceived quality dan purchase intention dalam 

industri ritel. Hasil penelitian ini juga dapat menjadi implikasi manajerial untuk 

industri serupa. 

  

Kata Kunci : Website Design, Fulfillment, Security, Emotion, Perceived Risk, 

Perceived Quality, Purchase Intention, Kumbu Kumbu Souvenirs. 
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ABSTRACT 
 

Indonesia's economy is increasingly shifting towards the creative 
industries as well as the increasing use of technology and the Internet to 
encourage many emerging forms of small and medium enterprises ( SMEs ), one 
of which is in the field of handicrafts. They are trying to use the website and 
improve the quality of their products in order to enhance the consumer's intention 
to want to make a purchase. This study aims to find out the relationship between 
website design, fulfillment and perceived risk to the emotion of the consumers, the 
relationship between the perceived security risk, and the relationship between 
emotion, perceived risk and perceived quality on purchase intention. 

Based on it, the object of this study was www.kumbukumbusouvenirs.com. Where 
the data obtained from customers who had dealings clay craft products on the 
website. This research has 7 research findings that website design has a positive 
effect on the formation of emotion, fulfillment has positive influence on the 
formation of emotion, security has a positive effect to the decline in perceived 
risk, perceived risk has a positive effect on the reduction in emotion, emotion has 
a positive effect on the increase in purchase intention, perceived risk has a 
positive effect to the decline in purchase intention and perceived quality has a 
positive effect on the increase in purchase intention. 

This research can provide input regarding website design, fulfillment, security, 
emotion, perceived risk, perceived quality and purchase intention in the retail 
industry. The results of this study can also be a similar managerial implications 
for the industry. 

  

Keywords : Website Design, Fulfillment, Security, Emotion, Perceived Risk, 
Perceived Quality, Purchase Intention, Kumbu Kumbu Souvenirs. 
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