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ABSTRAK

Penelitian ini bertujuan untuk menganalisis penerimaan Shopee Affiliate melalui
pendekatan Technology Acceptance Model (TAM) yang diperluas dengan variabel
Social Influence, dengan menguji pengaruh Perceived Ease of Use, Perceived
Usefulness, dan Social Influence terhadap Actual Use melalui Attitude Toward
Using dan Behavioral Intention to Use pada affiliator di Kabupaten Kebumen.
Penelitian ini menggunakan metode kuantitatif dengan teknik pengambilan sampel
purposive sampling terhadap 120 responden yang telah terdaftar dan aktif
menggunakan program Shopee Affiliate minimal tiga bulan, berusia 17-45 tahun,
dan berdomisili di Kabupaten Kebumen. Data dianalisis menggunakan Structural
Equation Modeling-Partial Least Square (SEM-PLS) dengan bantuan perangkat
lunak SmartPLS 4.0. Hasil penelitian menunjukkan bahwa keenam hipotesis yang
diajukan terdukung secara empiris. Perceived Ease of Use berpengaruh positif dan
signifikan terhadap Perceived Usefulness serta merupakan prediktor sikap yang
paling kuat di antara variabel eksogen yang diuji. Perceived Usefulness dan Social
Influence juga terbukti berpengaruh positif dan signifikan terhadap Attitude Toward
Using, meskipun kontribusi Social Influence relatif lebih kecil. Selanjutnya,
Attitude Toward Using berpengaruh positif dan signifikan terhadap Behavioral
Intention to Use, dan Behavioral Intention to Use merupakan jalur dengan pengaruh
paling kuat terhadap Actual Use . Hasil ini mengonfirmasi bahwa model TAM yang
diperluas dengan Social Influence relevan digunakan untuk menjelaskan
penerimaan dan penggunaan aktual program Shopee Affiliate, dengan kemudahan
penggunaan sebagai fondasi utama pembentukan persepsi manfaat dan sikap
penggunanya.

Kata kunci: Technology Acceptance Model, Social Influence, Shopee Affiliate,
SEM-PLS, Actual Use
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ABSTRACT

This study aims to analyze the acceptance of Shopee Affiliate through the
Technology Acceptance Model (TAM) approach extended with the Social Influence
variable, by examining the effects of Perceived Ease of Use, Perceived Usefulness,
and Social Influence on Actual Use through Attitude Toward Using and Behavioral
Intention to Use among affiliators in Kebumen Regency. This study employed a
guantitative method with a purposive sampling technique involving 120
respondents who had registered for and actively used the Shopee Affiliate program
for at least three months, were aged 17-45 years, and resided in Kebumen Regency.
Data were analyzed using Structural Equation Modeling-Partial Least Square
(SEM-PLYS) with the assistance of SmartPLS 4.0 software. The results indicate that
all six proposed hypotheses were empirically supported. Perceived Ease of Use had
a positive and significant effect on Perceived Usefulness and was found to be the
strongest predictor of attitude among the exogenous variables tested. Perceived
Usefulness and Social Influence were also found to have a positive and significant
effect on Attitude Toward Using, although the contribution of Social Influence was
relatively smaller. Furthermore, Attitude Toward Using had a positive and
significant effect on Behavioral Intention to Use, and Behavioral Intention to Use
was the strongest path influencing Actual Use . These findings confirm that the TAM
model extended with Social Influence is relevant for explaining the acceptance and
Actual Use of the Shopee Affiliate program, with ease of use serving as the primary
foundation for shaping users' perceived usefulness and attitude.

Keywords: Technology Acceptance Model, Social Influence, Shopee Affiliate,
SEM-PLS, Actual Use
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