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ABSTRAK 

HANNAH EMMANUELLA DELIA, PENGARUH IT AFFORDANCE 

TERHADAP PURCHASE INTENTION PADA FITUR SHOPEE LIVE DI 

KOTA SURABAYA 

Shopee merupakan e-commerce di Indonesia yang memiliki beragam fitur. Salah 

satu fitur unggulan yang dimiliki oleh Shoppe adalah live streaming dengan nama 

Shopee Live. Shopee Live dihadirkan oleh Shopee untuk mempermudah pelanggan 

dalam mengetahui produk secara detail. Shopee Live ada sebagai ada untuk 

membantu Masyarakat yang ingin berbelanja  tanpa harus mendatangi toko secara 

langsung. Peran Shopee Live bagi toko yang menjual produk bagi masyarakat 

dibantu dengan IT affordance.  Penelitian ini bertujuan untuk mengetahui dan 

menganalisis pengaruh IT Affordance terhadap Purchase Intention pada fitur 

shopee live. Populasi yang digunakan ialah warga Kota Surabaya dengan kriteria 

yang ditentukan sebelum penelitian, oleh karena itu teknik pengambilan sampel 

menggunakan purposive sampling sehingga didapat sampel sejumlah 100 

responden. Sampel yang diperoleh didapatkan melalui pengisian kuesioner dengan 

menggunakan Google Form. Teknik analisis data menggunakan uji validitas, uji 

reliabilitas, uji asumsi klasik yang terdiri dari uji normalitas, uji multikolinieritas, 

uji heteroskedastistas, dan uji autokorelasi, analisis regresi linier berganda, uji 

hipotesis (uji F dan uji t), Berdasarkan hasil penelitian ini membuktikan bahwa 

visibility affordance secara parsial tidak berpengaruh terhadap purchase intention, 

metavoicing affordance secara parsial memiliki pengaruh yang positif dan 

signifikan terhadap purchase intention, guidance shopping affordance secara 

parsial memiliki pengaruh yang positif dan signifikan terhadap purchase intention. 

 

Kata Kunci: IT Affordance, Live-streaming, E-commerce, Purchase Intention, 

Shopee 
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ABSTRACT 

HANNAH EMMANUELLA DELIA, THE INFLUENCE OF IT 

AFFORDANCE ON PURCHASE INTENTION ON SHOPEE LIVE 

FEATURES IN SURABAYA CITY 

 

Shopee is an e-commerce in Indonesia that has a variety of features. One of the 

best features that Shoppe has is live streaming under the name of Shopee Live. 

Shopee live is presented by Shopee to make it easier for customers to know the 

product in detail. Shopey Live exists as it is to help the community who want to 

shop without having to go to the store directly. The role of the shopee live for the 

store that sells the product to the community is assisted by IT affordance. This 

research aims to identify and analyze the impact of Affordance's IT on Purchase 

Intention on live shopee features. The population used was the citizens of 

Surabaya City with the criteria defined before the study, therefore the sampling 

technique used purposive samplings so that a sample of a total of 100 respondents 

was obtained. The samples were obtained by filling in a questionnaire using 

Google Forms. Data analysis techniques using validity tests, reliability tests, 

classical assumption tests consisting of normality tests, multicolinearity tests and 

heteroskedastistas tests, and autocorrelation tests, multiple linear regression 

analysis, hypothesis tests (F tests and t tests), based on the results of this study 

showed that visibility affordance partially has no influence on purchase intention, 

metavoicing affordonce partly has a positive and significant effect on purchase 

intent, guidance shopping affordence in part has a significant positive effect on 

buy intention. 

 

Keywords: IT Affordance, Live-streaming, E-commerce, Purchase Intention, 

Shopee 

 

 


