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Abstract 

Mobile loan is one of the innovative services in financial services markets that are expected to 

appeal particularly to micro and small enterprises whose owners may be illiterate or lack 

nearby, easy-of-use access to bank branches or ATMs. Despite all the advantages of mobile 

loan, the level patronage of the service in Nigeria appears to be currently low. Hence, this 

study sought to explore factors that might encourage or constrain acceptance and use of mobile 

loans by MSME in Lagos, the commercial capital of Nigeria. The study used survey research 

design to collect primary data using a designed and validated questionnaire to collect data 

from 329 MSME owners who were selected using convenience sampling. Findings showed that 

the most popular mobile loan service in the study area was Renmoney, with 84% of the MSME 

reporting using it. It was also found out that perceived ease of use, perceived usefulness, 

perceived trust, perceived mobile loan financial costs and mobile loan self-efficacy are 

significant predictive factors for behavioural intention to use mobile loan services, but that 

(mere) awareness is not. It was recommended that providers of mobile loan that are currently 

not very popular should improve the ease of use and trust, and lower the financial costs of their 

brands in order to expand and deepen competition in the market for mobile loan in the country. 

FinTech firms also need to pay serious attention to transaction security and consumer privacy 

issues, which are considered very important by respondents.  

 

Keywords: Mobile Loan, FinTech Services, Ease of Use, Usefulness, Trust, MSME, Nigeria 

 

Introduction 

Technology is now probably the strongest driver of the ongoing fast socio-economic changes 

across the world. In particular, the increasing widespread availability and use of smartphones 

continue to change how people live and the way businesses are run. The scope for leveraging 

the mobile phone usage trends to harvest profitable opportunities is not lost to the finance firms. 

With the fast increase in internet penetration and use of mobile devices in Nigeria, which is 

often reported to be one of the fastest in the world, Nigerian banks and FinTech firms continue 

to  explore ways to reach a wider markets and build larger customer bases by leveraging on 

mobile apps (Idiong, 2018).  

One of the new innovations in FinTech industry is mobile loan, through which it’s today 

now possible to initiate loans through dedicated mobile loan apps and through websites that 

have been optimized for mobile devices. The credit platform of mobile loan which is based on 

mobile and Internet technologies. The term “Mobile Loan” is referred to as any loan someone 

applies for with a mobile device connected with a wireless network (“Mobile Online Loans-

Apply from your Smartphone”, 2019). The advantages of mobile loan include easiness of 

access to loan, fast process, privacy and time saving compared to conventional way of 

accessing a loan. Despite all the advantages of mobile loan, it’s acceptance among consumers 
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is not as massive as expected, therefore making it very important to investigate the factors 

affecting the acceptance of mobile loan.  

The usual requirement by banks for loan are collateral, high interest and service charges 

which make loans to be unaffordable and inaccessible to many Nigerians. Mobile loan 

platforms help people to access loan without collateral; and this is one of the fantastic 

significance of this service. The platforms often offer both personal loans and business loans. 

Thus, businesses that would otherwise not qualify for a loan from a traditional financial 

institutions have the opportunity to qualify for easily accessible loans to improve their fund 

flow or short term investments. Among the currently existing of mobile loan apps/services in 

the Nigeria market are QuickCheck, Paylater, Renmoney, Branch, Kiakia, CreditVille, 

SnapCredit.  

User acceptance of new technology has been a very significant area in information 

technology research. In Nigeria, comparatively fewer studies have been conducted on the 

current status of acceptance of mobile loan. Thus, there is much scope for new research 

regarding acceptance of mobile loan in Nigeria which will be useful to the FinTech industry 

and related organizations. Furthermore, Micro, Small and Medium Enterprises (MSME) 

constitute a very important group of firm that need easy access to credit facility/loan and who 

are likely to find mobile loan highly beneficial because of their small sizes. It is for this reason 

that this study focused on MSME as the study population. MSME are non-subsidiary, 

independent organizations which have low numbers of employees. In Nigeria, generally the 

range of no employees is 1-250 employees. In  Nigeria MSME dominate such sectors as poultry 

and fishery farming, carpentry, wood crafts and furniture making, fashion design, petty and 

retail trading, cyber café, business centres, cafeteria and restaurants, hotels, local 

transportation, barbing and hair dressing salons, local leather work and shoe making, etc. 

 

Research Problem 

One of the major challenges of successful business in Nigeria is inaccessibility to loans, hence 

for businesses to thrive in Nigeria there must be an accessible credit facility. Mobile loan is 

one of the innovative service that financial providers has offered in the market. Despite all the 

advantages of mobile loan and the level of people’s technology in Nigeria, people are not still 

utilizing this service to its full potential. Therefore, it is very important to investigate the factors 

affecting the acceptance of mobile loan in Nigeria. 

It is generally thought that banks and other financial organizations usually grant loans 

to workers whether civil servants or workers of private organizations due to the fact that they 

can easily track them through their salary accounts. However, MSME constitute a very 

significant group of economic actors whose continuing success and growth is critical to the 

employment generation and economic growth of any country, and they need easy access to 

loans for them to be successful. Mobile loan is a platform that provides loan to MSME and 

workers without collateral. Therefore, one of the knowledge gaps this study sought to cover 

concerns the factors affecting the acceptance of mobile loan by MSME.  

Mobile loan is a relatively new research area which is currently under explored 

compared to related areas of research such as online banking, mobile banking and internet 

banking, where research has been widely conducted. There is a clear need for studies in the 

area. This research will also contribute to theory development by proposing and validating a 

research model that integrates Technology Acceptance Model (TAM) variables with other 

variables identified from review of related theoretical and empirical literature. This would 

contribute to the building of knowledge in the area of technology acceptance and usage. 

 

Related Empirical Literature 

Jin, Seong and Khin (2019) investigated the acceptance and awareness of Malaysian consumers 

towards FinTech products and services. The study found that FinTech is completely new and 
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there are many unfamiliar consumers in Malaysia. The study also found that mediating and 

moderating effects on the awareness of FinTech services adoption has been neglected.  

Ahmad Gupta (2015) studied the degree of awareness of mobile banking and its 

influence on the attitude towards the adoption of mobile of mobile banking in India. The study 

found that 33.2% of the respondents use mobile banking services while 43.6% are either not 

aware or do not have confidence in it. The study also found that awareness has significant 

influence on consumers’ attitude towards perceived usefulness, perceived ease of use, 

perceived security &privacy and perceived risk in using mobile banking. 

Bidarra, Munoz-Leiva, Leibana-Cabanillas and Francisco (2013) analysed that 

consumers privacy, security, reliability, usefulness, ease of use and risk are involved in the use 

of mobile banking applications. The study found that consumers present lower intentions to 

use mobile banking applications when they associate it to great risk. Also the study found that 

customer concern for privacy and information security systems decrease the adoption speed of 

mobile banking systems. 

Wadhe and Ghodke (2013) studied the consumer awareness on mobile banking and 

perception towards the usage of mobile banking in India. The study found that consumers are 

aware of mobile banking services provided by their bank. The study also found that ease of use 

has a significant effect on the consumer awareness of mobile banking. 

Omol, Abeka and Wauyo (2017) investigated the factors influencing acceptance of 

mobile money applications among small and medium enterprises in Kenya. The study was 

grounded in Technology Acceptance Model (TAM). The study found that perceived usefulness 

perceived ease of use and perceived risk are significantly related to the acceptance of mobile 

money applications. On the other hand, the study also found that demographic features are 

significantly related to the acceptance of mobile money applications in Kenya.  

Liu and Tai (2016) investigated the factors influencing the use of mobile payment 

services in Vietnam. Factors identified that influence the use of mobile payment service are 

mobility-convenience, compatibility, mobile payment knowledge, ease of use, usefulness and 

trust-safe to use. The study found that compatibility has the most significant impact on ease of 

use and usefulness. It was also found that mobility along with convenience of mobile payment 

services increase awareness of the ease of use and usefulness of the system. 

 

Theoretical Frameworks  

Several models have been developed in the field of information technology to explain and 

predict determinants of accepting, adoption and use of new technologies. These models have 

their roots in various research fields like information systems, psychology, mass 

communication and sociology and all have different constructs that explain acceptance, 

adoption and use. One of the most widely used in the context of technology adoption with 

regards to attitude and behaviour formation is the Technology Acceptance Model (TAM), 

which was proposed by Davis in 1989. The technology acceptance model (TAM), built 

partially on the Theory of Reasoned Action (TRA), offers support in explaining the 

technological factors that may affect satisfaction and intentions to use new technologies. TAM 

posits two specific variables, namely, perceived usefulness (PU) and perceived ease of use 

(PEOU), which determine the behaviour towards technology usage, attitude towards adopting 

technology and the actual usage of the technology itself. Perceived usefulness (PU) is defined 

as the individual’s belief on the level of improvement it can achieve in its work performance 

by using the information technologies while perceived ease of use (PEOU) is defined as the 

belief of the individual that the use of information technologies will be free of effort (Davis, 

1989, as cited in Basgoze and Ozer, 2012). These two constructs reflect the beliefs about the 

familiarity and user-friendliness of new technology, respectively. 

Previous researches has established that TAM is suitable for acceptance of mobile 

technology (Abdinoor, Mbamba and Ardito, 2017; Ramlugun and Issuree, 2014), Therefore, it 

is usually hypothesized that: 
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H01: There is no significant relationship between perceived ease of use and 

behavioural intention to use mobile loan. 

H02: There is no significant relationship between perceived usefulness and 

behavioural intention to use mobile loan. 

 

Other Factors 

 

Awareness: The construct of awareness relates to the extent to which consumers or users know 

or lack knowledge of a product or service (Kotler and Armstrong, 2004 as cited in Ahmad and 

Gupta, 2015). Wadhe and Ghodke (2013) ascertain that usually commercials and adverts 

increase consumer awareness, but also "word of mouth" – a comment from someone you know 

about a product or service. Usually, the more people have knowledge about a product or 

service, the more likely to use the product or service. Liu and Tai (2016) found out that mobile 

phone users with high knowledge about their devices did not find it difficult to use mobile 

payment services. Jin et al., (2019) found that there was a positive relationship between the 

mediating effect of awareness and acceptance towards FinTech products and services. 

Abdinoor, Mbamba and Ardito (2017) found that individual awareness was significantly 

related to factor affecting consumers’ adoption intention for mobile banking in Tanzania. 

Therefore, it is hypothesized that: 

H03: There is no significant relationship between awareness and behavioural 

intention to use mobile loan 

 

Perceived Trust: Perceived trust is the degree to which a person believes that the use of a 

product will live up to expectations and will not take undue advantage of the person’s 

information asymmetry situation. When an innovative product or service is introduced, it is 

natural for consumers to be fearful towards accepting the product or service. Thus, trust is 

another factor that could affect the acceptance and adoption of new technology. It has been 

found to be one of the major factors affecting the acceptance and adoption of mobile banking 

(Liu and Tai, 2016). Therefore, it is hypothesized that: 

H04: There is no significant relationship between perceived trust and 

behavioural intention to use mobile loan 

 

Mobile Loan Financial Cost: Financial cost is the cost which the consumer believe using a 

particular technology will entail. Financial cost in the context of mobile loan will be referred 

to as all the costs that will be involved in using mobile loan which will also include transaction 

fees and the interest rate to be paid on the loan received. The interest rate is included because 

it is a very germane cost that people consider before considering to apply for a loan. Ramlugun 

and Issuree (2014) found that there is no significant relationship between perceived financial 

cost and behavioural intention to use mobile banking. Nevertheless, it is hypothesized in this 

study that: 

H05: There is no significant relationship between mobile loan financial cost and 

behavioural intention to use mobile loan 

 

Mobile Loan Self-Efficacy: A consumer’s self-efficacy of a particular product refers to his 

level of confidence in using the product. High level of self-efficacy helps the consumer to want 

to use a service, as well as efficiently. Self-efficacy in the context of mobile loan is the users’ 

knowledge and ability to use mobile loan service. Ramlugun and Issuree (2014) found in their 

study that self-efficacy has a positive relationship with mobile banking adoption in Mauritius. 

Therefore, it is hypothesized that: 

H06: There is no significant relationship between mobile loan self-efficacy and 

behavioural intention to use mobile loan 
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Behavioural Intention to Use Mobile Loan: Behavioural intention is the dependent variable 

in this study. It is defined as the degree to which a person has formulated conscious plans to 

perform or not to perform some specified future behaviour (Warshaw and Davies, 1985). Thus, 

in this study, behavioural intention to use mobile loan is defined as the degree to which a person 

has formulated conscious plans to use or not to use mobile loan. The TAM opines that 

behavioural intention is a pre-requisite for actual usage of a product or service later. In other 

words, the higher the levels of behavioural intention within a population of potential or existing 

consumers of a service, the higher the likelihood of many of the consumers eventually adopting 

and using the service. Thus adoption and use of service can be promoted by understanding and 

strategically manipulating the factors that significantly correlates with or likely influence 

behavioural intention. 

 

Research Model 

This study adopted the Perceived Ease of Use (PEOU) and Perceived Usefulness (PU) variables 

of the Technology Acceptance Model, along with the other variables identified from the 

reviewed literature as likely independent variables that might correlate with and influence 

behavioural intention to use mobile loan. Specifically, the other variables are awareness, 

perceived trust, mobile loan financial cost and mobile loan self-efficacy. The resultant 

conceptual model is shown in figure 1.  In the model, the dependent variable is behavioural 

intention to use mobile loan, while awareness, perceived ease of use, perceived usefulness, 

perceived trust, mobile loan financial cost, and mobile loan self-efficacy are the hypothesized 

independent or predictor variables, which might be significant individually or jointly.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Research Methodology 

Descriptive survey research design was adopted for this study. This method is considered 

appropriate for this study because it would be able to generate adequate data for describing and 

inferring facts about the acceptance of mobile loan by MSME targeted in the study. MSME 

based on this study are independent organizations which have employees within the range of 

1-250. Therefore, the MSME targeted for this study were based on the number of employees. 

For the purpose of this study, micro and small MSME are organizations having not more than 

10 employees, while medium MSME are organizations with not more than 250 employees.  

The study was conducted in Lagos, Nigeria. Lagos was selected because of its highest 

concentration of commercial activities, large firms and MSME in the country. The study 

population however comprised only the micro, small and medium enterprises (MSME) located 
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in Lagos Island local government area (LGA) of Lagos State. Lagos Island LGA is 

geographically the most central in the Lagos Metropolis, and is the commercial business hub 

of the state. The LGA is heavily populated by micro, small and medium enterprises in small 

space shops and offices providing commercial, professional and personal services (which are 

within the sampling scope of this study), as well as the offices of large firms and many 

government agencies (which are within the sampling scope of this study).  

A non-probabilistic method was used since the population size of MSME in Lagos 

Island local government is indeterminate. Moreover, the respondent MSME were sampled 

conveniently, but in as systematically random way as possible along the major streets of the 

study area. For the purpose of this study, a sample of 350 respondents was targeted, but only 

337 copies of the questionnaire were distributed, with 329 retrieved and found usable for data 

extraction and analysis, for a 94% return rate. The realized sample consisted of 196 micro and 

small MSME and 133 medium MSME). The MSME were identified by asking for their number 

of employees. One major problem encountered during the process of collecting data was the 

delays by most of the sampled MSME in returning their completed copies, with many 

incidences of necessary replacement questionnaire copies or MSME substitution.  

The study adopted primary data collection method using a designed structured 

questionnaire (see Appendix) which was first subjected to face validity method by the 

researcher and other experts to ensure that it can retrieve the data required to satisfy the 

objectives of this study. Pilot data collection for Cronbach’s Alpha test was also performed to 

assure adequate internal consistency of the multiple questions used to collect data on some 

variables. The pilot data collection, test was done by distributing and collecting back 30 copies 

of the questionnaire to MSME from Ketu/Alapere Area of Kosofe local government of Lagos 

State, which was done in March, 2019. The results from the Cronbach’s Alpha test.  in Table 

1 show adequate internal consistency among the multiple items that were used to measure of 

the key variables of the study in the research model and hypotheses, as all the Cronbach’s 

Alpha coefficients being  greater than 0.7. 

 
Table 1: Cronbach’s Alpha reliability test results 

Variables  Alpha  No of Items 

Perceived Ease of Use 0.713 7 

Perceived Usefulness 0.760 6 

Perceived Trust 0.952 8 

Mobile Loan Self-Efficacy 0.777 5 

Mobile Loan Financial Cost 0.734 4 

Awareness 0.876 6 

Behavioural Intention to Use 0.940 7 

N = 30 

 

        Acceptable research ethics were observed during the survey data collection, which include 

ensuring informed consent and information confidentiality. Informed consent was ensured by 

obtaining consent from the respondents prior to collecting data from them. Confidentiality was 

ensured by not asking for or identifying administered or retrieved questionnaire copies with 

the names of the surveyed MSME. Data gathered were using SPSS version 20 to generate 

descriptive statistics (frequencies, means, standard deviations), as well as perform correlation 

and regression analyses of the relationships between the dependent variable (behavioural 

intention to use mobile loan) and the independent variables.  

 As summarized in Table 2, almost two-thirds (62.3%) of the sampled respondent 

MSME are owned/run by males, while about one third (34.8%) were aged between 20 to 30 

years, followed by those aged 31-40 years (30.1%) and 41-50 years (20.4%). The majority of 

the MSME had been in business for between 2-6 years (34.3%) and above 10 years (34.7%). 

Almost three-fifths (59.6%) had 1-10 employees (which are micro and small enterprises in the 
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sample), while 40.3% of them has less than 250 employees (which are the medium-sized 

enterprises in the sample). Finally, almost half (48.0%) of the enterprises were owned/operated 

by bachelor degree graduates, as well as sizeable percentages were owned/operated by master’s 

degree (21.9%) and higher national diploma graduates (18.2%). 

 
Table 2: Characteristics of the Sampled MSME and their Owners  

Variable Frequency % 

Owner’s Gender 

Male 205 62.3 

Female 124 37.7 

Total 329 100.0 

Owner’s Age 

Below 20 years 22 6.7 

21-30 years 113 34.3 

31-40 years 99 30.1 

41-50 years 67 20.4 

Over 50 years 28 8.5 

Total 329 100.0 

Owner’s Highest education qualification 

M.Sc 72 21.9 

B.Sc/B.Tech 158 48.0 

HND 60 18.2 

OND 11 3.3 

Others 28 8.5 

Total 329 100.0 
 

Variable Frequency % 

   

MSME Years in business 

Below 2 years 80 24.3 

2-6 years 113 34.3 

6-10 years 22 6.7 

Above 10 years 114 34.7 

Total 329 100.0 

MSME Total employees 

1-10 196 59.6 

11-30 12 3.6 

31-50 10 3.0 

51-100 61 18.5 

Above 100 50 15.2 

Total 329 100.0 

 

 

 

Results and Discussion 

 

Most Popular Mobile Loans 

Table 3 shows that the most popular mobile loan application by respondents is (Renmoney) 

with 84.8%, followed by (Branch) with 5.8% while the lowest known application by 

respondents is (Paylater) with 2.7%. Thus, Renmoney is clearly the most popular mobile loan 

service among the respondents, and likely also the most dominant in the mobile loan market in 

the area. 

 
Table 3: Most popular Mobile Loan Applications 

 Frequency Percent 

Valid 

Renmoney 279 84.8 

Branch 19 5.8 

PalmCredit 12 3.6 

Quickcheck 10 3.0 

Paylater 9 2.7 

Total 329 100.0 

 

Descriptive Statistics of the Key Variables 

Table 4 shows that awareness of MSME is greater with the highest mean value of 3.4448, 

followed by mobile loan self-efficacy of MSME with the mean value of 3.1745 compared to 

behavioural intention to use mobile loan of MSME with the lowest mean value of 2.5853. 
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Table 4: Summary Statistics of key variables  

  N Mean  Std. Deviation 

1 Perceived Ease of Use 329 3.0599 .61719 

2 Perceived Usefulness 329 3.0182 .65772 

3 Perceived Trust 329 2.7641 .67811 

4 Mobile Loan Self-Efficacy 329 3.1745 .70664 

5 Mobile Loan Financial Cost 329 2.6170 .59179 

6 Awareness 329 3.4448 .51788 

7 Behavioural Intention to Use 329 2.5853 .94842 

 

Test of Hypotheses 

The study set the significance level for all tests of hypotheses at value of 0.05. All hypotheses 

stated were tested in null form, posing the assumption that a significant relationship does not 

exist between the independent and dependent variables. The hypotheses in the alternative form 

assume that a significant relationship exists between the concerned variables. If the p value is 

less than or equal to 0.05, the null hypotheses will be rejected, whereas if p value is higher than 

or equal to 0.05, the null hypotheses will be accepted.  

 

Hypotheses 1 to 6 

The hypotheses 1 to 6 of the study specified in the literature review section above were tested 

using Pearson correlation analyses and Table 5 provides the results. 

 
Table 5: Bivariate Pearson Correlation of Behavioural Intention to Use 

Mobile Loan with other key variables 

Dependent Variable Behavioural Intention to Use Mobile Loan 

Independent Variables Correlation Sig.(2-tailed) 

Perceived Ease of Use .333** .000 

Perceived Usefulness .564** .000 

Awareness ..084** .127 

Perceived Trust ..517** .000 

Mobile Loan Financial Cost .587** .000 

Mobile Loan Self-Efficacy .534** .000 

N= 329 

 

The correlation results show that there is a positive relationship behavioural intention to use 

mobile loan and each of perceived ease of use (r = .333, p < 0.05), perceived usefulness (r = 

.564, p < 0.05), perceived trust (r = .517, p < 0.05), mobile loan financial cost (r = .587, p < 

0.05), mobile loan self-efficacy (r = .534, p < 0.05). Therefore, the hypotheses 1,2,4,5 and 6 

are all rejected, and the conclusion is that there is a significant relationship between each of 

these variables and behavioural intention to use mobile loan. However, the results show that 

there is no significant correlation between awareness of mobile loan and behavioural intention 

to use mobile loan (r = .084, p > 0.05). Therefore, Hypothesis 3 is accepted.  

 

Hypothesis 7 

For analytical completeness, the following holistic hypothesis was also tested in order to be 

able to assess the joint and relative and collective strengths of the six independent variables of 

the study in predicting Behavioural Intention to Use Mobile Loan. Among the MSME.  

 

Hypothesis 7: There is no significant individual or joint predictive relationships 

between perceived awareness, perceived ease of use, perceived usefulness, 

perceived trust, mobile loan financial cost, mobile loan self-efficacy and 

behavioural intention to use mobile loan.  
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Table 6 provides the results of the multiple regression that was performed to test hypothesis 7. 

The multiple linear regression shows that there is a strong and positive predictive relationship 

between the independent variables acting jointly and the dependent variable (R=.804, Adjusted 

R Square 0.640). The Adjusted R Square shows that as much as 64% of the variance in the 

behavioural intention to use mobile loan was jointly accounted for by the independent 

variables.   

Furthermore, the ANOVA statistics (F = 98.388, p < 0.01) confirms that the model with 

the six predictor variables in it is good stable fit for the data. Finally, the results in the 

coefficients table show that perceive ease of use, perceive usefulness, perceive trust, mobile 

loan self-efficacy, and mobile loan financial cost were individually significant predictor the 

behavioural intention to use mobile loan (p < 0.05). But, awareness was not an individually 

significant predictor the behavioural intention to use mobile loan (p > 0.05). 
 

Table 6: Result of Regression of Behavioural Intention to Use Mobile Loan on the six predictors 

Regression Coefficients 

 

 
Predictors 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

 
t 

 

 
Sig. B Std. Error Beta 

(Constant) -1.548 .268  -5.785 .000 

Perceive Ease of Use -.296 .076 -.192 -3.912 .000 

 Perceive Usefulness .164 .072 .114 2.293 .022 
Perceive Trust .303 .056 .216 5.432 .000 

Mobile Loan Self-Efficacy .619 .072 .461 8.594 .000 

 Mobile Loan Financial Cost .801 .062 .500 12.879 .000 
Awareness -.103 .068 -.056 -1.514 .131 

Dependent Variable: Behavioural Intention to Use Mobile Loan 

Model Statistics: R= .804; R Square= .647; Adj. R Square= .640; Standard Error of Estimate= .56867 

ANOVA statistics: F (6, 322) = 98.388; Sig.= .000 

 

Discussion  

This study found out that the most popular and recognized mobile loan service in the study area 

is “Renmoney” with more than 80% of the respondents claiming to use it. Hence, other 

available services lag very far behind. This poses a big market share and entry challenge for 

existing and new mobile loan services. The finding also indicate that the market need much 

more vigorous competition than exists at the time of the study. The rest of the discussion of 

other main findings of this study is organized around the tested hypotheses of the study. 

       Hypothesis 1: There is no significant relationship between perceived ease of use and 

behavioural intention to use mobile loan. The test of this hypothesis reveals that there is a 

significant relationship between perceived ease of use and behavioural intention to use mobile 

loan. This means that the MSME surveyed find or will find the mobile loan easy and convenient 

to use which will generate their intention to use it. This result is supported by past researches 

(Ramlugun and Issuree, 2014; Bidarra, et al., 2013). With the findings of the current study 

affirming the relationship between perceived ease of use and behavioural intention to use 

mobile loan, the FinTech organizations should make mobile loan platform and other related 

platforms to be convenient and flexible for users as this factor is very germane in determining 

the acceptance of mobile loan. In hence, when consumers see the use of a product or service to 

be easy, they tend to accept such products or services. 

       Hypothesis 2: There is no significant relationship between perceived usefulness and 

behavioural intention to use mobile loan. Perceived usefulness was found to have a positive 

and significant relationship with behavioural intention to use mobile loan. This is in 

consonance with previous researches on related product (Liu and Tai, 2016; Ramlugun and 

Isuree, 2014). An explanation to the findings of this study is because information technology 
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and mobile technology has become part and parcel of people’s daily lives and people have been 

able to identify and understand the usefulness of information technology/mobile technology 

products and services. Therefore, consumers have been able to understand and find mobile loan 

useful which will bring about having positive intention towards the use of mobile loan. This 

implies that perceived usefulness can affect the acceptance of mobile loan. 

       Hypothesis 3: There is no significant relationship between awareness and behavioural 

intention to use mobile loan. Awareness was found to have no significant relationship with 

behavioural intention to use mobile loan. This is in contrast with previous researches on related 

products (Jin et al., 2019; Abdinoor et al., 2017; Wadhe and Ghodke, 2013). A logical 

explanation to the insignificant relationship between awareness and behavioural intention to 

use mobile loan because the awareness on mobile loan is still low and the importance of this 

service have not yet been communicated enough which makes it not to have relationship with 

the behavioural intention to use it. Therefore, organizations involved should be on their toes 

and create more awareness on mobile loan using different platforms of advertisement and 

marketing. 

       Hypothesis 4: There is no significant relationship between perceived trust and behavioural 

intention to use mobile loan.Perceived trust was found to have a significant relationship with 

behavioural intention to use mobile loan. This finding is supported by past research (Liu and 

Tai, 2016). An explanation to this finding is that when people have the feeling that using a 

particular product will not expose their personal information and they will not encounter and 

technological problems when using the product, they tend to build and have trust in the 

products which will make them to have a positive intention to use such products like mobile 

loan. The significant relationship between perceived trust and behavioural intention to use 

mobile loan could also be link to the fact that applying for loan on mobile devices is more 

private than walking into a physical office where probably they could meet someone who might 

know them. Consumers could tend to trust a product due to privacy they could enjoy from 

using the product. Therefore, providers of mobile loan should take privacy and security issues 

very important since people are really concerned about it. 

       Hypothesis 5: There is no significant relationship between mobile loan financial cost and 

behavioural intention to use mobile loan. Mobile loan financial cost in this context has to do 

with all the cost that is associated with the use of mobile loan including the interest rate. 

Findings from this study reveals that there is a significant relationship between mobile loan 

financial cost and behavioural intention to use mobile loan. This is supported by past research 

on related product (Jin, et al., 2019). The finding from this study is in contrast with Ramlugun 

and Issuree, 2014 research. Explanation to the findings from the current study is that consumers 

believe and see the use of mobile loan will cost them a lot and the interest rate is not reasonable 

especially as respondents of this study will be applying for a loan purposely because of their 

businesses. This factor will actually play major role in determining whether they will apply for 

a mobile loan or not. Therefore, providers of this service should consider the cost of using their 

product and most especially to give a reasonable and low interest rate in order to get more 

customers. 

       Hypothesis 6: There is no significant relationship between mobile loan self-efficacy and 

behavioural intention to use mobile loan.  Mobile loan self-efficacy in this context of this study 

is the users’ knowledge and ability to use mobile loan. Mobile loan self-efficacy was found to 

have a significant relationship with behavioural intention to use mobile loan. This is in 

correlation with previous researches (Liu and Tai, 2016; Ramlugun and Issuree, 2014). An 

explanation to the findings of the current study is that due to the increase in the use of mobile 

technology products, consumers have been able to have enough knowledge about mobile 

technology products and have the ability to use mobile technology products such as mobile 

loan. This attitude will in turn generate an intention to use mobile loan. Another explanation to 

this significant relationship could be because mobile loan platforms have been created in such 

a way that it is flexible and easy for people to understand and to use. 
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       Hypothesis 7: There is no significant individual or joint predictive relationships between 

perceived awareness, perceived ease of use, perceived usefulness, perceived trust, mobile loan 

financial cost, mobile loan self-efficacy and behavioural intention to use mobile loan. Findings 

revealed that perceived ease of use, perceived usefulness, perceived trust, mobile loan financial 

cost, and mobile loan self-efficacy had very strong joint predictive relationship with 

behavioural intention to use mobile loan. However, awareness is not individually significant 

as a correlate or predictor when compared to the other variables in the same model. This latter 

finding implies that mere awareness or knowledge about mobile phone would likely not be 

enough to promote uptake of mobile loan services, and that consumers need to be assured of 

such fundamental requirements as the ease of use, usefulness, trust, and financial costs of 

mobile loan services.  

 

Conclusion and Recommendations  

This study was able to establish that perceived ease of use, perceived usefulness, perceived 

trust, mobile loan financial cost and mobile loan self-efficacy predicted the acceptance of 

mobile loan by MSME in Lagos, Nigeria. This study has contributed to knowledge by 

providing relevant information to managers of FinTech firms and other related organizations 

on how to maintain the confidence of their existing customers and gain acceptance by potential 

consumers. The study also contributes to literature on technology innovation and mobile loan 

adoption by proposing and validating the importance of awareness, perceived trust, mobile loan 

financial cost and mobile loan self-efficacy, along with TAM’s basic variables - perceived ease 

of use and perceived usefulness, for jointly and individually explaining behavioural intentions 

to use mobile loan.  

Based on the findings from the study, the following recommendations are made; 

i. FinTech firms should strategize to increase consumers’ awareness of mobile loan, as 

findings from this study revealed that awareness is still very low. The features and 

benefits of mobile loan should also be well articulated during the awareness creation 

efforts so that people will see it as an alternative to walking into a physical office to 

apply for loan.  

ii. FinTech firms need to strategize to attract more customers by making mobile loans 

more flexible and convenient for consumers, lower their transaction and interest rate 

charges on the loans, invest in key service security technologies, support their 

customers, and make their strategies and efforts visible to consumers through effective 

adverts, publicity and service. 

iii. FinTech firms need to pay serious attention to transaction security and consumer 

privacy issues, which the respondents considered very important considerations before 

applying for a loan.  

iv. Providers of mobile loan services that are currently less popular should improve and 

promote the ease of use, trust, and benefits relative to financial costs of their brands in 

order to expand and deepen competition in the market for mobile loan in the country.  
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APPENDIX 
Questionnaire 

Dear Respondent, 
This questionnaire is for a study titled “Factors Affecting the Acceptance of Mobile Loan by Micro, Small and 
Medium Enterprises (MSME) in Nigeria’’. You are kindly requested to complete the attached questionnaire so 
as to enable the researcher accomplish the study. Please, note that all the information given shall be treated 
purely confidential and used for academic purposes. Thank you for your cooperation and taking your time to 
complete the questionnaire.  
 
Section A: General Information  
1. Please indicate your gender. (a) Male [  ]  (b) Female [  ]  
2. Indicate your age. (a) Below 20 years: [  ]    (b) 21-30 years [  ]     (c) 31-40 years [  ] 
                                     (d) 41- 50 years [  ]      (e) Over 50 years [  ]  
3. How long have you been in this business?  
    (a) Below 2 years [  ]       (b) 2-6 years [  ]    (c) 6-10 years [  ]      (d) Above 10 years [  ]  
4. How many employees does your business have?  
    (a) 1-10 [  ]  (b) 11-30 [  ]  (c) 31-50 [  ]  (d) 51-100 [  ]  (e) Above 100 [  ]  
5. Please indicate your highest level of education:  
    (a) PhD [  ]  (b) M.Sc [  ]  (c) B.Sc/B.Tech [  ]      (d) HND [  ]    (e) ND [  ]     (f) SSCE [  ] (g) Others [  ]  
 
Section B: Questions related to the factors affecting the use of mobile loan and intention to use mobile loan.  
Mobile Loan: Is simply referred to as any loan someone applies for with a mobile device e.g. QuickCheck, 
Paylater, Renmoney, Branch, Kiakia, CreditVille, SnapCredit.  
 
NOTE: If you have not used mobile loan services, you may assess the statement solely on the basis of your mental 
impression of these services. 
 
B. Which is the most popular mobile loan application? 
     (a) Renmoney [  ] (b) Branch [  ] (c) PalmCredit   [  ] (d) SnapCredit [  ]  
     (e) Quickcheck  [  ] (f) Paylater  [  ] (g) Aella Credit   (h) FairMoney  [  ] 
 
C1. Perceived Ease of Use 
Please indicate your agreement or disagreement with the following statements 

S/N  
 

Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 It believe it will be easy for me to become 
skilful in using mobile loan 

    

2 I would find mobile loan easy to use     

3 I would find it easy to get a mobile loan to 
do what I want it to do 

    

4 Learning to use mobile loan would be easy 
for me 

    

5 I would find mobile loan to be flexible to 
interact with 

    

6 The interaction with mobile loan service 
would not require a lot of mental effort 
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7 The interaction with mobile service would 

be clear and understandable 
    

 
C2. Perceived Usefulness 
Please indicate your agreement or disagreement with the following statements 

S/N  
 

Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 I would find mobile loan useful     

2 Using mobile loan would improve my 
business 

    

3 Using mobile loan would increase my 
productivity 

    

4 Using mobile loan would make my 
business more affective 

    

5 I would find mobile loan a useful platform 
possible to obtain loan 

    

6 Using mobile loan would enable me to 
get loan quicker 

    

 
C3. Perceive Trust 
Please indicate your agreement or disagreement with the following statements 

S/N  Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 I believe that mobile loan is trustworthy     

2 I trust in mobile loan     

3 I do not doubt the honesty of mobile loan     

4 I feel assured that legal and technological 
structures adequately protect me from 
problems on mobile loan 

    

5 Even if not monitored, I would trust 
mobile loan to do the job right 

    

6 I believe mobile loan has the ability to 
fulfil its task 

    

7 I would trust mobile loan with my 
personal information 

    

8 I would have a greater amount of trust 
applying for loan online than through 
physical office 

    

 
C4. Mobile Loan Self-Efficacy  
Please indicate your agreement or disagreement with the following statements 

S/N  Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 I believe I have the capability of using 
mobile loan 

    

2 I believe I have the knowledge about 
mobile loan 

    

3 I believe I can apply for mobile loan     

4 I believe I would feel comfortable with the 
use of mobile loan 

    

5 I believe I will be able to use mobile loan 
easily and effectively 

    

 
C5. Mobile Loan Financial Cost 
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Please indicate your agreement or disagreement with the following statements 

S/N  Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 It would cost a lot to use mobile loan     

2 I feel the interest rate will affect the use of 
mobile loan 

    

3 I feel internet access cost will be a barrier 
to my using mobile loan 

    

4 I think the interest rate of mobile loan 
would be reasonable 

    

 
C6. Awareness 
Please indicate your agreement or disagreement with the following statements 

S/N  
 

Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 I have heard about mobile loan     

2 I know mobile loan exist in Nigeria     

3 I know what mobile loan is all about     

4 I have idea about how to apply for mobile 
loan 

    

5 I am aware of the advantages of mobile 
loan 

    

6 I know that mobile loan is real     

 
C7. Behavioural Intention to Use 
Please indicate your agreement or disagreement with the following statements 

S/N  Strongly 
Disagree 

Moderately 
Disagree 

Moderately 
Agree 

Strongly 
Agree 

1 I intend to use mobile loan in the future     

2 I plan to use mobile loan in the future     

3 I will try to use mobile loan in the future     

4 I intend to continue using mobile loan in 
the future 

    

5 I will always try to use mobile loan     

6 I predict I would use mobile loan in the 
future 

    

7 I am willing to use mobile loan in the future     

 
THANK YOU 


