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ABSTRACT

The rapid growth of financial technology (fintech) in Nigeria has transformed access to credit, with online loan platforms like FairMoney Nigeria leading the charge. This study explores the acceptance, perception, and knowledge of online loan services among Nigerian users, using FairMoney Nigeria as a case study. The research aims to assess how well users understand the services offered by FairMoney, the factors influencing their acceptance of these services, and the overall perception of trustworthiness, convenience, and affordability. A mixed-methods approach was employed, combining quantitative surveys with qualitative interviews from a diverse demographic of FairMoney users across Nigeria. Findings reveal that while a significant proportion of users appreciate the ease and speed of loan disbursement, concerns about high interest rates, data privacy, and aggressive debt recovery methods persist. Furthermore, awareness of FairMoney’s terms and conditions remains limited among less-educated users. The study concludes that increased transparency, financial education, and regulatory oversight are critical to enhancing public trust and responsible borrowing in Nigeria’s growing digital lending sector.

Bottom of Form

CHAPTER ONE

1.0
INTRODUCTION 

 Background of the Study 

The finance industry has experienced a digital revolution with the widespread implementation of digital banking, which has replaced traditional banking methods. Through the utilization of technology, the finance industry is currently leading the way in terms of innovation and digitization. 

The advantages of this digital transformation are vast and varied, benefiting individuals, small businesses, and large corporations, including banks. It provides organizations with access to cutting-edge technologies like blockchain, data science, and analytics, intricate algorithms, artificial intelligence, and machine learning, which facilitate significant industry growth. Additionally, these advanced digital technologies make it possible to complete financial activities with little to no human involvement (Ogbonna, 2022). 

Business operations like paying invoices, reconciling accounts, managing online accounts, managing payroll, and using online assistants can now be automated thanks to technological advancements like artificial intelligence, robotic process automation, and other software solutions. This frees up human time for more useful tasks. The use of big data to access various aspects of a customer's profile and account is one example of how digital innovations have surely improved the customer experience. Additionally, transactions can be completed by customers without them having to go to a physical bank. Moreover, these developments have improved the speed and ease with which clients complete tasks (Ogbonna, 2022). 

The rise of fintech firms has ushered in a new era of financial inclusion, enabling more individuals to access credit, savings, and investment options. One crucial way fintech promotes financial inclusion is by leveraging digitization. Fintech companies digitize financial services, decreasing the cost of delivering these services and making them available to a broader audience. This is especially crucial in developing nations, where many individuals and small businesses face challenges accessing traditional financial services due to geographic and financial obstacles (Adel, 2023).

According to the 2020 EFInA Access to Financial Services survey in Nigeria, more than half (51%) of Nigerian adults are using formal financial services, including mobile money, pension accounts, bank, insurance, or microfinance bank. This represents an increase from 49% in 2018. Banking has been the primary driver of this progress, with the percentage of Nigerians who have bank accounts increasing to 45% in 2020, up from 40% in 2018 (British High Commission Abuja and British Deputy High Commission Lagos,( 2021). 

Within the fintech industry, online loan companies have become a popular option for individuals and small businesses seeking quick and convenient credit facilities. Unlike traditional banks, these companies are run by individuals or institutions that offer instant, non-collateral backed loans with no documentation and low-interest rates to individuals or SMEs with less stringent terms. A key characteristic of these digital companies is that they typically don't have a physical office, and the entire loan application process, leading to loan disbursement, is conducted online and takes only a few minutes (Adisa et al., 2022). 

One of the leading online loan companies in Nigeria is Fair Money. Fair Money is a mobile bank that specializes in offering financial services to developing economies. The company was founded in 2017 and works in Nigeria and India. It has received about €50 million in funding from well-known investors like Tiger Global, DST, and Flourish Ventures. Fair Money has offices in France, Nigeria, and India (Crunchbase, 2023). The company created an Android app that gives Nigerian citizens and professionals access to microloans with average amounts of €40 and ranges from €10 to €350. Typically, loans have one to three month periods and interest rates of 10% to 20% (Bouleau, 2019). 

Fair Money offers a streamlined loan application process through their Android app. Once applicants download the app and provide their financial information and location, Fair Money uses algorithms to analyze the information along with other factors, such as other apps on their phone, to quickly respond to the loan application (Dillet, 2019). For new customers, the initial loan amounts are typically small, but returning customers with positive borrowing histories may qualify for higher loan amounts with lower interest rates. Fair Money also offers flexible borrowing periods, which can impact the interest rate offered (Fair Money, n.d.). After the loan is approved, the funds are deposited to the borrower through traditional bank transfers, and borrowers can repay the loan through cash payments at partner bank tellers, bank transfers, or SMS transfers (Dillet, 2019).

2019 saw the launch of new Fair Money app features that made it simple for borrowers to buy data, airtime, and make utility bill payments. Later that year, the company disclosed its plans to create mobile banking solutions for convenience of payments, savings, and current accounts. As a result of its successful four-year stint as a loan app provider, Fair Money has now transformed into a digital bank with a Microfinance Bank (MfB) license from the Central Bank of Nigeria (CBN) (Endurance, 2021). Over the past four years, the company has gained over five million users and 1.9 million bank accounts (Bailey, 2021). 

However, despite the growth of online loan companies in Nigeria, little is known about the acceptance, perception, and knowledge of these platforms among their target audience. It is crucial to understand how Nigerians perceive these companies, their level of acceptance, and the extent of knowledge about the services offered. This study seeks to fill this gap by examining the acceptance, perception, and knowledge of online loan companies in Nigeria, with a case study of Fair Money Nigeria. 

1.1 STATEMENT OF THE PROBLEM 

Over the years, the Nigerian lending industry has encountered significant obstacles, making it challenging for individuals and small businesses to access credit from traditional lending institutions. These barriers include high-interest rates, stringent collateral requirements, increased regulatory standards, and prolonged processing times (Nairametrics, 2017; Montegra Capital Resources, 2020). 

The emergence of online loan companies has provided a solution to this problem, offering a more accessible and convenient means for borrowers to access credit without the usual difficulties associated with traditional lenders. Despite the considerable advantages provided by online loan companies, there remains a lack of understanding, acceptance, and trust in these platforms among Nigerians. Many individuals still favor using traditional lenders, with approximately 63% of small and medium-sized enterprises (SMEs) preferring traditional banks for their financial requirements (Mastropietro and Blini, 2022). Others are hesitant to utilize online lending companies due to concerns about fraud and the perception that the interest rates imposed are excessive.

Additionally, there is a lack of awareness and knowledge of how online loan companies operate and the benefits they offer. The problem, therefore, is that there is a need to investigate the acceptance, perception, and knowledge of online loan companies in Nigeria, particularly Fair Money Nigeria, and identify the factors that hinder or facilitate their adoption by Nigerians. This will enable lenders to address the challenges facing online lending platforms and create awareness of the benefits of using these platforms. 

1.2 RESEARCH QUESTIONS 

1. What is the level of awareness and knowledge of online loan companies, particularly Fair Money Nigeria, among Nigerians? 

2. What are the factors that influence the acceptance and perception of online loan companies among Nigerians? 

3. What are the challenges facing online loan companies in Nigeria, particularly Fair Money Nigeria, and how can they be addressed? 

4. What are the benefits of using online loan companies compared to traditional lenders, and how can awareness of these benefits be increased? 

1.3
AIM AND OBJECTIVES 

Aim of the Study 

The study aims to investigate the acceptance, perception, and knowledge of online loan companies in Nigeria, with a particular focus on the Fair Money Nigeria. 

Objectives of the Study 

The study had the following specific objectives: 

1. To assess the level of awareness and knowledge of online loan companies, particularly Fair Money Nigeria, among Nigerians. 

2. To identify the factors that influence the acceptance and perception of online loan companies among Nigerians. 

3. To examine the challenges facing online loan companies in Nigeria, particularly Fair Money Nigeria, and proffer solutions to address these challenges. 

4. To highlight the benefits of using online loan companies compared to traditional lenders and create awareness of these benefits

1.4 RESEARCH HYPOTHESIS 

Ho: There is no significant relationship between the acceptance, perception, and knowledge of online loan companies and their usage among Nigerians, particularly Fair Money Nigeria 

H₁: There is a significant relationship between the acceptance, perception, and knowledge of online loan companies and their usage among Nigerians, particularly Fair Money Nigeria. 

1.5 SIGNIFICANT OF THE STUDY: 

With the increasing popularity of online loan companies in Nigeria, it is important to understand how Nigerians perceive and accept these platforms. Fair Money Nigeria, being one of the leading online loan companies in the country, provides an ideal case study for investigating the acceptance, perception, and knowledge of online loan companies in Nigeria. 

The study's significance lies in its potential to provide insight into the acceptance, perception, and knowledge of online loan companies in Nigeria. The findings of the study will be useful to a wide range of stakeholders, including online loan companies, policymakers, and other actors in the digital lending industry. 

The findings of this study will enable online loan companies to improve their reputation and attract more customers, leading to increased financial inclusion in Nigeria. Ultimately, the study will contribute to the existing literature on online lending in Nigeria and provide a basis for future research in the field.

1.6 SCOPE AND LIMITATION OF THE STUDY 

The study will focus on online loan companies in Nigeria, with a specific focus on Fair Money Nigeria. The study will involve individuals who have used or are currently using Fair Money Nigeria.

This study focuses on understanding the acceptance, perception, and knowledge of online loan companies among Nigerian users, using FairMoney Nigeria as a case study. 

Acceptance: The willingness and frequency with which individuals utilize online loan services.

Perception: Public attitudes, trust, and opinions regarding the reliability, safety, and accessibility of FairMoney’s services.

Limitations

Despite efforts to maintain a comprehensive approach, several limitations were encountered:

Geographic Scope: The study primarily focuses on regions where FairMoney is most active. Therefore, rural areas or regions with low internet penetration may be underrepresented.

Sample Size: Due to logistical constraints, only a limited number of respondents were surveyed, which may not fully reflect the diversity of opinions across Nigeria.

Self-Reported Data: Responses are based on participants' self-reporting, which may introduce bias or inaccuracies due to social desirability or misunderstanding of questions.

Focus on One Company: While FairMoney is a significant player, focusing on a single online loan company may limit generalizability to the broader online lending sector in Nigeria.

Technological Limitations: Not all potential respondents have access to digital platforms, potentially skewing results toward more digitally literate populations.

Time Constraints: The study was conducted over a relatively short period, limiting longitudinal insights into user behavior and changing perceptions.

1.7 DEFINITION OF THE TERMS
Acceptance: In the context of this study, acceptance refers to the willingness of individuals in Nigeria to use online loan services, specifically those provided by FairMoney. It includes factors such as frequency of use, user satisfaction, readiness to recommend the service to others, and overall openness to adopting digital financial solutions as alternatives to traditional banking.

Perception: Perception denotes the attitudes, beliefs, and general impressions held by users and potential users about FairMoney and similar online loan companies. This includes how trustworthy, convenient, transparent, and secure they believe these platforms to be, and whether they perceive them as credible sources of financial support.

Knowledge: Knowledge refers to the level of awareness and understanding individuals have about online loan platforms. In this case, it includes familiarity with FairMoney’s services, loan terms, repayment processes, interest rates, data privacy policies, and user rights. It also assesses whether users understand the risks and responsibilities associated with borrowing from online lenders.

 1.8 PLAN OF THE STUDY OR ORGANIZATION OF THE STUDY 

Chapter One: Introduction This chapter provides the background to the study, states the research problem, and outlines the objectives, research questions, significance, scope, and limitations. It sets the foundation for why the study on online loan companies like FairMoney is important in the Nigerian context.

Chapter Two: Literature Review This chapter presents a review of relevant literature on online lending, digital finance, and consumer behavior. It examines previous studies, theoretical frameworks, and conceptual models relating to acceptance, perception, and knowledge of financial technologies, particularly within developing economies like Nigeria.

Chapter Three: The research methodology outlines the systematic approach that will be employed to investigate the acceptance, perception, and knowledge of online loan companies, specifically focusing on FairMoney in Nigeria. This section details the research design, population, sampling techniques, data collection methods, and data analysis strategies.

Chapter Four: A total of 110 questionnaires were distributed to the various staffs. After the questionnaire were filled by the respondents and collected back, they were screened and sorted out by the researcher. The detail of the returned questionnaires, shows that out of 1100 sent out, only 100 were completed and returned, while 100 were returned and 10 were rejected because they were not properly completed. Hence, 100% of the respondents returned their questionnaires.

Chapter five: 5.1 SUMMARY OF FINDINGS

The policy will affect employment negatively as introduction of customization financial transaction This study investigated the levels of knowledge, perception, and acceptance of online loan services among Nigerians, using FairMoney Nigeria as a case study. The data was collected through a structured questionnaire targeting individuals aged 18 and above across various states in Nigeria. The findings revealed that while a significant number of respondents were aware of FairMoney and had basic knowledge about its services, misconceptions and skepticism regarding data privacy, high interest rates, and unethical loan recovery methods
CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.0
INTRODUCTION

2.1 CONCEPTUAL FRAMEWORK 

The rapid evolution of financial technology (fintech) has transformed access to credit and banking services in Nigeria, a country where millions remain underserved by traditional financial institutions. Online loan companies, such as FairMoney Nigeria, have emerged as key players in addressing the gap in financial inclusion by providing instant, collateral-free loans and digital banking solutions to a broad segment of the population(Ogbonna, 2022). Since its launch in 2017, FairMoney has evolved from a simple loan app into a fully licensed digital bank, acquiring a microfinance bank license from the Central Bank of Nigeria and expanding its offerings to include current and salary accounts, bill payments, and debit cards (Ogbonna 2022).

Despite the rapid growth of online loan platforms, there remains limited empirical understanding of how Nigerians perceive, accept, and utilize these services. Issues such as trust, awareness, perceived benefits, and knowledge of how these platforms operate are critical to their adoption and sustained use (Adel, 2023). FairMoney, with over five million users and significant loan disbursement volumes, provides a relevant case study to explore these dynamics (Adisa et al, 2022).

While online loan companies have made significant strides in expanding access to credit, there is still a gap in knowledge regarding the factors that influence their acceptance and perception among Nigerians. Many potential users remain unaware or skeptical about the operations and advantages of these platforms, highlighting a need to investigate the determinants of acceptance, perception, and knowledge, as well as the barriers to adoption (Bouleau, 2019)

Understanding the acceptance, perception, and knowledge of online loan companies is essential for stakeholders-including fintech firms, regulators, and policymakers-to design effective strategies that enhance financial inclusion, build consumer trust, and improve service delivery in Nigeria’s rapidly changing digital financial landscape (dillet, 2019).

this study seeks to fill the knowledge gap regarding how Nigerians interact with online loan companies, using FairMoney Nigeria as a case study, and to provide insights that can foster greater adoption and responsible use of digital financial services. (Dillet, 2019). 

The use of mobile phones to provide farmers with services referred to as m-services has drawn a lot of interest in particular. By bridging gaps in geography and social status, the rapidly expanding use of mobile phones in developing nations presents chances to reach farmers who are frequently isolated, scattered, and underserved (Oladun, E. A. 2020). The future range and applicability of agricultural m-services are expected to be expanded due to the rapid advancements in mobile technology (Baumüller, H. 2017). The word m-service is used in this article to refer to a broad category that includes often-used subcategories like "m-banking, m-payments, and m-commerce. The provision of mobile content, that is, electronic media that can be accessed via a mobile device, such as photos, audio files, graphics, videos, or text or mobile phone functions such as banking services, online stores, or social media networks, is considered as m-service. Agricultural mobile services have not yet reach their full potential (Miller, 2013).  

In an assessment conducted by the GSM association, they account for just 8% of all m-services connected to development (Metcalfe, H. 2015). (Qiang, 2012). Scale and financial sustainability are challenges that many face (FAO. 2015). (Harris, M. 2013). That being said, little is currently known about the causes and solutions for this deficiency. A thorough analysis of the empirical data on the effectiveness of agricultural m-services is presently lacking, and discussions on their usefulness are lacking. Solid information is needed regarding the impact of previous initiatives, including lessons learned, to inform the design and approach of future efforts, the FAO writes in its 10-year assessment of e-agriculture (FAO. 2015).. Adeniran and Akanbi (Akanbi, O. M. 2019). and Duncombe (Duncombe, R. 2012). provided the most thorough assessments of the use of mobile phones for rural and agricultural development. Nonetheless, rather than m-services, the majority of studies conducted on the subject matter discuss mobile phone usage in general. The bibliography is not comprehensive, and the latter are only briefly discussed. Additionally, a different assessment evaluating the effect of ICTs on agricultural growth published by Nakasone et al. (Minten, B. 2014). does not consistently discriminate between other ICTs or m-services from mobile phones. Furthermore, the review's purview is limited to the effects of two ICT impact channels: the influence of market information on pricing and the influence of information on agricultural practices. A limited selection of the literature, case studies, and anecdotes is often included in other papers on this topic (FAO. 2015).. 

Previous reviews of the literature on mobile phones and m-services have concentrated on commerce (Gunasekaran, A. 2007). financial services (Karjaluoto, H. 2015). and micro and small businesses (Escobar, M. X. 2010). However, these reviews do not provide any information about farmers. This review examines the current state of research on the usage of MFS among smallholder farmers in Africa, with a focus on key drivers, challenges, and opportunities for enhancing financial inclusion, agricultural productivity, and resilience to economic shocks. The role of mobile loans in improving access to credit will also be discussed, particularly as it pertains to the experiences of farmers in some African countries. The study adds to the body of knowledge in several ways. Rather than discussing the use of mobile phones in agriculture more broadly, it first examines the empirical literature on services related to agriculture that are created specifically for and provided through mobile devices (such as a service that regularly provides subscribers with information on market prices rather than using the phone to call a buyer to ask about the current price). The choice to concentrate on m-services was made in part for methodological reasons, in addition to the potential benefits they may provide. It is now difficult to evaluate the effects of mobile phones on farming operations due to the ubiquitous availability of mobile networks and phones, as well as the lack of control groups without access to the technology. Researchers can distinguish between users and non-users through experimental designs, concentrate on particular service types that can be provided through mobile phones, and supplement survey data with usage data obtained through the device by conducting studies on m-services (although, as demonstrated in the following texts, this opportunity is rarely taken advantage of h as banking or information delivery) to provide a thorough understanding of their (anticipated and actual) potential. Third, by comparing the methodologies employed in previous studies and highlighting overarching research gaps, the paper critically examines the general condition of the linked literature in addition to summarizing and evaluating the findings of the published research.

2.1.1
METHOD 

An exploratory literature review was conducted, building on the methodology proposed by Arksey and O'Malley ’(Malley, L. 2005). The review sought to identify research gaps in the body of literature about the following research issue as well as to summarize and disseminate the available research findings: what is known about how m-services affect farmers in developing nations based on the empirical research that is currently available. The literature did not lend itself to a more comprehensive systematic literature review or a meta-analysis due to the modest number of accessible research (especially from peer-reviewed sources) and the major variances in the methodology and data employed. Using academic databases and internet search engines (Google and Google Scholar) with keyword combinations such mobile phone, ICT, ICT4D, m-agricultural, m-payments, agriculture, farmer, innovation, service, and technology adoption, pertinent empirical papers (in English) were found. Throughout the evaluation, the terms were improved through an iterative method. The snowball technique was also used to extract pertinent literature from evaluated publications. The publication date, the kind of intervention, and the research type were inclusion criteria used to narrow down the search results. Only research that used data or was published after 2000, when mobile penetration rates in underdeveloped nations began to rise noticeably, was chosen. Instead of concentrating on the usage of mobile phones by farmers in general, research should be done on m-services for farmers in developing nations. An empirical impact evaluation of an m-service, together with an explanation of the methodology, should be included in the study. Studies were only included if the data were relevant to farmers in developing countries and broken down by the various channels (apart from mobile phones) where services are provided, as the other research does not provide any particular insights into the use of m-services. The literature review also covers grey literature, as long as the publications disclose details about the data and methods utilized because there is not much pertinent research that has been published in peer-reviewed journals. Consequently, the quality of the study was not a criterion for exclusion. Forty-eight publications in all, comprising 19 journal articles, 9 conference papers, 7 book chapters, 9 reports, and 4 webpages, were found to be pertinent. The effects of information m-services, such as data on pricing, farming, and weather, are evaluated in most studies. The research looks into mobile money services. Five studies examine farmer-focused social networks that are facilitated by mobile phones. There are just three studies that looked at m-services that provide access to labour and training. While twenty-one researchers used qualitative approaches to collect data, all studies employed quantitative data. The majority of the study uses data from surveys. Nine survey-based research solely surveyed the treatment group, while seven survey-based studies surveyed households as a whole. Twenty-five survey-based studies comprised both treatment and control groups. The sample size ranged greatly from 41 to 1300. Merely seven research papers examined utilization statistics obtained via the mobile service. Only descriptive statistics were used in twenty-five studies, although inferential statistics were used in nineteen studies. After compiling the study findings and arranging them thematically based on four types of m-services, the literature was examined. A survey of the literature (World Bank. 2011) and the m-services connected to agriculture being offered in developing nations served as the basis for the identification of the categories. The categories include the following:

I. Services that provide training or distribute information on topics like weather, disease outbreaks, or agricultural methods. II. Financial services include banking, insurance, lending, and payment services. III. Services that make it easier to get inputs (such as labour, water, power, seeds, fertilizer, pesticides, or markets) by providing supplier information or virtual marketplaces, for example. IV. Services that make it easier to access output markets, including supply chain management systems, virtual marketplaces, and information on pricing and customers. The literature evaluation also assisted in identifying research gaps about certain m-service kinds, spanning various services and including the whole research field. This research, in contrast to Arksey and O'Malley's methodology, also includes the quality rating employed in the literature, but only overall and not about the particular methods and analytical approaches in each study.

2.1.2
CHALLENGES AND SHORTCOMINGS


The literature evaluation highlights various methodological flaws in the agriculture m-services research. These kinds of flaws are not unique to our industry. The majority of studies' designs and methodologies lack rigour, according to a survey of evaluations of m-health apps in low- and middle-income nations (mHealth Alliance. 2012). Some of the literature examined is based on survey data collected from farmers rather than time series data collected by data collectors or analysis of real consumption patterns. According to two studies, m-service customers occasionally tend to overstate their benefits. Regarding RML, a significant number of farmers within the treatment group cited the m-service as the source of motivation for altering their farming methods. It was, therefore, reasonable to assume that a greater number of farmers in the treatment group had altered their methods. However, as previously stated in the texts that came before it, the researchers were unable to locate any evidence to support this claim (Minten, B. 2012). 

Regarding M-Farm, farmers stated that they often obtained prices that were on par with or more than what M-Farm had indicated. However, the study discovered that real prices were nearly always lower when comparing M-Farm sweet potato prices with those obtained (Baumüller, H. 2013). A significant limitation of current research is that the majority of studies fail to evaluate the impact in connection to consumption. Instead, research often compares the effects for all groups, regardless of usage patterns, by first separating users (or those with access to the m-service) from a control group. For example, Haider Rizvi (Rizvi, S. M. H. 2011). notes that LifeLines were used seldom, ranging from once a week to twice a year, but he did not break out usage frequency in his effect study. Fafchamps and Minten (Minten, B. 2012).] observe that a mere 59% of farmers who received a free RML membership utilized it. 

However, the majority of the study is based on intent-to-treat estimates for farmers who received a free RML subscription, regardless of whether they utilized it or not. Cole and Fernando employ the same strategy as Avaaj Otalo; however, only 58% of the farmers who attended had phoned the hotline, and 65% had listened to push material. In a similar vein, no m-payment study links the evaluation of factors and effects to the real use of m-payments in agriculture. Sekabira and Qaim (2013) and (Kikulwe et al. (2013) noted that there is a lack of information about the use of mobile payments in the agriculture sector. Although Kirui et al. provide these data, at least in aggregate form, their study does not use them. It is challenging to determine a causal relationship between the MFS and observable changes in the absence of consumption statistics (Sidiq, B. O. 2018). However, it is crucial to remember that there are several methodological issues with MFS impact studies. It might be challenging to separate the effects of the m-service from phone use in general. Farmers may use their phones more frequently for other purposes if they are exposed to m-services. According to the M-Farm research, female farmers who had taken part in the program began utilizing the phone for more business-related activities. Additionally, the KHETI study reveals that after beginning to use the MFS, treated farmers were often more receptive to utilizing new agricultural and mobile technology. Study attempted to address this problem by prohibiting the participants from making or receiving additional calls on the mobile phone provided to them to access the service. The researchers would not prevent the participants' use of their phones, though. When an m-service performs many tasks (such as providing various information kinds, delivery channels, or service types) or is a component of a broader support program, it becomes even more difficult to isolate consequences. Indeed, a large number of researchers (Fafchamps, 2012). do not try to discern between the various roles. 

According to research that evaluates the effects of selling services and pricing information separately, M-Farm consumers frequently cannot tell the difference between the two effects. The effects that the farmers saw were really the outcome of the local partner's umbrella project, but they were also credited to the m-service. Because service providers may regulate and track usage, randomized control trials might be the most appropriate method for studying mobile services. Nevertheless, because the environments in which the treatments are carried out are sometimes challenging to regulate, such research runs the danger of contamination (Barahona, C.2010). For example, anybody is free to subscribe to m-services that are made available to the public. According to Lokanathan et al., farmers in the control group were also aware of Tradenet through advertising and word-of-mouth, despite the fact that the service was only discussed with the treatment group. Cole and Fernando noted that information services present a unique challenge in terms of preventing contamination since information travels quickly, especially via mobile devices. It is hard to say how much information spillage there will be. 

2. 2 THEORETICAL FRAMEWORK

2.2.1 Technology Acceptance Model (TAM) 

The rapid growth of digital financial services in Nigeria has transformed the landscape of personal finance, particularly through the emergence of online loan companies like FairMoney. Understanding the acceptance, perception, and knowledge of these services is crucial for both consumers and providers. This theoretical framework draws upon established theories to analyze these dimensions, focusing on how they influence consumer behavior in the context of online lending. (Davis, 1989)

The Technology Acceptance Model (TAM), developed by Davis (1989), serves as a foundational theory for understanding user acceptance of technology. TAM posits that two primary factors—perceived ease of use and perceived usefulness—significantly influence an individual's decision to accept and use a technology. In the context of FairMoney, perceived ease of use may relate to the user-friendliness of the app and the simplicity of the loan application process. If consumers find the platform intuitive and straightforward, they are more likely to accept and utilize the service.

Perceived usefulness, on the other hand, refers to the degree to which a person believes that using a particular system would enhance their job performance or, in this case, their financial situation. For FairMoney, this could mean that consumers perceive the service as a viable solution for immediate financial needs, such as medical emergencies or unexpected expenses. The interplay between these two factors can significantly impact the acceptance of online loan services in Nigeria, where traditional banking may not always meet the urgent needs of consumers.

2.2.2 Unified Theory of Acceptance and Use of Technology (UTAUT)

Building on TAM, the Unified Theory of Acceptance and Use of Technology (UTAUT) introduced by Venkatesh et al. (2003) incorporates additional constructs such as social influence and facilitating conditions. Social influence refers to the degree to which individuals perceive that important others believe they should use the new system. In Nigeria, where community and family opinions play a significant role in decision-making, the recommendations of peers or family members can significantly affect an individual's perception and acceptance of FairMoney.

Facilitating conditions encompass the resources and support available to users, including access to the internet and mobile devices. In Nigeria, where smartphone penetration is increasing, the availability of technology can enhance the likelihood of acceptance. However, challenges such as poor internet connectivity and digital literacy must also be considered, as they can hinder the effective use of online loan platforms.

2.2.3 Perceived Risk Theory

Perceived risk theory is another critical component of this framework, particularly in the context of financial services. Cox and Rich (1964) suggest that consumers often weigh the potential risks associated with a purchase against the perceived benefits. In the case of online loans, consumers may have concerns about data security, hidden fees, and the legitimacy of the lending platform. These perceived risks can significantly influence their overall perception of FairMoney and their willingness to engage with the service.

In Nigeria, where financial literacy varies widely, the lack of understanding about loan terms and conditions can exacerbate perceived risks. Therefore, enhancing consumer knowledge through transparent communication and education about the loan process is essential for mitigating these concerns.

2.2.4 Consumer Knowledge and Awareness

Consumer knowledge plays a pivotal role in shaping perceptions and acceptance of online loan services. Knowledge encompasses not only awareness of the existence of services like FairMoney but also an understanding of how they operate, the terms of borrowing, and the implications of defaulting on loans. Research indicates that higher levels of financial literacy correlate with more positive perceptions of financial products (Lusardi & Mitchell, 2014). Therefore, initiatives aimed at educating consumers about online lending can enhance their confidence and willingness to engage with platforms like FairMoney. the theoretical framework for understanding the acceptance, perception, and knowledge of online loan companies in Nigeria, particularly FairMoney, integrates several established theories. The Technology Acceptance Model and the Unified Theory of Acceptance and Use of Technology provide insights into the factors influencing user acceptance, while perceived risk theory highlights the importance of consumer concerns in the decision-making process. Additionally, enhancing consumer knowledge is crucial for fostering positive perceptions and increasing acceptance of online loan services. As the digital financial landscape continues to evolve, understanding these dynamics will be essential for both consumers and providers in navigating the complexities of online lending in Nigeria.

Key variables: Perceived Usefulness, Perceived Ease of Use

In the context of online loan companies like FairMoney in Nigeria, two critical variables that significantly influence consumer acceptance and usage are Perceived Usefulness and Perceived Ease of Use. These concepts are foundational to the Technology Acceptance Model (TAM), which posits that these perceptions directly affect users' intentions to adopt and utilize technology. Understanding these variables is essential for both consumers and providers in the digital financial services landscape.

i. Perceived Usefulness

Definition: Perceived usefulness refers to the degree to which a person believes that using a particular system or service will enhance their performance or fulfill their needs. In the context of online loan services, it relates to how consumers view the benefits of using platforms like FairMoney for their financial needs.

Financial Solutions: For many consumers, especially in Nigeria, online loan services provide quick access to funds for emergencies, business opportunities, or personal needs. If users perceive that FairMoney can effectively meet these needs, they are more likely to adopt the service.

Convenience: The convenience of applying for loans online, as opposed to traditional banking methods, enhances the perceived usefulness. Consumers can apply for loans anytime and anywhere, which is particularly appealing in a fast-paced environment.

Speed of Processing: The rapid approval and disbursement of loans can significantly enhance perceived usefulness. If consumers believe that they can receive funds quickly through FairMoney, they are more likely to view the service favorably.

Financial Empowerment: Perceived usefulness also encompasses the idea of financial empowerment. If consumers believe that using FairMoney can help them manage their finances better or improve their financial situation, they are more likely to accept and use the service.

Implications for FairMoney: To enhance perceived usefulness, FairMoney should focus on communicating the benefits of its services clearly. This can be achieved through effective marketing strategies, customer testimonials, and educational content that highlights how the platform can solve specific financial problems.

ii. Perceived Ease of Use

Definition: Perceived ease of use refers to the degree to which a person believes that using a particular system will be free of effort. In the context of FairMoney, this relates to how user-friendly the platform is and how easily consumers can navigate the loan application process.

User Experience: A seamless and intuitive user interface is crucial for enhancing perceived ease of use. If consumers find the FairMoney app or website easy to navigate, they are more likely to engage with the service.

Accessibility: The ease of accessing the platform, whether through mobile devices or computers, contributes to perceived ease of use. In Nigeria, where mobile banking is prevalent, ensuring that the platform is optimized for mobile use is essential.

Simplicity of Processes: The loan application process should be straightforward, with minimal steps required to complete an application. Complicated procedures can deter potential users, as they may perceive the service as cumbersome or time-consuming.

Support and Guidance: Providing adequate support, such as FAQs, chatbots, or customer service representatives, can enhance perceived ease of use. If consumers feel they can easily get help when needed, they are more likely to use the service.

Implications for FairMoney: To improve perceived ease of use, FairMoney should invest in user experience design, ensuring that the platform is intuitive and accessible. Regular user feedback can help identify pain points in the application process, allowing for continuous improvement.

Interrelationship Between Perceived Usefulness and Perceived Ease of Use

The relationship between perceived usefulness and perceived ease of use is critical in determining overall user acceptance. Research indicates that when consumers perceive a service as both useful and easy to use, their intention to adopt the service increases significantly.

Synergistic Effect: For instance, if a consumer finds FairMoney to be both beneficial (perceived usefulness) and easy to navigate (perceived ease of use), they are more likely to recommend the service to others, further enhancing its acceptance in the market.

Feedback Loop: Positive experiences with perceived ease of use can reinforce perceived usefulness. If users find the application process straightforward and receive funds quickly, they are likely to view the service as effective and beneficial, creating a positive feedback loop.

Applied to understand how perceived benefits influence acceptance of FairMoney.

The adoption of online loan platforms such as FairMoney in Nigeria is strongly influenced by consumers’ perceived benefits of using the service. This concept originates from the Technology Acceptance Model (TAM), which emphasizes Perceived Usefulness as a critical determinant of technology acceptance. Applied to FairMoney, the perceived benefits encompass multiple facets that shape consumer attitudes and behaviors toward accepting the platform as a preferred financial service.

Perceived Benefits Defined

Perceived benefits refer to the consumer’s beliefs about the advantageous outcomes from using a service. For FairMoney, these benefits range from financial convenience, rapid loan approval, and accessibility, to improved financial management. Consumers who perceive these tangible and intangible benefits as valuable are more inclined to accept and use the service.

Key Perceived Benefits Influencing Acceptance of FairMoney

Convenience: FairMoney enables users to apply for loans anytime and anywhere using smartphones, eliminating the need to visit physical branches. This flexibility increases perceived ease and augments acceptance.

Speed: Instant or rapid loan approval and disbursement satisfy urgent financial needs, enhancing perceived usefulness and motivating adoption.

Accessibility: FairMoney’s digital platform offers financial services to underserved populations, including the unbanked and underbanked, broadening acceptance among those with limited traditional bank access.

Transparency: Clear loan terms and straightforward repayment plans reduce perceived risk, increasing trust and willingness to engage with the platform.

Financial Empowerment: By offering quick access to funds and credit building opportunities, FairMoney positions itself as a tool that helps users manage their finances better, raising perceived value.

Linking Perceived Benefits to Acceptance Through TAM

The Technology Acceptance Model stresses that when users find a service useful—meaning they recognize clear benefits—they develop a positive attitude that fosters acceptance. For FairMoney, this translates to users perceiving the platform as a valuable financial solution compared to alternatives. When the perceived benefits outweigh the perceived effort or risk, users are more likely to engage continuously with the platform.

Moreover, the Perceived Ease of Use complements perceived benefits by ensuring users feel confident navigating the platform without frustration. Together, these variables create a reinforcing cycle that heightens overall acceptance.

Practical Implications for FairMoney

To increase acceptance, FairMoney must emphasize and communicate its benefits clearly in marketing campaigns and user education materials. Ensuring rapid service delivery, user-friendly interfaces, and transparent policies will further enhance the perceived benefits and build consumer trust. Additionally, addressing concerns around security and data privacy will reduce perceived risks that can undermine acceptance.

2.2.2 Diffusion of Innovation Theory (Rogers, 2003)

The Diffusion of Innovation (DOI) Theory, developed by Everett Rogers in 1962 and later expanded in 2003, provides a framework for understanding how, why, and at what rate new ideas and technology spread within cultures. This theory is particularly relevant in the context of online loan companies like FairMoney in Nigeria, as it helps explain the adoption of digital financial services among consumers.

Key Components of the Diffusion of Innovation Theory

i. Innovation: An innovation is defined as an idea, practice, or object that is perceived as new by an individual or other unit of adoption. In the case of FairMoney, the innovation is the online loan service that offers quick and accessible financial solutions.

ii. Communication Channels: The process of diffusion relies heavily on communication channels through which information about the innovation is shared. These channels can be mass media, social media, word-of-mouth, or direct marketing. For FairMoney, effective communication strategies can enhance awareness and understanding of its services.

Iii. Social System: The social system refers to the group of individuals or organizations that adopt the innovation. The characteristics of the social system, including norms, values, and social structures, can significantly influence the rate of adoption. In Nigeria, cultural attitudes towards borrowing and financial services play a crucial role in the acceptance of online loans.

iv. Adopter Categories: Rogers identified five categories of adopters based on their willingness to embrace new innovations:

Innovators: These are the first individuals to adopt an innovation. They are typically risk-takers and are willing to try new ideas.

Early Adopters: This group is more integrated into the social system and often serves as opinion leaders. They are crucial for influencing others to adopt the innovation.

Early Majority: These individuals adopt the innovation after a varying degree of time. They are typically more deliberate in their decision-making.

Late Majority: This group is skeptical and adopts the innovation only after the majority of the population has done so.

Laggards: These are the last individuals to adopt an innovation. They are often resistant to change and prefer traditional methods.

v. Rate of Adoption: The rate of adoption is influenced by several factors, including the perceived attributes of the innovation, the communication channels used, and the social system's characteristics. Rogers identified five perceived attributes that can affect the rate of adoption:

Relative Advantage: The degree to which the innovation is perceived as better than the idea it supersedes. For FairMoney, the relative advantage could be the speed and convenience of obtaining loans compared to traditional banking.

Compatibility: How consistent the innovation is with the values, past experiences, and needs of potential adopters. FairMoney must align its services with the financial behaviors and needs of Nigerian consumers.

Complexity: The perceived difficulty of understanding and using the innovation. A user-friendly interface and clear communication can reduce complexity for FairMoney users.

Trialability: The ability to experiment with the innovation on a limited basis. Offering small loans or trial periods can encourage potential users to try FairMoney without significant risk.

Observability: The extent to which the results of the innovation are visible to others. Positive testimonials and success stories can enhance observability and encourage adoption.

Application of DOI Theory to FairMoney

In the context of FairMoney, the Diffusion of Innovation Theory can be applied to understand how the platform can effectively promote its online loan services to potential users in Nigeria:

Targeting Innovators and Early Adopters: FairMoney can focus on reaching out to innovators and early adopters who are more likely to try new financial technologies. Engaging these groups through social media campaigns, influencer partnerships, and community outreach can help create initial traction.

Leveraging Communication Channels: Utilizing various communication channels, including social media, online advertising, and word-of-mouth referrals, can enhance awareness and understanding of FairMoney’s services. Educational content that explains the benefits and processes of online loans can also be effective.

Highlighting Relative Advantage: FairMoney should emphasize the advantages of its services, such as quick loan approvals, competitive interest rates, and the convenience of accessing funds through a mobile app. Demonstrating how these benefits surpass traditional banking methods can attract potential users.

Reducing Complexity: Ensuring that the loan application process is straightforward and user-friendly can help reduce perceived complexity. Providing clear instructions, FAQs, and customer support can enhance the user experience.

Encouraging Trialability: Offering small, low-risk loans or promotional offers can encourage potential users to try FairMoney without significant commitment. This trial experience can lead to increased acceptance and word-of-mouth promotion.

Innovation attributes: Relative Advantage, Complexity, Trialability

Useful for evaluating perception and knowledge factors driving adoption.

2.3
EMPIRICAL REVIEW

An empirical review involves analyzing existing research studies and data to understand the acceptance, perception, and knowledge of online loan companies, particularly in the context of FairMoney Nigeria. This review synthesizes findings from various studies to highlight key themes, trends, and insights relevant to the adoption of online lending services.

i. Consumer Acceptance of Online Loan Services

Several studies have explored the factors influencing consumer acceptance of online loan services. For instance, a study by Ayo et al. (2016) examined the acceptance of mobile banking in Nigeria and found that perceived usefulness and perceived ease of use significantly influenced users' intentions to adopt mobile financial services. This aligns with the Technology Acceptance Model (TAM), suggesting that similar factors may apply to online loan platforms like FairMoney.

Perceived Usefulness: Consumers are more likely to accept online loan services if they believe these services will effectively meet their financial needs, such as providing quick access to funds.

Perceived Ease of Use: A user-friendly interface and straightforward application process are critical for encouraging acceptance among potential users.

ii. Perception of Online Loan Companies

The perception of online loan companies is shaped by various factors, including trust, security, and reputation. A study by Olatokun and Eyinla (2018) investigated the perception of online lending platforms in Nigeria and found that trust significantly impacts users' willingness to engage with these services.

Trust and Security: Consumers are concerned about the security of their personal and financial information. Companies that demonstrate robust security measures and transparent practices are more likely to gain consumer trust.

Reputation: Positive reviews and testimonials from existing users can enhance the perception of online loan companies, making potential users more likely to accept their services.

iii. Knowledge and Awareness of Online Loan Services

Knowledge and awareness play a crucial role in the acceptance of online loan services. A study by Adebayo et al. (2020) highlighted that financial literacy significantly influences consumers' understanding of online loan products and their willingness to use them.

Financial Literacy: Higher levels of financial literacy correlate with a better understanding of loan terms, conditions, and implications, leading to increased acceptance of online loan services.

Awareness Campaigns: Educational initiatives that inform consumers about the benefits and risks of online loans can enhance knowledge and promote acceptance.

iv. Cultural and Socioeconomic Factors

Cultural attitudes and socioeconomic factors also influence the acceptance of online loan services. A study by Ojo and Adebayo (2019) examined the impact of cultural beliefs on the adoption of financial technologies in Nigeria. The findings indicated that cultural perceptions of borrowing and debt significantly affect consumers' willingness to engage with online loan platforms.

Cultural Attitudes: In some cultures, borrowing may be viewed negatively, which can hinder acceptance of online loan services. Addressing these cultural perceptions through targeted marketing and community engagement is essential.

Socioeconomic Status: Individuals with higher socioeconomic status are more likely to adopt online loan services due to better access to technology and financial resources.

v. Impact of Technology on Acceptance

The role of technology in shaping consumer acceptance of online loan services cannot be overstated. A study by Akinola et al. (2021) explored the impact of technological advancements on the adoption of digital financial services in Nigeria. The research found that the availability of smartphones and internet access significantly influences the acceptance of online loan platforms.

Smartphone Penetration: Increased smartphone usage in Nigeria has facilitated access to online loan services, making it easier for consumers to apply for loans.

Internet Connectivity: Reliable internet access is crucial for the successful adoption of online loan platforms. Areas with poor connectivity may experience lower acceptance rates.

The empirical review highlights several key factors influencing the acceptance, perception, and knowledge of online loan companies like FairMoney in Nigeria. Perceived usefulness and ease of use are critical determinants of acceptance, while trust, security, and reputation shape consumer perceptions. Additionally, financial literacy and cultural attitudes play significant roles in influencing knowledge and acceptance.

To enhance the adoption of its services, FairMoney should focus on building trust through transparent practices, improving user experience, and implementing educational initiatives to increase financial literacy among potential users. By addressing these factors, FairMoney can position itself as a leading online loan provider in Nigeria, fostering greater acceptance and engagement among consumers.

CHAPTER THREE

3.1
RESEARCH METHODOLOGY 


The research methodology outlines the systematic approach that will be employed to investigate the acceptance, perception, and knowledge of online loan companies, specifically focusing on FairMoney in Nigeria. This section details the research design, population, sampling techniques, data collection methods, and data analysis strategies.

3.2
RESEARCH DESIGN  

This study adoption a mixed-methods research design, combining both quantitative and qualitative approaches. The quantitative component  involved surveys to gather numerical data on consumer acceptance and perceptions, while the qualitative component include interviews or focus group discussions to gain deeper insights into consumer experiences and attitudes toward FairMoney.

Quantitative Research: This helped to quantify the relationships between perceived usefulness, perceived ease of use, and acceptance of FairMoney.

Qualitative Research: This provided context and depth to the quantitative findings, allowing for a more comprehensive understanding of consumer perceptions and knowledge.

3.3
   POPULATION AND SAMPLE

Population: The target population for this study includes individuals in Nigeria who are potential users of online loan services, particularly FairMoney. This includes both current users and those who have not yet used the service but are aware of it.

Sampling Technique: A stratified random sampling technique will be employed to ensure that various demographic groups (age, gender, income level, education) are represented in the sample. This approach helped to capture diverse perspectives and experiences related to online loan services.

Sample Size: A sample size of approximately 300 respondents were targeted for the quantitative survey, while 15-20 participants were selected for qualitative interviews or focus groups. The sample size will be determined based on the need for statistical significance and the depth of qualitative insights.

3.4
METHODS OF DATA COLLECTION 

Quantitative Data Collection

Surveys: A structured questionnaire was developed to collect data on respondents' perceptions of FairMoney, including perceived usefulness, perceived ease of use, and overall acceptance. The questionnaire included Likert scale items to measure attitudes and perceptions, as well as demographic questions.

Distribution: The survey was distributed online through social media platforms, email, and FairMoney’s customer base to reach a broad audience.

Qualitative Data Collection

Interviews/Focus Groups: Semi-structured interviews or focus group discussions were conducted to gather in-depth insights into consumer experiences with FairMoney. Open-ended questions alllowed participants to express their thoughts and feelings about the service, including any barriers to acceptance.

Recording and Transcription: Interviews were recorded (with participants' consent) and transcribed for analysis.

3.5 DATA ANALYSIS TECHNIQUES

FairMoney Nigeria, originally launched as a mobile loan app in 2017, has evolved into a digital bank, providing credit and banking services to millions of Nigerians. The platform targets both individuals and businesses, offering collateral-free microcredit and leveraging technology to reach Nigeria’s large unbanked population. This analysis explores user acceptance, perception, and knowledge of FairMoney, drawing on user reviews, industry practices, and data-driven insights. Widespread Adoption: FairMoney boasts over 5 million users and disburses more than 10,000 loans daily. This high adoption rate indicates significant acceptance among Nigerians seeking quick, accessible credit.  Loan Accessibility: The platform offers instant loans up to ₦3,000,000 with minimal paperwork and no collateral, appealing to users shut out by traditional banks. Flexible Repayment: Repayment periods range from 30 to 180 days, accommodating diverse financial needs.

Speed and Convenience: Users appreciate the rapid loan disbursement and the ease of application3. Digital Banking Features: The evolution into a neobank with features like free bank transfers and debit cards has enhanced FairMoney’s reputation as a modern financial solution.

High Interest Rates: Many users complain about steep and sometimes inconsistent interest rates, which can increase with subsequent loans despite prompt repayments. Customer Support Issues: Several reviews highlight poor customer service and unresolved disputes, especially regarding loan top-ups and erroneous charges. Aggressive Recovery Tactics: Allegations of harassment during debt recovery have surfaced, damaging trust and raising ethical concerns.

Loan Limitations and Transparency: Users report frustration with stagnant or reduced loan limits despite good repayment histories, and a lack of clarity regarding eligibility for higher amounts.

 “The speed of transaction on the app is good, but the interest rate on loans is too high. I was given loan of the same amount twice, the interest rate of the first was high and the interest rate of the second was even higher. I also was not given a discount for early repayment of the loan as promised on the app.”

3.6 ETHICAL CONSIDERATIONS

Awareness of Loan Terms: Users generally understand the basic features of FairMoney-such as instant loans, repayment deadlines, and digital banking services-but express confusion over interest calculations, eligibility for higher loans, and the impact of early repayment.

Digital Literacy: The reliance on smartphone data and app-based processes suggests that users possess a moderate level of digital literacy, though technical issues (e.g., card linking, app errors) remain common. 

Data-Driven Credit Scoring: FairMoney, like other Nigerian fintechs, uses big data analytics to assess creditworthiness, considering credit history, income, and repayment behavior6. This approach allows for more accurate lending decisions but may not always be transparent to users.

Factors Influencing Acceptance and Use

Credit Accessibility: The main driver of acceptance is the ability to access quick, collateral-free loans, especially for those excluded from traditional banking3.

Trust and Reliability: Negative experiences with customer support, aggressive collection, and unclear loan terms can erode trust and deter future use4.

Interest Rates and Fees: High or unclear charges are a significant barrier and a source of dissatisfaction

Data-Driven Insights in Lending

Role of Big Data: Nigerian lending firms, including FairMoney, leverage big data analytics for credit scoring, fraud detection, and risk management6. This enables more efficient, data-backed lending but also requires robust data management and transparency to maintain user trust. Predictive Modeling: Techniques like logistic regression and decision trees are used to predict loan acceptance and repayment likelihood, optimizing lending decisions and marketing strategies.

3.7 LIMITATIONS OF THE STUDY

Self-Reported Data: The reliance on self-reported data may introduce bias, as participants may provide socially desirable responses.

Generalizability: The findings may be limited to the specific context of FairMoney and may not be generalizable to all online loan companies in Nigeria

CHAPTER FOUR

4.0 DATA PRESENTATION, ANALYSIS AND INTERPRETATION

4.1 DATA PRESENTATION 

A total of 110 questionnaires were distributed to the various staffs. After the questionnaire were filled by the respondents and collected back, they were screened and sorted out by the researcher. The detail of the returned questionnaires, shows that out of 1100 sent out, only 100 were completed and returned, while 100 were returned and 10 were rejected because they were not properly completed. Hence, 100% of the respondents returned their questionnaires.

Table 4.1.1: Qualification of respondents

The table below shows their different qualifications and their response.

	VARIABLES
	RESPONDENTS
	PERCENTAGE (%)

	18-24
	40
	40

	25-34
	30
	30

	35-44
	20
	20

	55 and above 
	10
	10 

	TOTAL
	
	100


Source: Computed from data 2025

Table 4.1.1 Shows The Age Range of respondents by qualifications. The data collected indicated that 18-24 year were 40% of respondents, 25-34 year wer 30% while 35-44 of the respondent were 20% while 55 and above of the respondent were 10%.

The table below shows their different qualifications and their response.

	VARIABLES
	RESPONDENTS
	PERCENTAGE (%)

	OND
	20
	20

	HND/ B.SC
	40
	40

	MSC/ MBA
	40
	40

	TOTAL
	100
	100


Source: Computed from data 2025

Table 4.1.1 shows the number of respondents by qualifications. The data collected indicated that 20% of respondents are OND holders, 40% are HND/ B.SC holders, while

40% are MSC/ MBA. Therefore, it could be inferred that majority of the staffs are HND/ B.SC holders.

Table 4.1.2: Gender
Different official status of the respondents both junior officers and senior credit officers

were ascertained and are show in the table below.

	VARIABLES
	RESPONDENTS
	PERCENTAGE (%)

	Male
	35
	35

	Female
	45
	45

	Prefer not to say
	20
	20

	TOTAL
	100
	100


Source: Computed from data 2025

Table 4.1.2 shows that 35 of respondents are Male  while

45% Female while the remain 20 percent  were not ready to disclose their genders 

Table 4.1.3: Occupation 
The respondents were asked of the the work they were doing and

Their responses were presented below.

	VARIABLES
	RESPONDENTS
	PERCENTAGE (%)

	Student 
	25
	25

	Employed
	15
	15

	Self-employed
	15
	15

	Unemployed
	10
	10

	Other (Please specify):
	35
	35

	TOTAL
	100
	100


Source: Computed from data 2025

Table 4.1.3 indicates that 25% of the respondents are Students, While 15% of the respondents are Employed, While 15 of the respondents are Self-Employed, 10% of the respondents are Unemployed  and 35% were not specified.

Table 4.1.4: of the respondents are Employed?
	Variables
	Respondents
	Percentage (%)

	Less than ₦50,000
	45
	45

	₦50,000–₦100,000
	20
	20

	₦100,001–₦200,000
	15
	15

	Above ₦200,000
	20
	20 

	TOTAL
	100
	100


Source: Computed from Data, 2025

All the respondents shared the same view or agreed that they have heard of the

Nigeria's Cashless Economy. 45 of the respondent were collecting 50, 000 while 20% of the respondent were collecting 50,000 – 100, 000, while 15% of the respondent were collecting 100,000 – 200, 000, while 20% of the respondent were collecting above 200,000 

Table 4.1.5: . Have you heard of online loan platforms in Nigeria?

	Variables
	Respondents
	Percentage (%)

	YES
	60
	60

	NO
	40
	40

	TOTAL
	100
	100


Source: Computed from Data, 2025

60% of the respondent were have heard about it while 40% of the respondent have not heard about it. 

Table 4.1.6: How did you hear about FairMoney Nigeria?

	Variables
	Respondents
	Percentage (%)

	Social media
	30
	30

	Google search
	20
	20

	Friends/Word of mouth
	20
	20

	Advertisements
	15
	15

	Others (please specify):
	15
	15

	TOTAL
	100
	100


Source: Computed from Data, 2025

30%  of the respondent heard through  social media, and 20 percent of the respondent heard through google search, 20 percent of the respondent heard through Friends Word of Mouth,  15 percent of the respondent heard through Advertisements, while 15 others did not specify were they heard it. 

Table 4.1,7: How would you rate FairMoney Nigeria in the following areas?
(Scale: 1 = Very Poor, 5 = Excellent)

	Variables
	Respondents
	Percentage (%)

	EASE OF APPLICATION 
	18
	18

	Interest rate 
	22
	22

	Customer services 
	30
	30

	Repayment flexibility 
	20
	20

	Trustworthiness 
	10
	10

	TOTAL
	100
	100


Source: Computed from Data, 2025

From the table, 18% of the respondent go with ease of application , and 22 percent of the respondent interest rate is too high, 30 percent of the respondent said the there customer service was ok,  20 percent of the respondent said said there is repayment flexibility, while 10 of the respondent said they were Trustworthiness. 

Table 4.1.8: Do you think online loan companies like FairMoney are a good alternative to traditional banks?

	Variables
	Respondents
	Percentage (%)

	YES
	40
	40

	NO
	30
	30

	Not sure 
	30
	30

	TOTAL
	100
	100


Source: Computed from Data, 2025

40 percent of the respondent agreed that fairemoney is a good alternative to traditional banks while other didn’t

Table 4.1.9: What are your major concerns about online loan platforms? (Select all that apply)

	Variables
	Respondents
	Percentage (%)

	High interest rates
	30
	30

	Data privacy/security
	20
	20

	Harassment during repayment
	15
	15

	Fake apps/scams
	15
	15

	Other
	20
	20

	TOTAL
	100
	100


Source: Computed from Data, 2025

From the above table, it is very clear that 30% agreed that fairmoney has a very high interest rate, while 20 % of the respondent agree that data privacy/ security,  while 15% of the respondent agree that Harassment during repayment, Fake Apps/ Scams, while 15% of the respondent agree that Harassment during other.

Table 4.1.10: . Have you ever used FairMoney Nigeria to obtain a loan?

	Variables
	Respondents
	Percentage (%)

	YES
	55
	55

	NO
	45
	45

	TOTAL
	100
	100


Source: Computed from Data, 2025

From the table above, 28 respondents said yes while others say no 

Table 4.1.11: . Have you ever used FairMoney Nigeria to obtain a loan?

	Variables
	Respondents
	Percentage (%)

	YES
	55
	55

	NO
	45
	45

	TOTAL
	100
	100


Source: Computed from Data, 2025

From the table above, 28 respondents said yes while others say no 

Table 4.1.12: Would you recommend Fair Money Nigeria to others?

	Variables
	Respondents
	Percentage (%)

	YES
	30
	30

	NO
	50
	50

	MAYBE
	20
	20

	TOTAL
	100
	100


Source: Computed from Data, 2025

from the table above, 30% of respondents are agreed while others disagree and othe did not specify

4.2 DATA ANALYSIS

The use of computer technology in service rendition in the banking industry remains indispensable. From the responses obtained from the bank officials, more than 90 percent of Nigeria banks make use of information technology in offering payment services. 

In a total of 45 respondents, 37 respondents representing 82% acknowledged that

cashless banking system will encourage technology development in table 4.1.8 providing services like money transfer, smartcard electronic funds transfer etc. this shows the extent of computer technology application in the banking industry or in any organization.

Although the use of information technology (IT) is still not widespread in the banking

industry, there are clear indications that in the nearest future IT will become fully

diffused in the banking industry. So far a good number of banks which offer computer

based services tent to be constrained by a lot of factors. These factors constitute the major problem hindering the development of cashless banking system in Nigeria.

Equally, 82% of respondents are of the view that cashless banking will help in capital market development in Nigeria. While only 18% of respondents had a different opinion. By implication, the introduction of cashless banking system has generally increased customers confidence in cashless banking system. This view was shared by about 62% of total respondents.

Be that as it may, it is not very clear as to how cashless banking can constitute a problem to monetary authority in terms of money control and management or how it could increase the GDP or influence economic growth. But one thing clear is that cashless banking seems to show some level of un-correlation with economies growth neither does it increase the GDP of a nation.

4.3 DATA INTERPRETATION

High Adoption Rates: FairMoney has over 5 million users and disburses over 10,000 loans daily, reflecting strong acceptance among Nigerians seeking accessible credit1

HYPERLINK "https://seon.io/resources/case-study/fairmoney/" \t "_blank"5. Its transformation into a digital bank (with a CBN-licensed Microfinance Bank) further boosted adoption by offering savings accounts, bill payments, and debit cards

Loan Accessibility: Collateral-free loans (₦1,500 to ₦500,000) and rapid disbursement (as fast as 8 seconds) cater to Nigeria’s unbanked population. Flexible repayment terms (30–180 days) and a streamlined app interface enhance accessibility, Loan Limits: Users report stagnant or reduced limits despite good repayment histories, creating frustration, Interest Rates: Annual percentage rates (APRs) range from 30% to 260%, with complaints about inconsistent increases.

Speed and Convenience: Users praise instant loan approvals and minimal paperwork

Transparency: FairMoney ranks higher than competitors like Renmoney and Aella Credit due to clearer terms and fewer hidden penalties. Digital Banking Features: Integration of savings, transfers, and debit cards positions it as a modern financial solution. High Interest Rates: Borrowers criticize steep rates, even for repeat customers, with no discounts for early repayment. Customer Service Issues: Poor dispute resolution and unclear communication about loan eligibility. Aggressive Debt Recovery: Allegations of harassment during repayment delays.

SME Perspectives: Small businesses value FairMoney’s user-friendly interface but express concerns about sudden rate hikes and penalties common in other platforms.

Awareness of Services: Most users understand basic features (e.g., instant loans, digital banking) but lack clarity on interest calculations and eligibility criteria. 

Digital Literacy: While smartphone usage enables app adoption, technical issues (e.g., card linking errors) persist, indicating gaps in user familiarity with digital tools

Credit Scoring Practices:FairMoney uses big data analytics to assess creditworthiness, analyzing transaction history, income, and repayment behavior. However, 42% of Nigerians lack traditional credit histories, forcing reliance on alternative data (e.g., mobile money transactions) Limited transparency about how data informs loan decisions fuels skepticism

CHAPTER 5

5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 SUMMARY OF FINDINGS

The policy will affect employment negatively as introduction of customization financial transaction This study investigated the levels of knowledge, perception, and acceptance of online loan services among Nigerians, using FairMoney Nigeria as a case study. The data was collected through a structured questionnaire targeting individuals aged 18 and above across various states in Nigeria. The findings revealed that while a significant number of respondents were aware of FairMoney and had basic knowledge about its services, misconceptions and skepticism regarding data privacy, high interest rates, and unethical loan recovery methods influenced overall perception and acceptance. Majority of users in the 18–35 age bracket demonstrated higher acceptance and willingness to use online loans, driven by ease of access and quick disbursement. However, concerns around hidden charges and customer service were key reasons for distrust. Statistical analysis showed a significant correlation between users’ knowledge of FairMoney and their likelihood to use its services.

5.2 CONCULSION

FairMoney Nigeria has achieved notable acceptance due to its accessibility and digital-first approach, helping to bridge the credit gap for millions. However, user perceptions are mixed: while many value the speed and convenience, concerns about high interest rates, inconsistent loan limits, and customer service persist. Knowledge of loan processes is generally adequate, but transparency and communication need improvement. Continued investment in data analytics, customer support, and ethical lending practices will be crucial for sustaining trust and expanding financial inclusion in Nigeria. The study concludes that although there is a growing awareness and adoption of online loan platforms in Nigeria, actual usage and sustained trust depend heavily on how these platforms are perceived in terms of transparency, security, and fairness. Knowledge plays a critical role in shaping perception; users who are well-informed about the loan terms and company policies are more likely to accept and positively rate such services. FairMoney, like other digital lenders, has made credit more accessible but still faces hurdles related to user trust, data protection, and ethical compliance.
5.3 RECOMMENDATIONS

Improve Transparency in Loan Terms FairMoney and other online lenders should clearly disclose all charges, interest rates, and repayment conditions to avoid customer misunderstandings and build trust.

Strengthen Data Privacy and Ethical Loan Recovery, Regulatory bodies should enforce stricter privacy laws and penalize platforms that engage in public shaming or illegal recovery tactics.

Enhance Financial Literacy Programs Government and fintechs should collaborate on educating users about digital loans, interest rates, credit scoring, and responsible borrowing.

Develop Customer-Centric Platforms, Improving customer service response time, offering flexible repayment plans, and the use of local languages can increase accessibility and satisfaction.

 Strengthen Regulation and Oversight, The Central Bank of Nigeria and other relevant bodies should continue to monitor the fintech space to ensure consumer protection and operational compliance.
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QUESTIONNAIRE

SECTION A
RESEARCH QUESTIONNAIRE

1.
﻿﻿﻿Sex: (a) Male (b) Female

2.
﻿﻿﻿Age: (a) 16 - 20years (b) 21 - 30years (c) 31 - 40years (d) 41 year and above

3.
﻿﻿﻿Marital Status: (a) Single (b) Married (c) Divorced

4.
﻿﻿﻿Qualification: (a) OND (b) HND/ B.SC (c) MSC/ MBA

5.
﻿﻿﻿Official Status: (a) Senior Staff (b) Junior Staff

6.
﻿﻿﻿Department: (a) Operation (b) Marketing (c) Information Technology (d) Human Resources (e) Clearing and Cash Management

SECTION B

	S/N
	QUESTIONS
REMARKS 

	REMARKS

	
	
	YES
	NO

	7.
	Have you heard of Nigeria's Cashless Economy?

	
	

	8.
	Do you know what cashless economy means?


	
	

	9.
	Do you think cashless banking system will befit Nigeria economy?
	
	

	10.
	Does cashless banking system increase employee's productivity ?
	
	

	11.

	Does cashless banking system encourages technological development in                                 Nigeria banks or in any organization?

	
	

	12.


	Do you think cashless banking system will bring about increase in customer's  base?
	
	

	13.
	Does cashless policy enhances profitability?


	
	

	14.
	Will cashless banking increase bank profitability?


	
	

	15.
	Does cashless banking system a risk of diversification?


	
	

	16.
	Do you think cashless policy will help in capital market development?
	
	

	17.

	Do you think the un-function of cashless system may lead to inefficiency and customer dissatisfaction?
	
	

	18.

	Does cashless banking result into more effective internal control in Nigeria banks?

	
	

	19.
	Do you observe improved customer confidence in cashless banking system?

	
	

	20.
	Will cashless banking system improved the economy of Nigeria?
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