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Abstract

The purpose of the study is to evaluate micro, small and medium enterprises’ 
(MSMEs) reaction to the pan-African payment and settlement system (PAPSS). 
The new cross-border e-payment technology is designed to facilitate cross- 
border instant payments, motivate cross-border businesses and promote sub-
Saharan African trades which have been a real problem following the involvement 
of third currency, untimely payment and regulations that impact payments across 
borders. The study is important because of the non-existence of empirical results 
on what motivates MSMEs’ intention to use it and how the experience might im-
pact the intention to use PAPSS. Thus, the study considered the impact of MSMEs’ 
previous experience on e-payment as a moderating influence on intention to use 
PAPSS. An adapted questionnaire that was structured on 7-point Likert scale was 
used in the survey to collect data from MSMEs in Nigeria. Structural equation 
modelling and the Hayes process for moderation were used in the analysis. The 
authors learned that ease of use is the strongest indirect determinant of intention 
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to use PAPSS while perceived compatibility is the strongest direct determinant 
of intention to use PAPSS. Further, the authors discovered the important role of 
the simplicity of the innovation and its compatibility with users’ characteristics in 
promoting intention to use. The level of experience is confirmed to be significant 
in moderating intention to use PAPSS. Therefore, deeper involvement of the 
apex banks and commercial banks in communicating simplicity is paramount to 
achieve significant progress, while the services of tech experts and profession-
als can be utilised to provide periodic information to business owners through 
organised TV and radio programmes. Notably, this is a novel study that focuses 
on new cross-border payments in sub-Saharan Africa.
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Introduction

The era of digital technology is tremendously transforming the global economy. 
This is inclusive of the sub-Saharan African economy where technology has con-
tinued to thrive in changing the dynamics of business operations for micro, small 
and medium enterprises (MSMEs) in product offering, services and payment pro-
cesses. Typically, economies like the Nigerian economy have shown rapid pro-
gress in the adoption of digital innovations like e-payment (Igudia, 2018). These 
are driven by factors such as interoperability, the mobile-first generation that loves 
instant payments, the informal sector demand for transparency, the rising use of 
m-payments and the demand for frictionless payments (Nairametrics, 2023a). 
Despite the progress, African MSMEs are cumbered with several challenges such 
as poor level of information technology (IT) skills (Igudia, 2018), deficient finan-
cial infrastructure, high exclusion rate (Oyelami et al., 2020) and poor IT infra-
structure that mostly appear in form of network instability (Abdulmumin, 2020). 
In the midst of these challenges, Nigerian MSMEs have continued to demand for 
an innovative payment system that will improve the efficiency and performance 
of their businesses (Thisday, 2023).

In Nigeria, the activities of MSMEs constitute 96% of total operating ventures 
in different economic sectors, with 73% of sole proprietorship businesses  
representing the highest in ownership structure (PwC, 2020). MSMEs are about  
41.5 million in Nigeria (Small & Medium Enterprises Development Agency of 
Nigeria and National Bureau of Statistics, 2017). They contribute significantly to 
economic growth and development, employment growth and industrialisation 
(National Bureau of Statistics, 2019). Statistically, they contribute about 77%  
of workforce employment, 50% of gross domestic product and 8% of exports 
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(PwC, 2020). Despite the contributions to the national economy, the export contri-
bution is poor compared with MSMEs’ 49.4% and 68% contribution in India and 
China, respectively (Taiwo-Oguntu, 2022). The factors accounting for this include 
MSMEs’ poor competitiveness, inadequacy of finance, policy and regulatory 
issues that hinder MSMEs’ development, poor linkage to the potentials of regional 
markets and lack of policies that promote MSMEs’ participation in regional 
markets (Okojie, 2022). However, the role of technology in the global economy, 
its application in MSMEs’ operations, IT skill and knowledge needs of owners, 
need for instant payments and the competitiveness of the sector are recognised to 
be critical in improving the contribution of MSMEs in cross-border trades (Taiwo-
Oguntu, 2022).

Remarkably, Nigeria’s MSME industry has the highest number of businesses in 
the sub-Saharan region at 99.8% and is the greatest contributor to employment 
generation at 84% (PwC, 2020). These MSMEs’ survival rate after five years of 
operation is about 20% because of the challenges associated with compliance 
regulations and multiple taxes, insufficiency of cashflows and issues with obtain-
ing finance (Enabling Business Environment Secretariat, 2021). The industry is 
cumbered with delayed payments, cashflows and revenue challenges because of 
associated terms of trade policies (PwC, 2020). Though upskilling, business digi-
talisation and integration of technological advancements are gaps to be covered in 
the industry (PwC, 2020), the industry records an abysmal adoption rate of inno-
vations (Igboeli & Bisallah, 2020). Generally, their performance is impacted by 
rising inflation, high interest and exchange rates, the pressure to reduce the price 
of their products (PwC, 2020), while the existing payment infrastructure badly 
impacts access to forex (Abraham, 2023). Banks are the major institutions 
involved in cross-border payments in the sector with studies indicating that 61% 
of MSMEs prefer banks’ solutions to 19.5% of MSMEs opting for fintech solu-
tions (Abraham, 2023). However, MSMEs feel comfortable with the banks across 
sub-Saharan Africa because of years of business and trust in the system (Abraham, 
2023). Recently, fintech such as NALA, eTranzact and Flutterwave have evolved 
to offer services to MSMEs in Nigeria to accelerate commerce in the region 
(Michael, 2023).

Payments in Africa are majorly through real-time gross settlement systems 
(RTGS) transfers (Interledger Foundation, 2021). Recently, the African Export–
Import Bank (Afreximbank) and African Continental Free Trade Agreement 
(AfCFTA) introduced the pan-African payment and settlement system (PAPSS), 
which is driven towards promoting cross-border payments in the African market 
(KPMG, 2021). African payment systems are highly fragmented (Interledger 
Foundation, 2021). PAPSS serves as a centralised payment settlement system for 
promoting the instant payment of product purchases across national frontiers in 
Africa. It ‘is a central financial market infrastructure that supports payment 
arrangements for the purpose of expanding the international trade of African 
states, and to facilitate central bank’s economic and financial integration’ (Stanbic 
IBTC, n.d., p. 1). The goal is to drastically minimise reliance on third currency in 
payment for goods, positively impact e-commerce in Africa and facilitate instant 
payments and safety of business transactions (Aro, 2022). It has been successfully 
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piloted in Nigeria, Ghana, Guinea, Gambia and Liberia with further planned roll-
outs in 2023 at Zimbabwe, Zambia and Djibouti (Rwandapost, 2023). The goal is 
to boost African trade by executing payments in local currencies since payments 
are the lifeblood of trade (Aelex, 2022). The cutting-edge technology requires a 
participating bank or payment service provider to sign up to the system and 
prefund the settlement account (KMPG, 2021). With this, instant payments occur 
in local currencies once the importer issues payment instructions to the participant 
bank (KMPG, 2021), thereby enabling payments and receipts in local currency 
(Aelex, 2022). The issue with exchange rates is resolved through PAPSS as it is 
available to the participating bank and communicates to the importer. The process 
occurs instantaneously or near instantaneously (KPMG, 2021). The key advantage 
to the entrepreneur and MSMEs is facilitation of intra-African trade and cross-
border payments (Aelex, 2022), minimisation of heavy reliance on third currency, 
provision of low-cost measure and risk-controlled instant payment (Stanbic IBTC, 
n.d.). The major attraction to entrepreneurs and MSMEs is the chance of instanta-
neous payment (Aelex, 2022).

However, the e-payment system in Nigeria is characterised by online transfers, 
automated teller machine (ATM) transactions, mobile money operators (MMOs), 
point of sale (PoS) transactions, unstructured supplementary service data (USSD) 
transfers, mobile app transfers (not mobile money), national electronic fund trans-
fer (NEFT), RTGS transfers and direct debts with online transfers accounting for 
the largest percentage of e-payments (Statista Research Department, 2022). The 
adoption of e-payment was accelerated by the COVID-19 pandemic leading to 
40.9% and 46.5% increases in value and volume of transactions, respectively 
(Nairametrics, 2023b). This is further deepened by the naira scarcity that increased 
the adoption of e-payment channels while becoming a menace to users because of 
the e-payment glitches at the time. However, experience is an important variable 
in adopting innovation. Extant studies indicate that it arises from an impression 
(Carbone & Haeckel, 1994) and influences behaviour (Fishbein & Ajzen, 1975) 
while the level of effort committed to the usage of the system depends on the level 
of experience (Liebana-Cabanillas et al., 2014). Thus, what are the determinants 
of MSME owners’ intention to adopt PAPSS? To what extent does the level of 
experience moderate MSMEs’ intention to adopt PAPSS? The purpose of the 
study is to estimate MSMEs’ reaction to new payment technology for cross-border 
payment and evaluate the impact of their level of experience on adoption.

Literature Review

The significance of accepting new technology has made it an attraction to research-
ers, so studies have continued to evolve with the emergence of technological inno-
vations in the business environment. With the emergence of PAPSS, its successful 
rollouts and involvement of the banks as partners in the operation, the success can 
be predicted given the existing business relationships between MSME owners and 
banks in cross-border transactions. However, banks are not the only parties 
involved in recent times. The advancements in technology have facilitated the 
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involvement of fintech in offering opportunities to MSMEs in cross-border pay-
ments. For instance, fintech such as AZA Finance that operates in Ghana, Nigeria, 
Kenya and several other nations (AZA Finance, n.d.), NALA operates in Tanzania, 
Flutterwave and Lemfi operate in sub-Saharan Africa (Michael, 2023), and while 
there is the existence of collaborated efforts between banks and fintech such as 
Access Bank and eTranzact’s involvement in Nigeria, Ghana and Kenya (Abraham, 
2023); and Access Bank and Thunes partnership that offers cross-border payments 
across 13 markets in Africa (Moses-Ashike, 2023). The goal of these involve-
ments is to promote cross-border business transactions, facilitate payments and 
increase the scale of businesses in the region.

However, attracting new users and maintaining old ones are of interest in 
marketing. With respect to innovation, several models and theories have been 
used in the literature to study consumer behaviour. Some of them include the 
technology acceptance model (TAM) (Davis, 1989), diffusion of innovation 
(DOI) (Rogers, 2003) and theory of reasoned action (Fishbein & Ajzen, 1975). 
The present study is focused on a model of behaviour that deals with the accept-
ance of innovation. This includes TAM and DOI. First, the usefulness of TAM 
in e-payment studies is supported by the robustness of the model, its applicabil-
ity in different types of technological innovation, reaffirmation of the validity of 
the theory through studies and its specific ability to deal with factors that influ-
ence the adoption of information system (Jeong & Yoon, 2013). The limitation 
of TAM such as the omission of vital variables (Jeong & Yoon, 2013) has 
resulted in the combination of the factors with other model’s factors (Hidayat-
ur-Rehman et al., 2022; Liebana-Cabanillas et al., 2014; Oloveze, et al., 2022a). 
For instance, Coskun et al. (2022) explored factors influencing the adoption of 
online payment systems by using TAM and DOI theories to confirm relative 
advantage as the most important predictor of intention to adopt an online system. 
In another study involving mobile payments, Ali et al. (2022) integrated the 
frameworks of TAM, DOI and unified theory of acceptance and use of technol-
ogy to predict usage behaviour; relative advantage was confirmed as the most 
significant direct factor influencing intention to use. Schierz et al. (2010) identi-
fied compatibility, mobility and subjective norm as the determinants of adopting 
m-payment services. Liebana-Cabanillas et al. (2014) developed a model that 
included external influences, trust and risk to original TAM with age as a mod-
erating variable. The result supports the extension of TAM to study innovations. 
Oloveze et al. (2022a) extended the TAM construct with trust, customisation, 
risk and subjective norm to study cardless cash and consumer psychology in 
Nigeria and discovered that customisation is the most vital significant determi-
nant of intention to use. Sheng et al. (2011) demonstrated that perceived useful-
ness, ease of use, compatibility and perceived risk are significant determinants 
that influence the acceptance of mobile banking. Finally, Yang et al. (2012)  
considered the effects of behavioural beliefs, social influence and personal traits 
to confirm perceived risk, compatibility, personal innovativeness in IT, subjec-
tive norm, relative advantage and perceived fee as significant determinants  
of m-payment service adoption across time. In this regard, the present study 
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considered the adoption of PAPSS by MSMEs through factors of TAM and DOI 
models by including experience as a moderating variable on intention to use 
PAPSS.

Hypotheses Development

Ease of Use

Ease of use (EoU) is the perception that users have about an innovation specifi-
cally in being less complicated to use or simple in application. It is a key variable 
of Davis’ (1989) TAM. It is argued to influence perceived usefulness (Hossain  
et al., 2017) but not supported as a direct influence on behavioural intention 
(Davis, 1989). Thus, TAM suggests a simultaneous influence on intention particu-
larly from self-efficacy and instrumentality. It has been variedly applied in the 
study of innovations such as online shopping (Oloveze et al., 2022b) and location-
based studies (Hossain et al., 2017). With respect to PAPSS, it is believed that as 
a novel payment system, it should be simple in application and implementation, 
thereby making it a better option than the existing payment system. Thereto, the 
authors consider a nexus between EoU and relative advantage when the imple-
mentation by users is perceived to be simpler than the existing option. Thus, we 
hypothesise:

H1:  EoU is positively related to perceived usefulness towards adopting PAPSS.
H2:  EoU is positively related to the relative advantage towards adopting 

PAPSS.

Perceived Trust

Perceived trust is a perception of being trustworthy, maintenance of promised 
security and a psychological state of entrusting reliance and confidence in expected 
payment outcomes. It is often associated with the confidentiality of data and level 
of integrity in service usage (Kalinic et al., 2019). It is vital in the acceptance of 
innovations (She et al., 2017) given its significant role in the pre-adoption and 
post-adoption of innovations (Talwar et al., 2020). Studies suggest that it can posi-
tively improve perceived usefulness (Liebana-Cabanillas & Alonso-Dos-Santos, 
2017) and intention (Ali et al., 2022). It can improve users’ recognition of the 
superior benefit of an innovation over an existing one especially where users per-
ceive it to be more reliable, safe, trustworthy and promising than existing options. 
Thus, we hypothesise:

H3:  Perceived trust is positively related to perceived usefulness towards 
adopting PAPSS.

H4:  Perceived trust is positively related to relative advantage towards adopting 
PAPSS.
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Ease of Access 

The concept of accessibility is gradually integrated into the e-payment system to 
gain a deeper insight on issues of accessibility by potential innovation users.  
It is a multidimensional construct that consists of computer, and information 
accessibility, reliability, ease of learning (Rice & Shook, 1988) and system usabil-
ity (Karahanna & Straub, 1999). In this study, the focus is on system usability, 
accessibility to information and reliability of the novel payment system. Extant 
studies suggest a relationship between ease of access and system usability,  
thereby enhancing adoption (Poon, 2008). Accessibility is claimed to influence 
users’ perceived usefulness of a system (Fonchamnyo, 2013) such that it improves 
the potential of future usage (Liebana-Cabanillas et al., 2013). Where accessibility 
to use PAPSS is perceived to be simple to make and receive payments instantly 
than existing option, users will most likely have positive reactions to its  
use. Therefore, we hypothesise:

H5:  EoA is positively related to perceived usefulness towards adopting  
PAPSS.

H6:  EoA is positively related to the relative advantage towards adopting 
PAPSS.

Perceived Compatibility

The concept of compatibility is one of the technological characteristics that influ-
ence adoption. It deals with the extent of consistency in values, beliefs and previ-
ous experiences associated with the potential user (Rogers, 2003). Intention to 
adopt innovation is enhanced where there is compatibility between the potential 
users’ needs and the technology offerings (Hidayat-ur-Rehman et al., 2022). 
Studies suggest its influence on perceived usefulness (Ramos-de-Luna et al., 
2017) and intention to use (Schierz et al., 2010) especially when there is coher-
ence between the potential adopters’ values, lifestyle and innovation characteris-
tics. Further, the offer of a superior experience is associated with compatibility 
where users’ values and lifestyles are consistent with the choice of better ways  
of doing things. Thus, where users perceive that the innovation will offer a  
better experience, it will improve the chance of adoption. Therefore, we 
hypothesise:

H7:  Perceived compatibility is positively related to perceived usefulness 
towards adopting PAPSS.

H8:  Perceived compatibility is positively related to the relative advantage 
towards adopting PAPSS.

H9:  Perceived compatibility is positively related to the intention to adopt 
PAPSS.
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Perceived Usefulness

Perceived usefulness is one of the vital variables of TAM. It is the degree to which 
an innovation is able to improve users’ performance (Davis, 1989). The innova-
tion must offer utility to potential users to have any chance of adoption (Oloveze 
et al., 2021). Studies suggest that it impacts intention to use (Ali et al., 2022). In 
this study, the key usefulness is the intended promotion of cross-border trade and 
instant payment in local currency, and minimisation of excessive dependence on 
third currency. Therefore, we hypothesise:

H10:  Perceived usefulness is positively related to intention to adopt PAPSS

Relative Advantage

In e-payment, every new technology is considered to have an edge over older ones 
given that it is a requirement for the sustenance and survival of new technology 
(Utomo et al., 2022). Relative advantage is a concept that considers an innovation 
to be better in benefit offering, performance and utility than existing ones (Khanra 
et al., 2021). In the e-payment system, it consists of better benefits of time utility, 
transparency of transaction, security and superior satisfaction (Moncada et al., 
2022). Studies confirm its effect on intention to use (Ali et al., 2022; Hidayat- 
ur-Rehman et al., 2022). Therefore, we hypothesise:

H11:  Relative advantage is positively related to intention to adopt PAPSS.

Experience

Experience is a concept that has gained the attention of professionals given its appli-
cability in various fields. However, Bilgihan et al. (2016) argue that information on 
experience is fragmented. Experience is the impression carried by the user after 
being in contact with a product or service, and this forms or consolidates perception 
(Carbone & Haeckel, 1994). It influences current behaviour where the previous 
experience is positive about an item (Fishbein & Ajzen, 1975) so that higher use 
experience with previous innovations positively influences the adoption of similar 
innovations. This is often influenced by higher benefits and less invested efforts 
such that potential users with a low level of experience are motivated by intrinsic 
and extrinsic benefits to the extent that they invest more time (Liebana-Cabanillas  
et al., 2014). Extant literature indicates the existence of contrasting results. Hernández 
et al. (2009) and Liebana-Cabanillas et al. (2014) argue that users with a low level 
of experience consider usefulness more in their intention to adopt a system. 
Experience has the tendency to produce deep impacts on consumer/user memory 
especially when it is associated with the benefits and features of an item (Chase & 
Dasu, 2014). In this context, it includes a blend of knowledge and occurrences that 
can collectively shape user attitude and behaviour. Users with experience of similar 
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innovation or common IT skills will appreciate the usefulness, thereby improving 
the user’s perception of usefulness and usage. Extant literature suggests that users 
with IT experience and previous experience of related innovation are more likely 
motivated by the usefulness in improving efficiency and performance (Dholakia & 
Uusitalo, 2022), which in turn has improved positive influence on users’ intention 
(Liebana-Cabanillas et al., 2014; Niemelä-Nyrhinen, 2009). Similarly, users with an 
increased experience of related innovation are more likely to understand and appre-
ciate the better utility, performance and benefit of an innovation compared with 
existing options. The relative advantage is anchored on a previous experience of 
users in being able to discover the difference between existing options against 
PAPSS innovation. Increased user experience of the operation of IT or similar inno-
vation tends to create a pathway for users’ mental assessment of the available options 
to the users. Thus, with regard to the moderating effect of experience, the users with 
a low level of experience in IT or similar innovation will require a higher perception 
of usefulness compared with the users that are more experienced. Though some 
studies revealed no moderating effect of experience on the relationship between 
perceived usefulness and intention (Castaneda et al., 2007; Gefen et al., 2003), 
others suggest a significant moderating effect (Liebana-Cabanillas et al., 2014). 
Similarly, with relative advantage, the ability of the users to understand and perceive 
the difference between the utility of two different innovations is anchored on the 
level of the users’ experience. This will suggest that usefulness and relative advan-
tage are more important to users who are inexperienced. This is because studies 
suggest that the impact of experience in moderating the effect of usefulness and rela-
tive advantage on intention tends to reduce with time because of the knowledge that 
the user was able to acquire through experience (Taylor & Todd, 1995; Venkatesh et 
al., 2003). Therefore, any innovation such as PAPSS can be evaluated using previ-
ous experience. This will lead to different levels of user perception of usefulness and 
relative advantage towards intention to use. In this study, perceived usefulness is 
posited to be moderated by experience so that the effect of perceived usefulness on 
intention to use PAPSS is higher among MSMEs with a low level of e-payment 
experience. The impact of relative advantage on intention to use is posited to be 
higher among low-level experienced users of e-payment, considering that the insuf-
ficient experience will make them pay more attention to the better and improved 
benefits as motivation for adoption. Therefore, we hypothesise:

H12: � The effect of perceived usefulness on intention to use PAPSS is signifi-
cantly higher among MSMEs with low e-payment experience.

H13: � The effect of relative advantage on intention to use PAPSS is significantly 
higher among MSMEs with low e-payment experience.

Research Methodology

Measurement Development

The questionnaire items were adapted from the literature. Figure 1 shows  
the conceptual model of the study and the different paths in the model.  
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Perceived usefulness, EoU and compatibility were adapted from Schierz et al. 
(2010). Each variable was measured with four items. Intention to use was adapted 
from Davis (1989) and measured with three items. Ease of access was adapted 
from Liebana-Cabanillas et al. (2013) and measured with four items. Perceived 
trust was adapted from Liebana-Cabanillas et al. (2014) and measured with three 
items. Relative advantage was adapted from Moore and Benbasat (1991) and 
measured with three items. The questionnaire was designed on 7-point Likert 
scale. Preliminary checks were done for reliability and suitability of the scale 
using experts in the field.

Data Collection

Data were collected through self-administration and online methods using a ques-
tionnaire designed on Google Form. The link was shared to first contacts while 
snowball sampling was also adopted to share the link to other appropriate respond-
ents. The MSME owners were selected from a cluster of MSMEs who accept the 
e-payment channel in their business. A total of 314 samples were drawn. Twenty-
nine (9.2%) copies were screened out for not having used the e-payment channel 
in their business, thus making the valid forms used to be 285 (90.8%).

Results

The results from the respondents revealed that out of the 285 valid forms, 76% of 
male owners of MSME were represented in the study while 24% of female 
respondents participated in the survey. This confirms the male dominance of 
MSMEs in Nigeria, which is consistent with earlier studies (CSEA, 2023). The 

Figure 1.  Conceptual Model.
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age of the respondents revealed that 54% of respondents were below 35 years, 
while 46% of respondents were above 35 years. With experience, 62.5% had high 
experience of the usage of e-payment channels while 37.5% had low experience. 
Studies confirmed that experience can significantly influence the success of entre-
preneurial ventures (Genty et al., 2015). This is consistent with the adoption of 
practices and payment methods that MSME owners perceive can improve 
performance.

Confirmatory Factor Analysis: Reliability and Validity

STATA and SPSS 21 were used in the analysis. Common method bias (CMB) was 
conducted through Herman’s single-factor test by adjusting all items to a single 
factor using an unrotated option. The result of 50% indicates that CMB is not a 
problem. Confirmatory factor analysis was executed for reliability and validity 
using varimax rotation with Kaiser normalisation. The Kaiser–Meyer–Olkin is 
0.928, thereby confirming sampling adequacy. Bartlett’s test of sphericity value of 
6560.781 at p = 0.000 confirms the rejection of the null hypothesis of no differ-
ence in the variance of the responses. It validates data suitability for factor analy-
sis. Reliability was executed through Cronbach’s alpha, composite reliability  
and average variance extracted using thresholds of 0.6, 0.7 and 0.5, respectively 

Table 1.  Measurement Model Evaluation.

Variable Item
Factor 
Loads

Cronbach 
Alpha

Composite 
reliability

Average 
variance 

extracted R2

Ease of use PEoU2
PEoU3

0.817
0.747

0.87 0.81 0.59 –

PEoU4 0.729
Perceived 
usefulness

PU1
PU2

0.742
0.774

0.95 0.85 0.58 0.80

PU3
PU4

0.770
0.759

Perceived  
trust

PT1
PT2

0.721
0.727

0.94 0.76 0.52 –

PT3 0.712
Relative 
advantage

RA1
RA2

0.669
0.711

0.85 0.65 0.50 0.82

Perceived 
compatibility

PC1
PC2
PC3

0.827
0.781
0.729

0.91 0.82 0.61 –

Ease of access

Intention to  
use PAPSS

EoA1
EoA2
EoA3
INT1
INT2
INT3

0.808
0.881
0.896
0.756
0.808
0.794

0.84

0.93

0.90

0.83

0.74

0.62

–

0.74
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(Hair et al., 2006). The result in Table 1 shows that the thresholds were met, 
thereby confirming the reliability of the instrument. Validity was executed using 
convergent validity through the factor loadings of the indicators. All the loadings 
were above 0.6 (Bagozzi & Yi, 1988), thereby confirming the validity of the 
instrument. However, ease of use, perceived compatibility, ease of access and 
relative advantage were not added to the analysis because the loadings were less 
than 0.6. Therefore, relative advantage was measured with 2 items. This is 
accepted in situations where the two retained items have high correlation (that is  
r > 0.70) and fair uncorrelation with other variables (Worthington & Whittaker, 
2006; Yong & Pearce, 2013). In this case, the r value of RA1 and RA2 is 0.768.

Testing of Hypotheses

Structural equation modelling (SEM) through maximum likelihood and the Hayes 
process model for moderation were used in the analysis. First, the fit of the struc-
tural model was confirmed through the goodness-of-fit indicators following the 
recommendations in the literature. The values for all the indicators exceed the 
recommended thresholds in literature except the chi-square value as shown in 
Table 2. Chi-square is influenced by large samples as obtained in the present 
study. The R2 value (0.926) of the model further confirms the fit of the structural 
model. R2 is a reliable indicator of variance explained in the model which should 
be closer to 1 (Falk & Miller, 1992).

Second, the paths were examined through standardised estimates, statistical sig-
nificance and critical ratio of the paths as shown in Table 3 and Figure 2. Ten of the 
11 assessed paths were significant. The findings revealed that EoU is positive and 
significantly related to perceived usefulness and relative advantage. Therefore, the 
result supports H1 (β = 0.62, p ≤ 0.001) and H2 (β = 0.26, p ≤ 0.001). Further, H3  
(β = 0.21, p ≤ 0.001) and H4 (β = 0.19, p ≤ 0.001) were confirmed, thus proving  
the significant effect of perceived trust on perceived usefulness and relative  

Table 2.  Model Fit Indices.

Fit Indices
Recommended 

Value
Value in the  

Model Reference

|2/df <5 22.599 Bentler and Paul (1996)
RMSEA <0.08 0.080 Hu and Bentler (1999)
CFI >0.90 0.986 Bentler and Paul (1996)
TLI >0.90 0.947 Schumaker and Lomax (2016)
SRMR <0.08 0.013 Pituch and Stevens (2016)
R2(PU) 0.797
R2(RA) 0.820
R2(INT) 0.714
Overall R2 0.926

Note: RMSEA = root mean squared error of approximation; CFI = comparative fit index;  
TLI = Tucker–Lewis index; SRMR = standardised root mean squared residual; RA = relative advan-
tage; INT = intention to use.
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Table 3.  Hypothesised Relationships.

Hypotheses Std. b SE Z P Decision

  H
1
: � Ease of use → Perceived 

usefulness
0.62 0.04 16.21 0.000 Yes

  H
2
: � Ease of use → Relative 

advantage
0.26 0.04 6.73 0.000 Yes

  H
3
: � Perceived trust → Perceived 

usefulness
0.21 0.04 4.83 0.000 Yes

  H
4
: � Perceived trust → Relative 

advantage
0.19 0.04 4.80 0.000 Yes

  H
5
: � Ease of access → Perceived 

usefulness
0.05 0.03 1.64 0.101 No

  H
6
: � Ease of access → Relative 

advantage
0.09 0.03 3.28 0.001 Yes

  H
7
: � Perceived compatibility → 

Perceived usefulness
0.12 0.04 2.86 0.004 Yes

  H
8
: � Perceived compatibility → 

Relative advantage
0.51 0.04 13.24 0.000 Yes

  H
9
: � Perceived compatibility → 

Intention to use PAPSS
0.50 0.06 8.28 0.000 Yes

H
10

: � Perceived usefulness → 
Intention to use PAPSS

0.36 0.05 7.01 0.000 Yes

H
11

: � Relative advantage → Intention 
to use PAPSS

0.25 0.07 2.70 0.087 Yes

Moderating Effect High Experience Low Experience

Hypotheses Coeff SE t p Coeff SE t p F

H
12

: � RA→ Intention 
to use PAPSS

0.60 0.04 13.47 0.000 0.82 0.05 15.26 0.000 9.93**

H
13

: � PU→ Intention 
to use PAPSS

0.70 0.04 16.60 0.000 0.85 0.05 17.36 0.000 5.69*

Notes: **p-value < 0.001; *p-value <0.05.

advantage, respectively. H5 was rejected, thereby revealing that ease of access does 
not influence perceived usefulness. However, H6 (β = 0.09, p ≤ 0.001) is supported, 
thereby confirming the significant effect of ease of access on relative advantage. H7, 
H8 and H9 were from perceived compatibility. The findings reveal that perceived 
compatibility significantly influences perceived usefulness, relative advantage and 
intention to use PAPSS. Therefore, the results confirm and support H7 (β = 0.12,  
p ≤ 0.05), H8 (β = 0.51, p ≤ 0.001) and H9 (β = 0.50, p ≤ 0.001), respectively. Also, 
the results show that perceived usefulness and relative advantage have positive and 
significant influence on the intention to use PAPSS. The results support and confirm 
H10 (β = 0.36, p ≤ 0.001) and H11 (β = 0.25, p ≤ 0.1).

The moderating effect of experience is illustrated in Table 3 and Figure 2. The 
Hayes process was adopted in assessing the moderating effect of experience  
on intention to use PAPSS. The continuous items were mean centred. The 5000 
bootstrapping method was used with the  95% confidence level for confidence 
intervals and the bias-corrected bootstrap CI method. The result confirms that 
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Figure 2.  Result of Conceptual Model.

experience significantly moderates the effect of perceived usefulness and relative 
advantage on intention to use PAPSS between the two groups. This is supported 
by the p values of the estimates H12 (β = 0.82, p ≤ 0.001) for low experience and 
(β = 0.60, p ≤ 0.001) for high experience with a significance difference (f-value = 
9.93, p ≤ 0.001). With perceived usefulness, the hypothesis is confirmed H13 (β = 
0.85, p ≤ 0.001) for low experience and (β = 0.70, p ≤ 0.001) for high experience 
with a significance difference (f-value = 5.69, p ≤ 0.05).

Discussion, Implications, Conclusion and Limitation

Discussion of Results

The purpose of the study is the reaction of MSMEs to the cross-border novel 
payment system and the impact of their level of experience on intention to adopt the 
innovation. The structural model was validated, thus proving the three-layer model 
to be a good fit in the estimation. Notably, the model was anchored on the innovation 
characteristics of PAPSS through relative advantage and the personal characteristics 
of MSMEs’ potential users through perceived usefulness. The model proved that  
the indirect effect in the first layer (EoU, perceived trust, ease of access and per-
ceived compatibility) influences the variables in the second layer (perceived useful-
ness and relative advantage), whereas the second layer estimates confirm the direct 
effect on intention to use PAPSS. Perceived compatibility is estimated indirectly and 
directly because of the significance of the alignment of values and believes with 
characteristics of innovation. This is confirmed in the study. Further, the relationship 
between the second layer and intention to use PAPSS was tested and confirmed. 
Thus, with the support of the paths, the results are discussed.
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First, EoU is the most significant determinant of perceived usefulness among 
the variables. Previous studies indicate the importance of simplicity of innovation 
and effortlessness in usage as a condition for the success of adoption. It aligns 
with previous studies on technological payment innovation (Liebana-Cabanillas 
et al., 2014; Oloveze et al., 2022b; Ramos-de-Luna et al., 2017) and confirms its 
important role in the adoption of payment innovation in developing nations. Thus, 
EoU is the strongest indirect factor for PAPSS greater penetration in Nigeria and 
sub-Saharan nations where PAPSS has been piloted. Further, the relationship 
between EoU and relative advantage proves that the adoption of PAPSS is 
facilitated when its application and usage are easier and better than the previous 
existing payment option. Therefore, projecting the EoU is fundamental. This 
demands the use of strategic marketing communications by the right sources such 
as the participating bank, apex bank and service providers to disseminate the 
relative advantage of PAPSS on effortlessness is usage.

Second, perceived trust is positive and significantly related to perceived 
usefulness as the second most important factor. This is similar to earlier studies 
on payment innovation (Liebana-Cabanillas & Alonso-Dos-Santos, 2017). The 
result reveals the significant role of trust in pre-adoption, thereby deepening the 
emphasis on users’ trust in a reliable payment system that delivers on promises. 
Regardless of the promises of the technology, consistency in reliability, 
trustworthiness and offer of better performance than previous innovation is 
critical in motivating MSME users to adopt PAPSS. Further, trust is associated 
with a relative advantage, though the relationship is weak. However, it indicates 
the importance of deepening trust issues around the new payment system and 
projecting the superior security it has over existing options. Customers and 
users of the payment system tend to patronise a payment system that offers 
better security and superior benefits. Designing strategies to promote the benefit 
is necessary for improved adoption.

Third, perceived compatibility is theorised as a direct and indirect determinant 
of intention to use PAPSS. The positive results are confirmed in the literature 
(Ramos-de-Luna et al., 2017; Schierz et al., 2010). The implication is that the 
coherence of the characteristics of PAPSS with the MSME users’ values and 
lifestyles is vital in adopting PAPSS. Thus, the innovation characteristics should 
be tailored to the lifestyle of users and their values while aligning it with their past 
experiences on e-payment. Though the relationship is weak on perceived 
usefulness, the effect on relative advantage and intention to use PAPSS is the 
highest, thereby revealing compatibility as the most significant direct predictor of 
relative advantage and intention to use.

Fourth, ease of access is proven to be associated with relative advantage, 
though the effect level is weak. The positive result aligns with earlier results 
(Fonchamnyo, 2013). Thus, the adoption of PAPSS is dependent on better 
usability, better access to information and more reliability of the system. With this 
potential, future usage is improved where MSMEs perceive better benefit of 
accessibility in making and receiving instant payment for e-commerce transactions 
than existing payment options. This implies that there is a need to design friendly 
policies that encourage MSME users’ adoption of PAPSS. Communicating the 
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benefit to MSMEs is essential to enable them to gain better information on the 
new payment technology.

Fifth, perceived usefulness significantly predicts intention to use PAPSS. The 
positive result is consistent with TAM and earlier studies (Ali et al., 2022; Davis 
1989; Oloveze et al., 2022b). MSME users place value on PAPSS from its ease of 
handling payments and promotion of instant payments in local currency. Further, 
the result contributes to the existing body of knowledge by validating the path 
between usefulness and intention to use new payment technology.

Sixth, the moderating effect of experience between relative advantage and 
intention to use PAPSS is higher among users with low experience than those with 
high experience. The result indicates the important role of knowledge, and IT skill 
and innovativeness in adoption. Where MSME users have a low level of 
experience, the tendency to pay more attention to better benefits of the innovation 
over the existing payment system is justified.

Seventh, experience moderates the influence of perceived usefulness on 
intention to use PAPSS. The influence is higher among users with low experience 
with the e-payment system, thereby proving consistency with earlier studies 
(Hernández et al., 2009; Liebana-Cabanillas et al., 2014). Those with a low 
e-payment system experience are motivated by intrinsic and extrinsic benefits as 
well as the usefulness of the innovation than ones with high experience in the 
e-payment system. Notably, users with low experience will commit more effort 
and seek more information to understand the usefulness than ones with high 
experience.

Implications and Contributions

The implications of the findings border on the theoretical contribution and mana-
gerial implication. This is a novel study following the novelty of the innovation, 
its localisation and drive to contribute to improved commerce within sub-Saharan 
Africa. It involved a three-layer model to identify the direct and indirect effects of 
the variables that influence MSMEs’ intention to use PAPSS. Theoretically, the 
result confirms that perceived compatibility has the strongest direct impact on the 
intention to use PAPSS. Perceived usefulness and relative advantage also had a 
direct effect on intention to use PAPSS. The model also confirmed the indirect 
influences on the intention to use PAPSS. This includes EoU influence on per-
ceived usefulness and relative advantage; perceived trust influence on perceived 
usefulness and relative advantage; ease of access path to relative advantage; and 
perceived compatibility path to perceived usefulness and relative advantage.

From the managerial perspective, the focus should be on aligning the operation 
and use to the users’ previous experience, values, needs and beliefs of technology 
being able to impact business. In this regard, the involvement of the apex banks 
and commercial banks is paramount in creating and deepening communication on 
its values and contribution to business operations. The promotional communica-
tions should emphasise the difference and how it is better than earlier options. 
Second, the low values of perceived usefulness and relative advantage suggest the 
need to provide more information on its usefulness to the businesses and on how 
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the innovation is superior in performance compared with the earlier options in 
existence. Further, since experience is established to have a moderating influence 
in the study, the services of tech experts and professionals can be utilised to 
provide information to business owners through either organised TV programmes, 
commercials or sponsored awareness programmes. Notably, the adoption of this 
innovation reveals that where it is connected to the users’ beliefs, values and pre-
vious experience, the volume of trade will increase, and more MSMEs will use it 
while its potential will gain further attraction in other regions.

Conclusion

The study considered the moderating effect of experience on intention to use 
PAPSS. A three-layer model was used to identify the significant factors and the 
moderating effect of experience on the relationships. The model was tested using 
SEM analysis and the Hayes process. The model evaluation proved that the model 
was appropriate and a good fit. The results of the analysis provided an understand-
ing that the variables have linear relationships towards MSMEs’ intention to use 
PAPSS. The major variable with the strongest direct significant effect is perceived 
compatibility while EoU has the strongest significant indirect effect. The result 
from experience further proved that experience has a significant role in intention 
to use PAPSS. MSMEs with low experience have a higher perception of useful-
ness and relative advantage to the intention to use PAPSS than ones with high 
experience. However, the study had a number of limitations.

Limitation and Suggestion for Further Studies

One of the few limitations is the localisation of the study to Nigeria. Nigeria is one 
of the five African states where the innovation has been rolled out. Therefore, in 
line with future studies, the direction can be on the integration of the operation of 
PAPSS among MSMEs in different geographical locations. Another limitation is 
that the study adopted a cross-sectional survey, thereby limiting the evolvement of 
users’ behaviour to the innovation that occurs with time. This calls for a longitu-
dinal survey to provide deeper insight into the predictors of MSME users’ inten-
tion to adopt PAPSS. This will deepen the robustness associated with the path 
relationships. The use of a non-probabilistic sampling technique is another key 
limitation given that samples were not randomly selected. Thus, future studies can 
adopt a probabilistic sampling approach given that it can impact external validity. 
Further, future studies should consider the inclusion of more variables and esti-
mate how firm readiness and innovativeness of owners can mediate the predictors 
of PAPSS usage.
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