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Abstract
This research is a quantitative research by the
sample people who have used the Spay Later loan service

with ages between from 20 years are the sample

used to collect 400 questionnaires by chose to
distribute online questionnaires as a tool for collecting
data. And analyzed by descriptive statistics, inferential
statistics include Confirmatory Factor Analysis (CFA)
and Structural Equation Modeling (SEM). The findings
reveal that the factors of “Perceived Ease of Use”
that affects attitude toward and result “Behavior
Intention”. The result of this research can be used as

a guideline for future developing product credit for

related organizations.
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Root Mean Square Error of < 0.05 0.038 WU
Approximation (RMSEA)
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