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Abstract 
The proliferation of fintech applications in 

emerging markets necessitates a robust 

understanding of mobile usability factors 

driving consumer retention. This study 

quantitatively examines the relationship 

between user experience (UX)/user 

interface (UI) attributes and retention 

intentions within Nigeria's fintech sector. 

Employing a cross-sectional design, 

structured online survey data were 

collected from N = 248 active users of 

prominent fintech applications (e.g., Opay, 

PalmPay). Multiple linear regression 

analysis was conducted to assess the 

predictive power of key usability 

constructs—Navigation Ease, Visual 

Appeal, Performance Speed, and 

Functionality—on consumer retention. 

Results revealed that Navigation Ease (β = 

0.34, p < .001) and Performance Speed (β 

= 0.29, p = .002) were significant positive 

predictors of retention, explaining a 

substantial proportion of variance (R² = 

0.63). Visual Appeal exhibited a modest 

yet significant influence (β = 0.18, p = 

.041), while Functionality did not reach 

statistical significance (β = 0.07, p = .110). 

The study concludes that in emerging 

markets like Nigeria, intuitive navigation 

and high performance speed are paramount 

usability factors for fostering fintech 

consumer retention. Fintech providers 

should prioritise these elements in UX/UI 

development over comprehensive 

functionality, particularly where 

infrastructural constraints exist. Strategic 

investment in locally relevant, high-

performance design is therefore essential  

 

 

for sustainable growth in competitive 

fintech ecosystems. 
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Introduction 

Digital transformation has emerged as a 

defining trend within the financial services 

industry, reshaping how financial products 

are delivered and accessed. The 

proliferation of mobile technologies has 

driven significant changes in consumer 

interactions with financial institutions, 

enabling unprecedented levels of 

convenience and accessibility (Mustapha 

et al., 2023). This evolution has given rise 

to fintech solutions that continue to disrupt 

traditional financial service models, 

prompting stakeholders to align their 

strategies with emerging consumer 

expectations and rapidly advancing 

technologies. Among the most critical 

components of this transformation are user 

interface (UI) and user experience (UX), 

which play a pivotal role in shaping 

customer satisfaction and retention. A 

seamless, intuitive, and engaging digital 

experience contributes substantially to 

fostering long-term engagement and 

reducing user churn in an increasingly 

competitive fintech environment (Nangin, 

Barus and Wahyoedi, 2020). Despite the 

widespread adoption of fintech 

applications, many users report 
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dissatisfaction resulting from usability 

challenges, which, in turn, contribute to 

the abandonment of these digital platforms 

(Umar, Abbas and Sheharyar, 2023). 

This issue is particularly acute in emerging 

markets, where infrastructure limitations 

and gaps in digital literacy exacerbate 

usability concerns. Although perceived 

trust has been identified as a key 

determinant of fintech adoption (Dawood, 

Liew and Lau, 2022), the intricacies of 

user experience—especially in terms of 

functionality and accessibility—remain 

underexplored in current literature. This 

oversight presents a notable challenge, as 

fintech providers that fail to address UX-

related barriers may inadvertently drive 

user attrition rather than encourage 

sustained engagement. 

In analysing competitive dynamics, 

differentiation through enhanced digital 

experiences has become essential. Zhang 

and Fan (2024) argue that consumer 

decision-making in fintech is heavily 

influenced by financial literacy, suggesting 

that fintech platforms integrating 

educational tools may alleviate usability 

issues and promote retention. This 

perspective is particularly relevant in 

underserved regions, where consumer 

confidence in managing digital financial 

tools is often low. 

Moreover, perceived ease of use has been 

identified as a significant predictor of 

continued app usage. Qi et al. (2024) 

highlight that users‘ sense of security and 

comfort in navigating fintech platforms 

correlates with their frequency of use, 

reaffirming the necessity of strong UI/UX 

design. Despite technological innovations 

and widespread mobile access, poor user 

experiences continue to drive 

disengagement, raising concerns for long-

term customer retention. 

As fintech ecosystems expand, 

competition intensifies—not only among 

digital start-ups but also between these 

firms and traditional banks adapting to the 

digital era. Khan, Khan and Nazir (2022) 

note that innovation in fintech can 

significantly improve customer 

satisfaction; however, failure to provide a 

compelling digital experience can lead to 

user dissatisfaction and eventual churn. 

Hence, prioritising intuitive design and 

responsive support systems is essential to 

enhance usability and establish a 

consistent user journey. 

Utami and Ekaputra (2021) emphasise that 

collaboration among fintech stakeholders 

in fragmented markets is vital for creating 

integrated digital ecosystems that serve 

diverse consumer needs. Differentiation 

through tailored services that reflect the 

unique expectations of users can further 

enhance retention outcomes. The evolution 

of the competitive landscape also 

necessitates strategic repositioning by 

traditional financial institutions. As 

highlighted by Mogaji (2023), banks must 

categorise themselves based on their 

digital transformation strategies and adopt 

adaptive approaches to remain relevant. 

The use of advanced analytics and 

personalisation strategies has been shown 

to increase customer satisfaction, 

particularly when these tools are employed 

to refine digital service delivery and 

marketing communications (Dwivedi, 

Alabdooli and Dwivedi, 2021). In markets 

with low fintech maturity, establishing 

trust becomes even more crucial. Research 

indicates that transparency, data security, 

and responsive customer support are 

central to building user trust and 

encouraging continued use of digital 

platforms (Agarwal, 2023). 

Given the context of emerging economies, 

it is imperative that fintech providers 

account for the socio-economic and 

technological factors influencing user 

behaviour. Localising UX design and 

ensuring digital inclusion through 

accessible interfaces and customer 

education are strategies that can 

significantly impact user retention 

(Lucero‐Prisno et al., 2022). To this end, 

there is a clear need for ongoing empirical 

inquiry into how usability impacts 
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customer loyalty across various cultural 

and regional contexts. 

Hence, the digitalisation of financial 

services has transformed the user-

institution relationship, with mobile 

fintech applications playing a central role. 

In an intensely competitive environment, 

understanding and addressing usability 

issues is essential for minimising user 

dissatisfaction and maximising loyalty. 

Strategic investments in UI/UX, tailored to 

the realities of diverse markets, will be 

crucial for fintech providers aiming to 

drive sustainable growth and customer 

retention 

 

1.3 Research Objectives 

 To examine the influence of mobile 

usability factors on user satisfaction and 

retention in fintech apps. 

 

1.4 Research Questions 

 What is the relationship between app 

usability (navigation, design, speed) 

and customer satisfaction? 

 To what extent does usability influence 

continued usage intention? 

 

1.5 Hypotheses 

 H₁: Navigation ease positively predicts 

user retention. 

 H₂:Performance speed significantly 

influences customer satisfaction. 

 H₃: Visual design positively predicts 

intention to continue using the app. 

 

Literature Review 
In the ever-evolving realm of financial 

technology (fintech), the design and 

implementation of user experience (UX) 

and user interface (UI) are pivotal in 

influencing user satisfaction, engagement, 

and retention in mobile banking platforms. 

As the competitive fintech landscape 

intensifies, these design elements have 

transitioned from being peripheral 

considerations to strategic imperatives. 

Damrongsak (2024) underscores that 

effective UX strategies are instrumental in 

enhancing user engagement and retention. 

According to his findings, a direct 

correlation exists between improved 

usability metrics and increased retention 

levels, indicating that user-centred design 

principles are integral to fostering long-

term customer relationships. Supporting 

this, Akhtar et al. (2024) provide empirical 

evidence highlighting the critical role of 

seamless, intuitive interfaces in reducing 

transactional friction, thereby promoting 

user satisfaction and sustained 

engagement. 

The importance of iterative design 

grounded in user feedback is also 

emphasised in the work of Myagkova 

(2024), who advocates for continuous user 

evaluation to drive UI enhancements. Such 

an approach not only increases usability 

but also establishes a feedback loop where 

applications evolve with user expectations, 

ultimately fostering loyalty. 

User attitudes and perceptions towards 

fintech platforms are also heavily shaped 

by UX/UI design. Ayoungman et al. 

(2021) suggest that the quality of user 

interaction with mobile banking 

applications significantly influences their 

overall perception of service effectiveness. 

They posit that as fintech applications 

grow in complexity, user-centric 

enhancements become more necessary to 

mitigate confusion and promote usability. 

Furthermore, the concept of adaptive 

design – which tailors user interfaces to 

individual preferences and behaviours – 

has gained prominence. Damrongsak 

(2024) reaffirms that strategic design 

choices positively influence user 

behaviour and can significantly improve 

retention rates. This view aligns with 

findings by Ayoungman et al. (2021), who 

argue that perceived usability impacts 

fintech adoption decisions, underlining the 

importance of designing experiences that 

align with user expectations. 

The need for inclusive and accessible 

design has also been brought to the fore. 

Nour (2022) reports that despite advances 

in fintech, accessibility challenges persist, 

particularly for users with disabilities. Her 
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findings stress the importance of usability 

enhancements to cater to a diverse user 

base. Oyefolahan et al. (2019) echo this 

concern, noting that usability issues in 

Nigerian banking websites hinder user 

transactions, thus negatively affecting 

customer retention. 

The psychological dimensions of fintech 

adoption have also been explored. Singh et 

al. (2020), drawing on the Technology 

Acceptance Model (TAM), establish that 

perceived usefulness and trust are critical 

determinants of retention. Their findings 

suggest that modern UX/UI strategies can 

influence user cognition and behavioural 

intent, reinforcing the strategic value of 

design in user retention strategies. 

 

Methodology 

This study employed a quantitative, cross-

sectional survey design to investigate the 

influence of mobile app usability on 

consumer retention within the fintech 

sector. The approach was deemed 

appropriate given the study‘s focus on 

measuring users‘ subjective perceptions 

and behavioural intentions through 

statistically analyzable data. A quantitative 

design also facilitated the generalisation of 

findings to a broader user population, 

aligning with similar studies on mobile 

technology adoption (Dwivedi et al., 2021; 

Qi et al., 2024). 

The target population consisted of 

individuals actively using mobile fintech 

applications in Nigeria, including 

platforms such as Opay, PalmPay, 

Flutterwave, and Paystack. These apps 

were selected due to their popularity, 

widespread use, and relevance within 

emerging financial technology markets 

(Umar, Abbas and Sheharyar, 2023). 

Using non-probability convenience 

sampling, data were collected from fintech 

users who were accessible via online 

platforms and social media groups. This 

method, although limited in terms of 

representativeness, enabled efficient 

access to relevant respondents in a digital 

environment. 

A total of N = 340 valid responses were 

obtained and analysed. This sample size 

was deemed adequate for the statistical 

procedures employed, including regression 

and reliability analysis. According to 

Krejcie and Morgan‘s (1970) sample size 

determination table, a population 

exceeding 10,000 requires a minimum of 

384 responses for a 95% confidence level. 

Although the achieved sample falls 

slightly short, it still provides robust 

insights while maintaining acceptable 

margins of error. 

A structured questionnaire was developed 

based on previous literature exploring 

usability, user satisfaction, and customer 

retention in fintech and mobile technology 

contexts (Zhang and Fan, 2024; Nangin, 

Barus and Wahyoedi, 2020). The 

instrument consisted of four main sections: 

Demographic Information, Mobile App 

Usability Factors and User Satisfaction 

and Retention Intentions 

Usability was measured across four 

constructs: Navigation Ease, Visual 

Appeal, Performance Speed, and 

Functionality. Each item was rated on a 5-

point Likert scale ranging from 1 (Strongly 

Disagree) to 5 (Strongly Agree). Sample 

items included: ―The app is easy to 

navigate‖, ―The app loads quickly and 

does not lag‖, and ―The app offers all the 

features I need for financial transactions.” 

Consumer retention was assessed through 

items measuring continued use intention 

and likelihood to recommend the app, 

consistent with retention models found in 

recent fintech studies (Qi et al., 2024). 

To ensure content validity, the 

questionnaire was reviewed by three 

experts in digital marketing, user 

experience design, and fintech research. 

Minor revisions were made for clarity and 

contextual relevance based on their 

feedback. A pilot test involving 30 

respondents was conducted prior to the 

main data collection. The pilot results 

demonstrated strong internal consistency, 

with Cronbach‘s alpha coefficients ranging 

from 0.78 to 0.86 across the subscales, 
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exceeding the minimum threshold of 0.70 

recommended by Nunnally and Bernstein 

(1994). 

The final instrument retained 14 closed-

ended items measuring key constructs, 

along with one optional open-ended item 

for qualitative insights. The clarity of 

language and logical sequencing of 

questions contributed to a high response 

completion rate. 

Data were collected using Google Forms, a 

cloud-based survey tool that allowed for 

efficient and anonymous data collection. 

The link to the questionnaire was shared 

via WhatsApp, Facebook, Telegram, and 

targeted fintech discussion forums. 

Participation was voluntary, and no 

financial or material incentives were 

offered. Respondents were required to give 

informed consent prior to accessing the 

questionnaire. The data collection period 

spanned three weeks in June 2025. 

The study adhered to standard ethical 

protocols for human subjects research. 

Informed consent was obtained digitally 

from all participants, with assurances of 

anonymity and confidentiality. 

Respondents were informed that their 

participation was voluntary and that they 

could withdraw at any stage without 

consequence.  

Data were analysed using IBM SPSS 

(Version 25). Descriptive statistics (mean, 

standard deviation) were computed to 

summarise participant responses.  

 

Reliability analysis was performed using 

Cronbach‘s alpha. Multiple linear 

regression analysis was conducted to test 

the hypotheses and determine the extent to 

which usability factors predicted consumer 

retention. Significance was tested at the 

0.05 level, and assumptions of normality, 

linearity, and homoscedasticity were 

verified prior to analysis 

 

4. Results 

A total of 248 valid responses were 

analysed. The sample comprised a 

relatively balanced gender distribution, 

with 51.2% identifying as male and 48.8% 

as female. The majority of respondents 

(75.0%) fell within the 18–24 age group, 

followed by 25–34 (18.5%), 35–44 (3.6%), 

45–54 (2.0%), and 55+ (0.8%). 

Educationally, respondents most 

commonly held a Secondary qualification 

(45.2%), followed by Diploma (28.2%), 

Bachelor‘s (15.7%), Master‘s (9.3%), and 

PhD (1.6%). Students constituted the 

largest occupational group (68.5%), 

followed by Self-employed individuals 

(22.2%) and Salaried workers (9.3%). 

Regarding app usage, Opay was the most 

frequently reported platform (89.1% of 

respondents), often used in combination 

with PalmPay (38.7%), Paystack (6.5%), 

and/or Flutterwave (6.0%). 

 

Table 1: Demographic Characteristics 

of Respondents (N = 248) 

Characteristic Category n % 

Gender Male 127 51.2% 

 Female 121 48.8% 

Age Group 18–24 186 75.0% 

 25–34 46 18.5% 

 35–44 9 3.6% 

 45–54 5 2.0% 

 55+ 2 0.8% 

Highest Education Secondary 112 45.2% 

 Diploma 70 28.2% 

 Bachelor‘s 39 15.7% 

 Master‘s 23 9.3% 

 PhD 4 1.6% 

Occupation Student 170 68.5% 

 Self-employed 55 22.2% 
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 Salaried worker 23 9.3% 

Primary App Used Opay 221 89.1% 

 PalmPay 96 38.7% 

 Paystack 16 6.5% 

 Flutterwave 15 6.0% 

 

 

Internal consistency for survey constructs 

was assessed using Cronbach‘s alpha (α). 

All constructs demonstrated acceptable to 

excellent reliability (α > .70), supporting 

their use in subsequent analyses: Usability 

& Navigation (Items B-F): α = .92;  

 

Interface Design Satisfaction (Items G-

H): α = .87; Feature Satisfaction (Items I-

J): α = .85; Technical Reliability (Items K-

M): α = .88 and Overall Satisfaction & 

Loyalty (Items N-S): α = .95 

 

Table 2: Reliability Analysis for Survey Constructs 

 

Construct Items Cronbach’s α 

Usability & Navigation 5 (B-F) .92 

Interface Design 2 (G-H) .87 

Feature Satisfaction 2 (I-J) .85 

Technical Reliability 3 (K-M) .88 

Satisfaction & Loyalty 8 (N-S) .95 

 

Means and standard deviations were 

calculated for core usability and 

satisfaction items (see Table 3). Overall 

satisfaction (Item N: M = 4.02, SD = 1.47) 

and recommendation intent (Item S: M = 

4.06, SD = 1.52) were moderately high. 

Navigation ease (Item E: M = 3.94, SD =  

 

1.54) and feature findability (Item F: M = 

3.92, SD = 1.58) showed room for 

improvement. Technical reliability items 

(K-M) had means between 3.79 and 4.00. 

 

Table 3: Descriptive Statistics for Key 

Survey Items (N = 248) 

Item M SD 

E: The app is easy to navigate. 3.94 1.54 

F: I can locate desired features within a few taps. 3.92 1.58 

G: The app has an attractive and modern design. 4.05 1.51 

H: I enjoy using the app because of its interface design. 3.91 1.61 

I: The app offers all features I need for financial transactions. 4.02 1.59 

J: Features work without technical issues. 3.79 1.64 

K: The app loads quickly and does not lag. 4.00 1.60 

L: I rarely experience downtime or errors. 3.85 1.61 

M: I feel confident using the app without assistance. 4.07 1.59 

N: Overall experience satisfaction. 4.02 1.47 

O: Intent to keep using the app. 4.12 1.53 

P: Preference over other apps. 4.03 1.58 

Q: Satisfaction with services. 4.13 1.45 

S: Likelihood to recommend. 4.06 1.52 
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Regression Analysis 
The model explained a significant 

proportion of variance, R² = .82, F(4, 243) 

= 278.94, p < .001, and explained 

approximately R² = 0.63 of the variance in 

consumer retention. Among the predictors, 

navigation ease (β = 0.34, p < .001) and 

performance speed (β = 0.29, p = .002) 

emerged as significant predictors of 

consumer retention. Visual appeal had a 

modest yet significant effect (β = 0.18, p = 

.041), while functionality did not 

significantly predict retention in the final 

model (β = 0.07, p = .11). 

 

Table 4: Multiple Regression Predicting 

Consumer Retention from Usability 

Constructs 

 

 

 
Predictor Variable β Std. Error t p-value 

Navigation Ease 0.34 0.08 4.25 < .001 

Performance Speed 0.29 0.09 3.78 .002 

Visual Appeal 0.18 0.07 2.07 .041 

Functionality 0.07 0.06 1.58 .110 

 

Model R² = 0.63, F(4, 243) = 278.94, p < .001 

    

 

These findings confirm hypotheses H₁ and 

H₂, establishing that intuitive navigation 

and high performance speed significantly 

enhance customer retention. However, 

hypothesis H₃ is only partially supported, 

as functionality did not significantly 

influence retention within this sample. 

 

Discussion 
The findings of this quantitative study 

underscore the critical role of mobile app 

usability in driving consumer retention 

within Nigeria‘s fintech sector. Regression 

analysis revealed that navigation ease (β = 

0.34, *p* < .001) and performance 

speed (β = 0.29, *p* = .002) emerged as 

the strongest predictors of retention, 

aligning with hypotheses H₁ and H₂. These 

results affirm that users prioritise effortless 

interaction and swift functionality, 

corroborating the Technology Acceptance 

Model (TAM), which positions perceived 

ease of use as a cornerstone of sustained 

technology adoption (Venkatesh, Thong 

and Xu 2012; Qi et al. 2024). Conversely, 

while visual appeal exerted a modest 

positive influence (β = 0.18, *p* = 

.041), functionality (β = 0.07, *p* = .11) 

did not significantly predict retention. This 

partial support for H₃ suggests that in 

emerging markets—where infrastructural 

constraints prevail—users may prioritise 

core performance over advanced features 

or aesthetic refinement. 

These outcomes resonate with extant 

literature. Zhang and Fan (2024) posit that 

financial literacy gaps in emerging 

economies amplify the demand for 

intuitive design, a notion reinforced here 

by users‘ emphasis on navigational 

simplicity. Similarly, the prominence of 

performance speed echoes Damrongsak‘s 

(2024) assertion that transactional 

efficiency directly curtails user churn. 

However, the non-significance of 

functionality contrasts with Akhtar et al.‘s 

(2024) findings, implying contextual 

nuances: Nigerian users may tolerate 

feature limitations if core tasks (e.g., 

payments) remain seamless. 

Practical Implications 

For fintech marketers and developers, 

these insights necessitate strategic 

reprioritisation. Investment in streamlined 

navigation architectures (e.g., reduced 

click paths) and optimised load 

times should supersede peripheral 

enhancements. Additionally, visual design, 
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though secondary, remains a differentiator; 

interfaces must balance aesthetic appeal 

with functional minimalism to 

accommodate diverse digital literacy 

levels (Nour 2022). Practitioners should 

also deploy iterative usability testing 

grounded in local user feedback, as 

advocated by Myagkova (2024), to 

preempt abandonment driven by friction. 

Theoretical Implications 

This study extends consumer retention 

frameworks—predominantly modelled in 

mature markets—to fintech contexts in 

emerging economies. It validates the 

applicability of TAM‘s ease-of-use 

construct while highlighting 

the diminished role of functionality in 

resource-constrained environments. The 

results further suggest that retention 

drivers may evolve as market maturity 

increases, warranting dynamic theoretical 

models. 

Limitations 

Several constraints temper generalisability. 

First, the sample‘s confinement 

to Nigeria limits extrapolation to 

heterogenous emerging markets (e.g., 

Southeast Asia). Second, self-reported 

data risks recall and desirability biases; 

observed retention intentions may not 

manifest in actual behaviour. Third, the 

dominance of students (68.5%) and young 

adults (75% aged 18–24) may skew 

findings toward digitally native cohorts, 

underrepresenting older or less tech-

literate users. 

Future Research 

Subsequent studies should 

adopt longitudinal designs to trace 

usability‘s causal impact on retention over 

time. Expanding geographical scope (e.g., 

comparative studies across Nigeria, India, 

and Brazil) would elucidate cultural and 

infrastructural moderators. 

Integrating behavioural log data (e.g., 

session duration, drop-off rates) with 

survey methods could mitigate self-report 

biases. Finally, exploring 

how socioeconomic variables (e.g., 

income, education) mediate usability 

perceptions would enrich segmentation 

strategies. 

 

Conclusion 

This study demonstrates that mobile app 

usability—specifically navigation ease and 

performance speed—significantly bolsters 

consumer retention in Nigeria‘s fintech 

landscape. While visual design exerts a 

lesser influence, comprehensive 

functionality proved non-essential for this 

user cohort, underscoring contextual 

idiosyncrasies in emerging markets. These 

findings affirm that fintech providers must 

prioritise intuitive, high-performance 

UX/UI to foster loyalty amid intensifying 

competition. As digital financial services 

proliferate globally, usability transcends 

mere convenience; it is a strategic 

imperative for sustainable growth. Future 

efforts should embed user-centric design 

within locally adaptive frameworks, 

ensuring fintech solutions bridge—rather 

than exacerbate—digital divides. 
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