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Abstract

The rapid evolution of digital technologies has transformed organizational processes, particularly within high-tech
industries, where firms increasingly rely on e-commerce to enhance customer experiences. This study examines the
effect of e-commerce payment compatibility on customer satisfaction in high-tech firms in Southwest Nigeria,
grounded in the Unified Theory of Acceptance and Use of Technology. The study adopted a quantitative cross-
sectional survey design. The population of the study comprised active internet users in Southwest Nigeria as of the
first quarter of 2024, totaling 45,734,074 users across Lagos, Oyo, Ogun, Osun, Ondo, and Ekiti States, where high-
tech firms are more dominant. A sample size of 2,400 respondents was derived using Taro Yamane’s formula, and a
stratified random sampling technique was adopted. The study utilized primary data collected through structured
questionnaires. Descriptive statistics, correlation, and linear regression analyses were employed to test the
hypothesis at a 0.05 significance level. The findings revealed that the null hypothesis was rejected, indicating that e-
commerce payment compatibility has a positive and significant effect on customer satisfaction in high-tech firms (
= 0.840, t = 72.643). The study found a positive and significant relationship between e-commerce payment
compatibility and customer satisfaction in high-tech firms in Southwest Nigeria. Therefore, the study recommends
that high-tech firms should ensure that their e-commerce payment systems are compatible with commonly used
devices, operating systems, and digital wallets, as this reduces transaction errors, builds customer trust, and
promotes customer satisfaction.
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Introduction

The global diffusion of e-commerce has fundamentally transformed how firms create and deliver value. As digital
platforms proliferate, competition has shifted from mere online presence to the quality of user experience delivered
through platform design and functionality. In this context, customer satisfaction has become a critical post-adoption
outcome, influencing repeat purchases, loyalty, and long-term performance. Digital payment platforms play a
pivotal role by enhancing efficiency, security, and accessibility in cross-border trade (Nguyen & Mutum, 2021). In
developed economies, firms leverage digital payments to improve customer experiences, reduce transaction times,
and increase profitability. These platforms are central to global online retail giants such as Amazon and Alibaba
Group, highlighting e-commerce’s impact on business performance (OECD, 2021). High-tech firms increasingly
recognize the value of e-commerce adoption, integrating technologies that enhance operational scalability, automate
transactions, secure digital infrastructures, and boost performance (UNCTAD, 2024). Online retail now accounts for
approximately 25-30% of total transactions in digitally advanced economies, though physical stores are projected to
remain relevant through 2029 (UNCTAD, 2024; Forrester, 2024).

The seamless online shopping experience depends heavily on high technology that develops and optimizes key
platform attributes, particularly system compatibility across devices, operating systems, and payment infrastructures.
This integration of technology and enterprise strategy drives innovation and reshapes customer experiences.
Smartphones have become central to accessing financial tools and participating in online transactions, serving as key
gateways for digital payments that enable smooth, personalized, and instant services (OECD, 2021). Blockchain
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technology, with its decentralized and secure architecture, enhances supply chain transparency, strengthens trust,
and improves transaction reliability (Tapscott & Tapscott, 2021).

In this rapidly evolving digital landscape, consumer behaviour continues to drive innovation, as demands for speed,
personalization, and instant service fuel the development of advanced payment technologies (Broby, 2021). In such
environments, compatibility between platforms and users’ technological ecosystems is essential for seamless
transactions and positive user experiences. Prior empirical studies on e-commerce have extensively examined
adoption drivers, trust, perceived usefulness, logistics efficiency, and service quality across various sectors. For
example, Fatonah et al. (2018) emphasized security and reliability in e-commerce payment systems, while Onikoyi
et al. (2022) found that e-commerce applications enhance operational efficiency and customer engagement in online
retail enterprises. Adeniran et al. (2022) highlighted delivery reliability and accessibility as key determinants of e-
commerce logistics adoption in Nigeria. Similarly, Nwabuatu (2024) reported that technological readiness
influences innovation adoption among SMEs in Rivers State, and Ezennia and Marimuthu (2022) identified
perceived usefulness and trust as predictors of e-commerce adoption among professionals in Lagos. Studies by Ayo
et al. (2016) and Agwu and Murray (2015) further emphasized infrastructure readiness, trust, and perceived ease of
use as major adoption determinants in developing economies. Despite these contributions, much of the existing
literature focuses on adoption intentions and general performance outcomes rather than post-adoption evaluations
such as customer satisfaction. Moreover, prior studies largely emphasize broad determinants such as trust, security,
and perceived usefulness, with limited empirical attention to foundational platform attributes like compatibility that
directly shape user experience during transactions.

Research Questions

To achieve the aim of this study, the following research question is addressed:

How does the compatibility of e-commerce payment platforms affect customer satisfaction in high-tech firms in
Southwest Nigeria?

What is the level of compatibility of e-commerce payment platforms among high-tech firms in Southwest Nigeria?

Research Hypothesis

Ho: Compatibility of e-commerce payment platforms has no significant effect on customer satisfaction in high-tech
firms in Southwest Nigeria.

Literature Review

This literature review is organized into three sections: Conceptual, Theoretical and Empirical findings, providing a
comprehensive understanding of the existing relationship between Compatibility and Customer Satisfaction in High-
Tech firms. E-commerce, or electronic commerce, refers to the buying and selling of goods and services over the
internet (Laudon & Traver, 2021). It utilizes digital platforms such as websites, mobile applications, and social
media to facilitate transactions, including online shopping, digital payments, supply chain management, and
customer relationship management (Chaffey & Smith, 2022; Chopra & Meindl, 2019). These functionalities form
the strategic backbone of modern firms, shaping how businesses interact with customers and deliver value.
However, challenges such as weak platform integration, security concerns, and customer skepticism can limit the
effectiveness of e-commerce systems.
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E-commerce operates through several models, including Business-to-Consumer (B2C), Business-to-Business (B2B),
Consumer-to-Consumer (C2C), and Consumer-to-Business (C2B). Among these, B2C dominates the digital
marketplace by enabling direct engagement between firms and consumers through online platforms, while B2B
supports trade and procurement among firms. C2C and C2B models further expand market participation through
peer-to-peer and service-based exchanges (Laudon & Traver, 2021). Information technology enhances operational
efficiency, sales performance, and customer satisfaction by enabling seamless communication and data exchange
during transactions (Chaffey & Smith, 2022). For high-tech firms, such digital integration is critical, as customers
expect fast, reliable, and seamless online interactions. The growth of internet usage and technological innovation has
further expanded the scale and profitability of online commerce (Brynjolfsson & McAfee, 2014; UNCTAD, 2021).
Overall, e-commerce has transformed traditional business models by integrating digital tools and innovative
platforms to enhance operational efficiency, customer engagement, and market reach. In high-tech business
environments, platform compatibility across devices, operating systems, and payment infrastructures plays a crucial
role in shaping customer satisfaction and post-purchase experiences.

Compatibility refers to the extent to which e-commerce platforms align with an organization’s existing systems,
processes, and technological infrastructure. Firms must adopt solutions that integrate effectively with accounting
software, customer relationship management systems, and inventory management tools to optimize operational
performance (Sabherwal et al., 2018). Research indicates that compatibility significantly influences technology
adoption and utilization (Rogers, 2003; Tornatzky & Klein, 1982) and, in post-adoption contexts, contributes to
seamless shopping experiences, reduced technical disruptions, and enhanced customer satisfaction and loyalty
(Mittal et al., 2023). Compatibility also affects the stability, reliability, and performance of e-commerce platforms.
Systems that integrate effectively with existing organizational processes minimize errors, conflicts, and service
interruptions, generating positive user attitudes and outcomes (Rogers, 2003; Venkatesh et al., 2003). In high-tech
firms, where customers expect efficiency and technological sophistication, compatibility directly influences
perceived service quality and overall user experience (Parasuraman et al., 2005). Even minor misalignments-such as
payment gateway failures or device incompatibility-can delay transactions or disrupt service delivery, negatively
shaping customer perceptions and satisfaction. Information systems research further indicates that technological
alignment improves user satisfaction and continued usage intentions (DeLone & McLean, 2003). Strategically,
compatibility strengthens internal efficiency and data consistency, enabling firms to respond quickly to market
changes and customer demands. By ensuring that e-commerce platforms function seamlessly across devices,
operating systems, and payment channels, high-tech firms can enhance trust, convenience, and overall customer
satisfaction. Thus, compatibility is not merely a technical feature but a critical driver of customer satisfaction and
sustained competitive advantage in high-tech firms (Sabherwal et al., 2018; DeLone & McLean, 2003).

For decades, customer satisfaction has been recognized as a key success factor for profit-oriented organizations,
influencing market share, retention, and long-term performance. Satisfied customers are less influenced by
competitors, less price-sensitive, and more likely to remain loyal to a brand (Mittal et al., 2023). They often become
repeat buyers, and their satisfaction strongly predicts loyalty intentions (Mittal et al., 2023; Yalcinkaya & Cataldas,
2025), whereas dissatisfied customers are more likely to seek alternatives (Cheng & Shen, 2025). Moreover,
satisfied customers generate positive word-of-mouth, which contributes to the acquisition of new customers and
strengthens organizational reputation (Mittal et al., 2023; Al-Ghazali, 2024). Customer satisfaction tends to be
higher when service efficiency, operational effectiveness, and product or service quality meet or exceed customer
expectations. In the context of e-commerce, platform attributes such as compatibility with devices and software, as
well as efficient checkout processes, directly influence user satisfaction by reducing friction, delays, and errors
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during transactions. Thus, customer satisfaction is both a post-adoption outcome and a strategic metric, driving
retention, loyalty, repeat purchases, and overall competitive advantage in high-tech firms (Mittal et al., 2023;
Yal¢inkaya & Cataldag, 2025). Conceptually, satisfaction reflects an individual’s overall positive evaluation of an
experience when outcomes meet or exceed expectations. In high-tech e-commerce environments, this evaluation is
strongly shaped by platform usability, technological alignment, and transaction convenience, linking satisfaction
directly to the effectiveness of compatibility features. In today’s rapidly evolving digital landscape, high-tech firms
play a central role in driving innovation, economic growth, and the adoption of advanced technologies, particularly
within the e-commerce sector. A high-tech firm is formally defined as an organization whose primary operations
rely on advanced, knowledge-intensive technologies, substantial R&D investment, and continuous innovation to
develop new products, services, or processes (Nowotny, 2006; Zawislak et al., 2018). These firms operate in
technology-intensive industries, characterized by substantial R&D and the integration of advanced technologies to
develop innovative products and services (Brynjolfsson & McAfee, 2014; Laudon & Traver, 2021). They leverage
emerging technologies including artificial intelligence (Al), blockchain, and the Internet of Things (loT) to
transform industries and create value (Davenport et al., 2022). Characterized by high technological intensity and
strong innovation capabilities (Zawislak et al., 2018), these firms operate across computing, telecommunications,
software, digital electronics, cloud services, and e-commerce platforms. Their reliance on automation and digital
tools enhances operational efficiency, optimizes customer interactions, and supports scalable online services,
making them key drivers of e-commerce adoption and customer satisfaction.

This study is grounded in the Unified Theory of Acceptance and Use of Technology, which explains how system
characteristics influence user perceptions, usage, and satisfaction in digital environments. The theory identifies
performance expectancy, effort expectancy, facilitating conditions, and social influence as key determinants of
technology acceptance and post-adoption outcomes (Venkatesh et al., 2003). In e-commerce payment systems,
facilitating conditions reflect the availability of compatible infrastructure such as mobile devices, banking
applications, payment gateways, and internet connectivity that enable seamless transactions. Payment compatibility
aligns with facilitating conditions by ensuring that platforms integrate smoothly with users’ existing technologies,
reducing technical barriers and transaction errors. When payment systems function reliably across devices and
financial platforms, users experience greater convenience and confidence, leading to higher customer satisfaction.
Thus, UTAUT provides a suitable framework for explaining how e-commerce payment compatibility influences
customer satisfaction in high-tech firms. Several studies have examined the role of platform compatibility in
enhancing customer satisfaction in e-commerce contexts. Olubiyi et al. (2023) conducted a study titled The
Influence of E-Commerce Platform Compatibility on the Performance of High-Tech Firms in Lagos State, Nigeria.
The study aimed to determine how well platforms aligned with users' existing systems and technologies to enhance
operational efficiency. A total of 250 high-tech firms were surveyed using stratified random sampling, with data
collected through structured questionnaires. Regression analysis revealed that platform compatibility increased
operational efficiency by 34%, with platforms that seamlessly integrated with workflows performing better. The
study concludes that platform compatibility is a strategic enabler for operational efficiency in high-tech firms.

Similarly, Rahman et al. (2022) in their study, an empirical analysis of cashless payment systems for business
transactions, investigated the antecedents of cashless payment adoption among businesses in Malaysia. A seven-
factor model based on the TOE framework was developed and tested, and data from 200 business entities were
analyzed using partial least squares (PLS). The results indicated that compatibility and technological competence
have significant relationships with the adoption of cashless payment systems. The study concludes that technology
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alignment and competence are key drivers of cashless payment adoption. In a related context, Rahman and Alam
(2020) examined the role of compatibility in e-commerce adoption within the bangladeshi tech sector. The study
explored how alignment with local languages and payment systems influences customer satisfaction and sales.
Using purposive sampling, 310 e-commerce users participated, with data collected through semi-structured
interviews and questionnaires. Mixed-method analysis combining thematic content analysis and ANOVA revealed
that compatibility increased customer satisfaction, resulting in a 28% growth in sales. The study’s gap lies in its
limited attention to infrastructural barriers that hinder compatibility in rural and underdeveloped areas. Collectively,
these studies highlight that e-commerce payment platform compatibility is crucial for both operational efficiency
and customer satisfaction, establishing a strong empirical foundation for investigating its role in high-tech firms in
Southwest Nigeria.

Methodology

This study adopted a quantitative research design to examine the relationship between e-commerce payment
compatibility and customer satisfaction in high-tech firms in Southwest Nigeria. The population consisted of active
internet users across Lagos, Oyo, Ogun, Osun, Ondo, and Ekiti States, totaling approximately 45,734,074 users
(NBS, 2024, Q1). A sample size of 2,400 respondents was determined using Yamane Sample Size Formula. A
stratified random sampling technique was employed to ensure adequate representation of respondents across the six
states. Of the 2,400 questionnaires distributed, 2,208 were returned and found usable, representing a response rate of
92%. Data were collected using a structured Likert-scale questionnaire administered online via Google Forms. The
instrument was subjected to expert review and pilot testing to ensure content validity and reliability. The unit of
analysis was at the individual (micro) level. Data analysis involved descriptive statistics to summarize respondents’
demographic characteristics and key variables, while inferential statistics, including Pearson correlation and linear
regression analysis, were used to test the study hypothesis at a 0.05 significance level. Multicollinearity was
assessed using the Variance Inflation Factor (VIF), with values ranging from 2.841 to 6.263, indicating moderate
collinearity but not severe enough to distort the regression estimates. The reliability of the measurement scales was
evaluated using Cronbach's Alpha, and all constructs exceeded the recommended threshold of 0.70, indicating
acceptable internal consistency.
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Results

Table 1: Distribution of Demographics of the respondents

Variables (n=2208) Categories Frequency Percentage (%)
Locations Ekiti 381 17.3
Lagos 442 20
Ogun 362 16.4
Ondo 313 14.2
Osun 336 15.2
Oyo 374 16.9
Total 2,208 100
Age 18-29 248 11.2
30-40 1520 68.8
41 -60 416 18.8
61 and Over 24 1.2
Total 2,208 100
Occupation Status Government 1317 59.6
Private 291 13.2
Self-Employed 496 22.5
Unemployed 104 4.7
Total 2,208 100
Gender Female 842 38.1
Male 1366 61.9
Total 2,208 100
Income level 10,001 -50,000 90 4.1
100,001 - 150,000 652 29.5
150,001 - 200,000 806 36.5
200,001 - 250,000 350 15.9
250,001 - 300,000 130 5.9
50,001 - 100,000 172 7.8
Less than 10,000 8 0.3
Total 2,208 100

Source: Researcher (2025).

The socio-demographic and economic characteristics of the 2,208 respondents across the six Southwestern states
were summarized narratively. Lagos State recorded the highest number of respondents (442), followed by Ekiti State
(381) and Oyo State (374), while Ogun State, Osun State, and Ondo State accounted for 362, 336, and 313
respondents, respectively. The mean age was 36 years, with most respondents aged 30-40, about one-fifth aged 41—
60, slightly over one-tenth aged 18-29, and few above 60. More than half were government employees (1,316),
followed by the self-employed (497), private-sector employees (292), and the unemployed (103). The sample
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showed a male-to-female ratio of approximately 3:2. Median monthly income clustered within ¥150,001-3200,000,
with few respondents earning below 350,000 or above ¥250,000. Overall, the respondents were predominantly
middle-aged, government-employed males with moderate incomes, reflecting a profile consistent with active e-
commerce users in Southwest Nigeria.

Hypothesisl: There is no significant effect of compatibility on customer satisfaction in high-tech firms in Southwest

Nigeria.
Table 2: Coefficients for Compatibility (COM)
Model Unstandardized Std. Error  Standardized t Sig.
Coefficients (B) Coefficients
(Beta)
(Constant) 1.808 .100 18.141 .000
COM .804 011 .840 72.643 .000

a. Dependent Variable: CS

The regression results show that compatibility has a positive and statistically significant effect on customer
satisfaction (f = 0.840, t = 72.643, p < 0.001). On this basis, the null hypothesis was rejected. The result indicates
that compatibility significantly influences customer satisfaction, thereby underscoring the relevance of system
alignment and user-system fit within e-commerce operations.

Discussion

Compatibility is a critical determinant of customer satisfaction, as it ensures that e-commerce platforms align with
users’ technological preferences, organizational practices, and existing IT infrastructures. When payment gateways,
shopping interfaces, and mobile applications integrate seamlessly with users’ devices and routines, transactions
become smoother and more reliable, thereby enhancing overall satisfaction. The findings of this study reveal that
compatibility has a positive and statistically significant effect on customer satisfaction (f = 0.840, t = 72.643, p <
0.001), indicating that technological alignment between e-commerce systems and user environments strengthens
trust, encourages repeated usage, and improves the overall online shopping experience. This result supports earlier
studies which identify compatibility as an important factor influencing technology usage and system performance.
For instance, Paul A. Pavlou and Michael Fygenson (2006) identified compatibility as a major predictor of e-
commerce adoption, while studies by Kapoor et al. (2018) and Boateng and Amankwaa (2016) show that
technological fit enhances operational efficiency and user experience. Within the context of Southwest Nigeria,
platforms that integrate effectively with existing IT systems and provide familiar payment options such as USSD
services, bank transfers, and mobile-based payments help reduce transaction failures, user frustration, and perceived
risk (Ahmad et al., 2015; Kumar & Ayedee, 2021; Boateng et al., 2019).

The findings are further explained by the Unified Theory of Acceptance and Use of Technology, which highlights
facilitating conditions and effort expectancy as key determinants of technology usage and continued engagement.
Compatibility functions as a facilitating condition by ensuring that e-commerce platforms operate effectively within
users’ existing technological ecosystems. When systems align with users’ established routines and devices, the
perceived effort required to complete transactions decreases, thereby enhancing ease of use and strengthening
behavioural intentions toward continued platform usage (Venkatesh et al., 2003). As a result, users develop greater
confidence in the reliability of digital payment systems, which contributes to higher levels of customer satisfaction.
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Contextual factors also reinforce the significance of compatibility in the Nigerian digital environment. The
widespread use of mobile devices, varying levels of digital literacy, and diverse consumer payment preferences
make platform compatibility particularly important for delivering seamless online transactions. When e-commerce
platforms are mobile-friendly, adaptable to local transaction habits, and capable of supporting multiple payment
channels, they are more likely to achieve higher levels of customer retention, loyalty, and successful transaction
completion (Awa et al., 2015; Lal & Soni, 2023; Abtahi et al., 2024). Overall, compatibility extends beyond a
technical attribute; it represents a strategic capability that aligns digital platforms with user expectations, improves
transaction reliability, and ultimately strengthens customer satisfaction among high-tech firms in Southwest Nigeria.

This study contributes to existing literature by extending the application of the Unified Theory of Acceptance and
Use of Technology to explain the role of e-commerce payment compatibility in shaping post-adoption outcomes
such as customer satisfaction. While many previous studies have focused primarily on technology adoption
intentions, this research demonstrates that compatibility also significantly influences users’ post-usage evaluations
and experiences. By empirically establishing a strong relationship between payment platform compatibility and
customer satisfaction among high-tech firms in Southwest Nigeria, the study advances theoretical understanding of
how technological alignment with users’ devices, operating systems, and payment infrastructures enhances user
experience and satisfaction in digital commerce environments. The findings of this study provide valuable insights
for managers of high-tech firms that rely on e-commerce platforms to interact with customers. Specifically, firms
should prioritize the development and deployment of payment systems that are compatible with widely used
devices, operating systems, and digital payment channels to ensure seamless transactions and minimize technical
disruptions during online purchases. By improving compatibility across platforms, firms can enhance transaction
efficiency, reduce payment failures, and increase customer trust and satisfaction. Consequently, organizations that
strategically invest in compatible and user-friendly payment infrastructures are more likely to strengthen customer
loyalty, and maintain a competitive advantage in the rapidly evolving digital marketplace. From a policy
perspective, the findings highlight the need for supportive regulatory frameworks and digital infrastructure that
facilitate seamless e-commerce payment compatibility. Policymakers and financial regulators should promote
standards that ensure interoperability among digital payment platforms, banking systems, and financial technologies
to enable secure and efficient transactions for users. Strengthening internet infrastructure, enhancing cybersecurity
regulations, and supporting innovation in digital payment technologies will further improve the reliability and
accessibility of e-commerce systems. Such initiatives will not only improve customer satisfaction but also foster the
growth of the digital economy and encourage wider participation in e-commerce activities in Nigeria.

Conclusion

This study examined e-commerce payment compatibility and customer satisfaction in high-tech firms in Southwest
Nigeria. The findings show that payment platforms that aligned with users’ devices, payment methods, and
technological preferences enhance satisfaction by fostering trust, reducing transaction difficulties, and ensuring
smooth digital payments. High-tech firms that prioritize payment compatibility are better positioned to retain
customers, build loyalty, and achieve improved customer satisfaction in the competitive digital marketplace.
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Recommendations

Based on the findings of the study:

i. High-tech firms should ensure that their e-commerce payment systems are compatible with commonly used
devices, operating systems, and digital wallets. This reduces transaction errors, builds customer trust, and
promotes customer satisfaction.

ii. Firms should periodically review and update their payment platforms to maintain seamless integration with
emerging technologies and new payment channels. This ensures reliability, minimizes technical
disruptions, and sustains customer satisfaction.
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