ISSN: 4642 -4763
Volume 10, Number 2, 2025
Journal of Accounting & Marketing Research

University of Artois, 9 Rue du Temple, 62000 Arras, France

STRATEGIC AGILITY AND CUSTOMER SATISFACTION AMONG FINTECH FIRMS IN
ASABA, DELTA STATE, NIGERIA

Idenedo, Otite Wisdom, Efefairoro, Zilla Okemute, Omodio, Aghogho Rita, Elozino,
Emmanuella Uyo, and Nworji, Ogochukwu Winifred
12345 pepartment of Marketing, Dennis Osadebay University, Asaba, Delta State

ABSTRACT

This study explored the relationship between strategic agility and customer satisfaction among
Fintech firms operating in Asaba, Delta State, Nigeria. The research specifically examined how
rapid product innovation, service delivery flexibility, and responsiveness to customer feedback
influence customer satisfaction in the Fintech sector. Data were gathered through a structured
questionnaire, and the hypotheses were tested using Pearson Product-Moment Correlation (PPMC).
The results demonstrated that all three components of strategic agility had a significant and
positive correlation with customer satisfaction. Based on these findings, the study concludes that
strategic agility is a key driver of customer satisfaction for Fintech firms in the region.
Consequently, it is recommended that Fintech organizations enhance their innovation capabilities,
promote flexible service structures, establish robust customer feedback mechanisms, and
incorporate customer-centric values into their strategic decision-making processes.

Keywords: Strategic Agility, Rapid Product Innovation, Flexibility in Service Delivery,
Responsiveness to Customer Feedback, Customer Satisfaction

INTRODUCTION

In today’s rapidly changing financial environment, Fintech firms are under significant pressure to
stay ahead of technological innovations, shifting customer demands, and increasing competition
(Khan et al., 2020). Strategic aqility, which refers to a company’s ability to quickly adapt to market
changes, embrace innovation, and align its products and services with customer needs, has
become vital for maintaining a competitive advantage (Marian et al., 2023). However, the
connection between strategic agility and customer satisfaction among Fintech firms, particularly in
Asaba, Delta State, Nigeria, has not been sufficiently studied.

While the importance of strategic agility for business success is widely acknowledged (Emejuku et
al., 2020; Shamuganathan et al., 2022; Marian et al., 2023), there remains a lack of clarity
regarding how specific agile practices, such as rapid product innovation, flexibility in service
delivery, and responsiveness to customer feedback, directly affect customer satisfaction within the
Fintech sector. Fintech firms typically operate in high-pressure environments where customer trust
and satisfaction are critical for long-term success. However, as these companies strive to balance
agility with scalability and risk management, questions emerge about how strategic agility
influences customer experiences and loyalty. This knowledge gap is crucial, especially as Fintech
firms increasingly rely on digital solutions for delivering financial services. With growing customer
expectations for speed, personalization, and transparency, these firms need to identify the most
effective strategies to enhance customer satisfaction while ensuring operational agility.

LITERATURE REVIEW

Theoretical Foundation

The Resource-Based Theory (RBT) serves as a foundational framework for examining the
relationship between strategic agility and customer satisfaction. RBT was propounded by
Wernerfelt (1984) and posits that an organization’s ability to achieve and sustain competitive
advantage lies in the possession and effective deployment of valuable, rare, inimitable, and non-
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substitutable (VRIN) resources (Asiagwu & Idenedo, 2024; Idenedo et al., 2023; Idenedo &
Ebenuwa, 2022; Idenedo & Wali, 2022; Igwe et al., 2020; Didia & Idenedo, 2017). In the context
of dynamic service environments, strategic agility is defined as the capacity to swiftly sense,
respond to, and capitalize on market changes, and can be conceptualized as a critical
organizational resource aligned with RBT principles.

Strategic agility involves rapid decision-making, continuous innovation, and adaptive resource
reallocation, all of which enable firms to align more closely with evolving customer preferences.
When organizations utilize their strategic agility as a VRIN resource, they can more effectively
enhance customer satisfaction by delivering timely, customized, and high-quality service
experiences (Doz & Kosonen, 2010; Clauss et al., 2021).

Recent empirical studies support the RBT-based view of strategic agility as a source of competitive
differentiation. For instance, Agha, Alrubaiee, and Jamhour (2024) found that firms with agile
strategic orientations reported significantly higher levels of customer satisfaction and loyalty. Their
findings underscore the role of responsiveness and innovation as core capabilities that reflect
valuable internal resources. Similarly, Khin and Ho (2023) emphasized that agile firms in the
technology sector outperformed competitors in customer satisfaction scores, owing to their
superior ability to reconfigure processes and resources in response to customer feedback and
environmental volatility. These dynamic capabilities, rooted in strategic agility, exemplify how RBT
can frame agility as a pathway to sustained customer-centric performance.

Therefore, this study adopts Resource-Based Theory as a guiding lens to investigate how strategic
agility functions as an internal capability that influences customer satisfaction outcomes. By doing
so, it bridges the conceptual link between internal organizational capabilities and external
performance indicators within increasingly competitive and customer-driven markets.

Conceptual Framework
This study is built on the assumptions conceptualized below.

STRATEGIC
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Rapid Product
Innovation
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CUSTOMER
SATISFACTION

Flexilj?ility in
Service —
Delivery

Responsiveness
to Customer
Feedback

Figure 1: Operational Conceptual Framework of Strategic Agility and Customer
Satisfaction
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Source: Researchers’ View, 2025.

The conceptual framework illustrates the relationship between the key variables in this study. It
suggests that customer satisfaction is influenced by strategic agility, which is demonstrated
through rapid product innovation, flexible service delivery, and responsiveness to customer
feedback. The framework’s operationalization outlines the basis upon which the study's
hypotheses were formulated.

Strategic Agility

Shamuganathan et al. (2021) define strategic agility as an organization’s capability to swiftly
respond and adapt to the ever-changing business environment. These changes are often
inevitable due to evolving consumer preferences, necessitating companies to innovate in meeting
emerging customer demands. Emejuku et al. (2020) describe strategic agility as a firm’s ability to
identify and act on environmental opportunities and threats with speed, flexibility, and
resourcefulness. McCann and Selsky (2012) further argue that strategic agility involves more than
just rapid action—it requires intelligent and adaptable decision-making amid uncertainty. This
suggests that a firm's capacity to strategically and intelligently maintain agility can be crucial for
its survival and customer satisfaction. Waiter (2024) posits that when agility is integrated into an
organization's core processes, it enables the firm to not only meet but surpass shifting customer
expectations, thereby enhancing satisfaction. Ultimately, a firm's longevity hinges on customers'
continued patronage, which is reflected in their loyalty and repeat purchases. This study
conceptualizes strategic agility through the lenses of rapid product innovation, service delivery
flexibility, and responsiveness to customer feedback, drawing on insights from prior research and
situating the analysis within the context of Fintech firms.

Rapid Product Innovation

Nemati et al. (2010) describe product innovation as a brand’s capability to design, develop, and
introduce novel and distinctive products or services. The goal is to enhance both operational
efficiency and effectiveness while potentially establishing a sustainable competitive advantage. In
today’s market, discerning consumers seek innovative solutions that are not only unique and
convenient but also cost-effective (Kaplan, 2009; Uboegbulam & Ekeke, 2021). The overarching
objective is to boost brand performance and secure a lasting edge over competitors. In line with
this, Kaplan (2009) and Uboegbulam and Ekeke (2021) argue that product innovation can foster
brand loyalty, as it reflects a perception of quality and a brand’s commitment, anchored in its
unique identity and value proposition.

Flexibility in Service Delivery

Flexibility in service delivery has become increasingly important as a driver of customer
satisfaction, operational performance, and innovation. It reflects an organization’s ability to adjust
its services in response to diverse customer demands and shifting external conditions. Zhang et al.
(2003) suggest that firms with high service flexibility can effectively address the unique needs of
individual customers. Brozovic et al. (2016) describe provider flexibility as a key component of
value co-creation, highlighting its significance in personalizing services and improving customer
experiences. In a comprehensive review, Kumar and Singh (2020) outlined ten key dimensions of
flexibility in service operations, including aspects such as process flexibility, capacity to handle
different volumes, and adaptability in service delivery.

Responsiveness to Customer Feedback
Responsiveness to customer feedback is now widely acknowledged as a key element in delivering
quality service and managing customer relationships effectively. It involves how swiftly and
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constructively a business addresses customer input concerning their experiences, expectations, or
dissatisfaction (Tax et al., 2022). Providing timely and meaningful responses can greatly enhance
customer satisfaction, foster loyalty, and boost the organization's brand image (Glrhan-Canli et al.,
2020). Beyond being a tool to gauge customer satisfaction, feedback also serves as an essential
driver for innovation and ongoing improvement. Homburg et al. (2017) suggest that true
responsiveness encompasses both actively listening to customers and incorporating their feedback
into strategic and operational decisions. Organizations that demonstrate a high level of
responsiveness are better equipped to adapt their services quickly, thereby lowering customer
attrition and improving long-term customer retention (Zahoor & Qureshi, 2022).

Customer Satisfaction

Customer satisfaction is a critical driver of business success, influencing customer retention,
loyalty, and profitability (Oliver, 2010). It reflects how well customer expectations are met or
exceeded (Homburg et al., 2017) and is shaped by factors such as product quality, service
delivery, and the overall customer experience (Parasuraman et al., 1988; Zeithaml, 1988).
Satisfaction increases when perceived performance exceeds expectations, while unmet
expectations can lead to dissatisfaction and reduced loyalty (Anderson & Sullivan, 1993; Anderson
& Mittal, 2000). The customer experience, including digital interactions, plays a vital role in
shaping satisfaction, with usability and personalization being key contributors (McColl-Kennedy et
al., 2019; Grewal et al., 2020). Technological innovations like Al and automated services enhance
service efficiency and personalization, though they must align with customer needs to be effective
(Huang et al., 2020; Verhoef et al., 2021). Emotional factors, such as trust and feeling valued,
also significantly impact satisfaction and foster stronger brand loyalty (McColl-Kennedy & Payne,
2013; Thomson et al., 2005; Batra et al., 2017)

Empirical Review

To establish a hypothesized relationship between rapid product innovations, flexibility in service
delivery, responsiveness to customer feedback, and customer satisfaction, the following empirical
works were examined.

Rapid Product Innovation and Customer Satisfaction

Empirical literature strongly supports the relationship between rapid product innovation and
customer satisfaction. For instance, a study by Chen et al. (2010) on understanding antecedents
of new product development speed: a meta-analysis emphasized the role of organizational agility
in achieving rapid innovation. Their empirical analysis revealed that firms with flexible structures
and market-oriented cultures tend to outperform others in terms of customer satisfaction due to
their ability to quickly adapt product offerings.

Eze et al. (2018) study on the impact of product innovation on customer satisfaction in the
Nigerian manufacturing industry indicated that companies with proactive product development
strategies report higher levels of customer loyalty and satisfaction. Their results emphasize the
importance of maintaining product relevance and user-centric designs in fast-paced markets.
Aslam et al. (2022) investigated the impact of rapid innovation on customer satisfaction: evidence
from small and medium enterprises (SMEs) and concluded that rapid innovation leads to higher
customer satisfaction when it is combined with adequate after-sales service and customer
involvement.

Based on these empirical studies, this study proposed that;

Hoi: There is no significant relationship between rapid product innovation and customer
satisfaction among Fintech firms in Asaba, Delta State.
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Flexibility in Service Delivery and Customer Satisfaction

Empirical research supports the notion that flexibility, defined as the capacity of service providers
to adjust to varied customer needs, preferences, and circumstances, enhances perceived service
quality and cultivates customer loyalty. Zhang et al. (2020) studied customer satisfaction in e-
commerce logistics services in China and found a correlation between e-commerce and digital
services, agility in delivery timelines, and customer service chat support with positive consumer
evaluations.

Furthermore, empirical research by Agyapong (2011) on the effect of service quality on customer
satisfaction in the utility industry demonstrated that flexible service plans and rapid response to
user complaints were primary predictors of customer retention. This aligns with Zeithaml et al.'s
(2017) findings, who argue that flexibility builds emotional bonds between the service provider
and the customer, contributing to long-term loyalty.

It is on these premises that the 2" hypothesis for this study was developed.

Ho,: There is no significant relationship between flexibility in service delivery and customer
satisfaction among Fintech firms in Asaba, Delta State

Responsiveness to Customer Feedback and Customer Satisfaction

Customer feedback responsiveness involves how effectively and promptly a business reacts to
customer inputs such as complaints, suggestions, or inquiries. Recent studies provide strong
empirical support for the positive impact of feedback responsiveness on service quality, brand
loyalty, and customer perception. Mohammed et al. (2024) conducted a study on service provider
empathy and responsiveness for customer satisfaction in the telecommunications sector in Nigeria
and found that responsiveness and empathy were significant predictors of customer satisfaction,
accounting for 57.8% of the variation. Specifically, responsiveness (B = 0.142, p = 0.006) had a
notable influence, suggesting that timely and thoughtful responses to customer issues significantly
elevate satisfaction.

In the hospitality sector, research by Ibrahim and Oludare (2024) on service recovery and
complaint handling strategies in the Lagos hospitality sector highlighted that effective and prompt
handling of customer complaints boosted satisfaction and improved brand reputation. Their
findings from hotels in Lagos indicated that guests appreciated quick acknowledgment and
resolution of their concerns as signs of quality service.

Xie et al. (2020) study on the business value of online customer reviews and managerial response:
empirical evidence from the hotel industry explored the role of managerial responses to online
reviews. Their results showed that rapid and personalized replies to negative comments not only
alleviated dissatisfaction but also helped retain customers who might otherwise leave.

In the banking industry, Al-Ababneh and Lockyer (2021) study on complaint management and
service recovery in the banking sector: implications for customer satisfaction emphasized that
responsive complaint handling and effective service recovery led to higher levels of customer
satisfaction. They also stressed the need to train customer-facing staff to manage issues with
empathy and efficiency. Additionally, Zhang et al. (2022) examined customer service chatbots
and user satisfaction of cross-platform and found that responsiveness was directly linked to higher
customer satisfaction, particularly among younger users who expect immediate support in online
interactions.

Based on this research evidence, the 3rd null hypothesis for this study was formulated.

Hos: There is no significant relationship between responsiveness to customer feedback and
customer satisfaction among Fintech firms in Asaba, Delta State.

THE STUDY
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This study adopted a descriptive research design. The population of this study comprises
employees of Flutterwave, Paystack, PiggyVest, Paga, Interswitch, Carbon, Kuda, Opay,
Moniepoint, and Palmpay operating within Asaba, Delta State. These Fintech firms utilize
technology to provide financial services, including mobile banking, digital payments, lending, and
investment platforms. Given the estimated number of operational staff across these firms, the
total population for this study is approximated at 200 employees. The study focused on employees
directly involved in customer-facing and operational roles such as management, customer service,
marketing, and service delivery. 133 respondents were sampled using Yamane's (1967) formula.
Primary data were collected using a questionnaire. The data were presented, and the hypotheses
were tested with the Pearson Product-Moment Correlation (PPMC).

Reliability of Instruments

To ensure the credibility of the statistical data analysis based on the responses collected through
the structured questionnaire, reliability testing was conducted to assess the consistency of the
research constructs. The results of the reliability analysis, as presented in Table 1, show that all
variables achieved a Cronbach’s alpha value of > 0.8. Although a Cronbach’s alpha of > 0.8
exceeds the commonly accepted threshold for good reliability, it confirms that the research
instrument consistently measured the intended variables of the study.

Table 1: Result of Reliability Analysis

Variable Cronbach’s Alpha
Rapid Product Innovation 0.831
Flexibility in Service Delivery 0.846

Responsiveness to Customer Feedback  0.801

Customer Satisfaction 0.865
Source: (SPSS Output, 2025).
The result implies that if the questionnaire were re-administered under similar conditions, it would
yield consistent outcomes. This consistency demonstrates the reliability of the research instrument.
Therefore, the data obtained can be confidently used for analysis, interpretation of findings, and
the drawing of valid conclusions. Additionally, the results can support practical and theoretical
generalizations regarding the study variables.

RESULTS

Questionnaire Analysis

The table below shows the analysis of the distributed questionnaire
Table 2: Questionnaire Analysis

Numbers Questionnaire Percent
No. Sent out 133 100.0
No. Returned 127 95.50
No. Not Returned 6 04.50

Source: Field Survey Data 2025

Table 2 indicates that a total of 133 questionnaires were distributed, of which 127 (95.50%) were
successfully retrieved, while 6 (4.50%) were not returned. Among the retrieved questionnaires, all
127 (95.50%) were deemed valid for analysis. The 6 (4.50%) unreturned questionnaires were
excluded, as they were either not retrieved or incorrectly completed and therefore discarded.

77| Page



ISSN: 4642 -4763
Volume 10, Number 2, 2025
Journal of Accounting & Marketing Research

University of Artois, 9 Rue du Temple, 62000 Arras, France

Range of Relationship and Descriptive Level of the Relationship

To assess the strength of relationships between variables, this study adopts the categorization
proposed by Dunn (2001). According to Dunn (2001, p. 222), beyond identifying the direction and
strength of a correlation, it is essential to describe the degree of association between the
independent variable (x) and the dependent variable (y). The table below presents the range and
descriptive levels of relationships as outlined by Dunn (2001).

Table 3: Range of Relationship and Descriptive Level of the Relationship

Range of relationship Degree of the relationship

values

+ 0.80 - 1.00 Very strong
+ 0.60 - 0.79 Strong

+ 0.40 - 0.59 Moderate
+ 0.20 - 0.39 Weak

+ 0.00 - 0.19 Very weak

Source: Adapted from Dunn (2001), Degree of Relationship Categorization.

In the table, a plus (+) sign indicates a positive relationship, while a minus (=) sign denotes a
negative relationship. The correlation coefficient (r) signifies both the strength and the direction of
the relationship between the variables under investigation.

Decision Rule
The decision regarding the hypotheses is based on the probability value (p-value) and the
significance level (a = 0.05):
o If the p-value is less than 0.05 (p < 0.05), the null hypothesis is rejected, indicating a
significant relationship between the variables.
o If the p-value is greater than 0.05 (p > 0.05), the null hypothesis is accepted, indicating an
insignificant relationship between the variables.

Hypothesis 1
Hoi: There is no significant relationship between rapid product innovation and customer
satisfaction among Fintech firms in Asaba, Delta State.

Table 4: Correlation Analysis of Rapid Product Innovation and Customer Satisfaction
Correlations

Rapid Product Innovation Customer Satisfaction

Rapid ProductPearson Correlation 1 .788"
Innovation Sig. (2-tailed) .000
N 127 127
Customer Pearson Correlation .788™ 1
Satisfaction Sig. (2-tailed) .000
N 127 127

**_Correlation is significant at the 0.01 level (2-tailed).

Source: (SPSS Output, 2025).

Table 4 reveals that the Pearson’s correlation coefficient (r) is 0.788**, indicating a strong and
positive relationship between the variables. This suggests that an increase in rapid product
innovation by Fintech firms in Asaba, Delta State, is strongly associated with higher levels of
customer satisfaction. Furthermore, the probability value (p-value) is 0.000, which is less than the
significance threshold of 0.05. Based on this result, the null hypothesis is rejected, leading to the
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conclusion that there is a significant relationship between rapid product innovation and customer
satisfaction.

Hypothesis 2

There is no significant relationship between flexibility in service delivery and customer satisfaction
among Fintech firms in Asaba, Delta State.

Table 5: Correlation Analysis of Flexibility in Service Delivery and Customer
Satisfaction

Correlations

Flexibility in Service Delivery  Customer Satisfaction

Flexibility  inPearson Correlation 1 719"
Service Sig. (2-tailed) .000
Delivery N 127 127
Customer  Pearson Correlation 719" 1
Satisfaction Sig. (2-tailed) .000

N 127 127

**_Correlation is significant at the 0.01 level (2-tailed).

Source: (SPSS Output, 2025).

Table 5 shows that the Pearson’s correlation coefficient (r) is 0.719**, indicating a strong and
positive relationship between the variables. This suggests that increased flexibility in service
delivery by Fintech firms in Asaba, Delta State, is strongly associated with higher customer
satisfaction. Additionally, the probability value (p-value) is 0.000, which is less than the 0.05
significance level. Consequently, the null hypothesis is rejected, and it is concluded that there is a
significant relationship between flexibility in service delivery and customer satisfaction.

Hypothesis 3

Hos: There is no significant relationship between responsiveness to customer feedback and
customer satisfaction among Fintech firms in Asaba, Delta State

Table 6: Correlation Analysis of Responsiveness to Customer Feedback and Customer
Satisfaction

Correlations

Responsiveness to Customer Feedback Customer Satisfaction

ResponsivenessPearson 1 707"

to CustomerCorrelation

Feedback Sig. (2-tailed) .000
N 127 127

Customer Pearson 707" 1

Satisfaction ~ Correlation

Sig. (2-tailed) .000

N 127 127
**_Correlation is significant at the 0.01 level (2-tailed).
Source: (SPSS Output, 2025).
Table 6 indicates that the Pearson’s correlation coefficient (r) is 0.707**, reflecting a strong and
positive relationship between the variables. This implies that higher responsiveness to customer
feedback by Fintech firms in Asaba, Delta State, is strongly associated with increased customer
satisfaction. Moreover, the probability value (p-value) is 0.000, which is less than the 0.05
significance level. Therefore, the null hypothesis is rejected, concluding that there is a significant
relationship between responsiveness to customer feedback and customer satisfaction.
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Summary of Findings
e There is a significant relationship between rapid product innovation and customer
satisfaction.
e There is a significant relationship between flexibility in service delivery and customer
satisfaction.
e There is a significant relationship between responsiveness to customer feedback and
customer satisfaction.

Discussion of Findings
1. Rapid Product Innovation and Customer Satisfaction

The results of the first hypothesis test indicate a significant association between rapid product
innovation and customer satisfaction. This finding aligns with existing literature. For example,
Chen et al. (2010), in their meta-analysis on the antecedents of new product development speed,
emphasized the pivotal role of organizational agility in facilitating rapid innovation. Their analysis
revealed that firms with flexible structures and market-oriented cultures tend to deliver superior
customer satisfaction due to their ability to swiftly adapt product offerings. Similarly, Eze et al.
(2018) found that proactive product development strategies in the Nigerian manufacturing sector
led to enhanced customer loyalty and satisfaction, particularly when product relevance and user-
centric designs were prioritized. Aslam et al. (2022) further supported this view in their study of
SMEs, concluding that rapid innovation contributes positively to customer satisfaction, especially
when paired with robust after-sales service and active customer involvement.

2. Flexibility in Service Delivery and Customer Satisfaction

As demonstrated in Table 5, there exists a statistically significant relationship between flexibility in
service delivery and customer satisfaction. This corroborates the findings of Zhang et al. (2020),
who, in their study on e-commerce logistics services in China, identified agility in delivery timelines
and customer service responsiveness as key drivers of positive consumer evaluations. Agyapong
(2011), examining the utility industry in Ghana, also highlighted that flexible service options and
prompt resolution of complaints were critical to customer retention. These findings are in
agreement with Zeithaml, Bitner, and Gremler (2017), who argue that flexibility in service
operations helps build emotional connections between providers and customers, thereby
enhancing long-term loyalty.

3. Responsiveness to Customer Feedback and Customer Satisfaction

The third hypothesis confirmed a significant link between responsiveness to customer feedback
and customer satisfaction. This result is consistent with prior empirical evidence. Mohammed,
Yakubu, and Lawal (2024), in their study on the Nigerian telecommunications sector, found that
responsiveness (B = 0.142, p = 0.006) and empathy significantly predicted customer satisfaction,
accounting for 57.8% of the observed variation. In the hospitality sector, Ibrahim and Oludare
(2024) reported that swift and effective complaint handling significantly enhanced customer
perceptions and brand reputation in Lagos-based hotels. Similarly, Al-Ababneh and Lockyer (2021),
in their study of the Jordanian banking industry, emphasized the role of rapid service recovery and
empathetic complaint management in elevating customer satisfaction. Zhang et al. (2022) also
demonstrated that responsiveness in live chat and digital service platforms strongly correlates with
customer satisfaction, especially among younger users who expect real-time assistance.

Implications for Practice
The findings underscore the importance of embedding agility into core business operations. For
Fintech firms and service-oriented organizations, strategic agility is not merely a competitive

80|Page



ISSN: 4642 -4763
Volume 10, Number 2, 2025
Journal of Accounting & Marketing Research

University of Artois, 9 Rue du Temple, 62000 Arras, France

advantage, it is essential for survival and growth in today’s fast-paced digital economy. Companies
that fail to innovate quickly, adapt service models, or respond to customer concerns risk falling
behind more agile competitors.

Conclusion and Recommendations

This study investigated the relationship between strategic agility, specifically rapid product
innovation, flexibility in service delivery, and responsiveness to customer feedback and customer
satisfaction among Fintech firms operating in Asaba, Delta State, Nigeria. The findings revealed
that all three strategic agility dimensions had significant and positive associations with customer
satisfaction. These results reinforce the argument that agile firms are better positioned to meet
evolving customer expectations, retain loyalty, and sustain competitive advantage in dynamic
markets.

Based on the study's findings, the following strategic actions are advised for Fintech firms to
enhance customer satisfaction through agility:

1. Strengthen Innovation Capacity: Fintech firms should build robust internal structures that
promote continuous innovation. This includes forming multidisciplinary teams, integrating
agile work practices, and utilizing customer insights to guide the development of new
products and services.

2. Improve Service Delivery Flexibility: Companies should reassess and redesign their service
models to support greater customization, scalability, and adaptability. Implementing
advanced digital solutions, such as Al-driven interfaces and self-service technologies, can
help deliver flexible yet efficient customer experiences.

3. Develop Effective Feedback Systems. Establishing structured and responsive feedback
channels is essential. Organizations should enable real-time collection and analysis of
customer input, while also ensuring that frontline staff are well-trained in empathetic
interaction and empowered to resolve issues promptly.

4. Embed Customer Focus in Strategic Planning: Efforts to increase strategic agility should be
rooted in a deep commitment to customer needs. Leadership must cultivate an
organizational culture that values responsiveness, continuous improvement, and puts
customer satisfaction at the center of decision-making.
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