


Investigating the role of Entrepreneurial Agility in the relationship between E-business Model Innovation and Competitive Advantage in the Hypermarket Industry in Port-Harcourt, Nigeria

[bookmark: _GoBack]

Abstract
This research is to investigate the role of entrepreneurial agility in the relationship between e-business model innovation and competitive advantage in the hypermarket industry in Port-Harcourt, Nigeria, using a cross-sectional survey. Five hundred and sixty-four (564) workers were taken from 25 hypermarket stores in Port-Harcourt, Rivers State, Nigeria. This study adopted the questionnaire method for data collection. Structural equation modelling was adopted for hypothesis analysis. The study result revealed that entrepreneurial agility moderates the relationship between e-business model innovation and competitive advantage. The research concludes that e-business model innovation, if properly designed and deployed for the firm's performance enhancement, would likely lead to sustainable competitive advantage of hypermarket businesses across the globe. A main implication of this study is that Hypermarket owners and practitioners across the globe must go beyond adopting digital tools to integrating agility in their strategic and operational framework to avoid stagnancy and being less competitive in an intensely competitive hypermarket industry. The uniqueness and originality of this research springs from the fact that no research has predicted competitive advantage through e-business model innovation in the hypermarket industry.
Introduction
The contemporary business environment is highly characterized by rapid advancements in technology, digital disruption, and elevated market competition. In emerging economies like Nigeria, the growth and survival of hypermarkets are critically determined by their ability to innovate business models through digital technologies (Teece, 2018). E-business model innovation allows for the configuration of value propositions, enhances customer experiences, and optimizes cost structures, thereby offering avenues to attain sustainable competitive advantage (Baden-Fuller & Haefliger, 2013). However, though e-business model innovation offers significant opportunities, it is not guaranteed except organizations have the adaptive abilities to swiftly respond to environmental dynamics. Also, Haylemariam (2024) contended that the mere application of an e-business model may not necessarily guarantee a competitive advantage without factoring in the importance of organizational capability to quickly and effectively respond to the changes in the market and unforeseen challenges. This brings up the question of how entrepreneurial agility (the organization’s ability to perceive, capture, and proactively reconfigure resources) determines the relationship between e-business model innovation and competitive advantage.
Research works such as Savič et al (2016) and Leipziger et al (2024) point to organizational capabilities, essentially those that allow quick sensing, decision making, and redesigning, which are crucial facilitators of successful business model transition. Entrepreneurial agility (EA) is one of such capabilities. Johnson-Bryant (2024) defined entrepreneurial agility (EA) as the ability of an organization to possess the foresight to forecast changes, the adaptability to adjust strategies, and the pace to effectively execute these changes. EA includes everything from operational harmonization to strategic pivots, all focused on sustaining customer satisfaction and competitive advantage. Surveys by Hagen et al (2024) showed that EA enhances the link between innovation activities and organizational outcomes, depicting as a dynamic capability that determines whether advantage is delivered by innovations. Port Harcourt is a major commercial hub in the rich Niger Delta region of Nigeria, which offers a good empirical setting for studying these dynamics. This ecosystem is characterized by intense competition and modern retail infrastructure investment, which includes large malls and branded hypermarkets. 
Nevertheless, previous research, which includes Amit et al (2023), Wirtz et al (2024), and Natasha Saqib et al (2025), has used e-business model innovation as the independent variable with other dependent variables; however, this approach is different from the current study. This study focuses on how e-business model innovation can be leveraged in gaining a competitive edge in the Port Harcourt hypermarket industry while observing entrepreneurial agility as the moderating variable, which previous research didn’t observe. Nevertheless, the significance of this study's novelty is in examining the role of entrepreneurial agility on the association between e-business model innovation and competitive advantage in the hypermarket business environment. This study contributes to academia, hypermarket practitioners, and policymakers in various ways. Academia will achieve more insight regarding the perceived role of entrepreneurial agility on the relationship between e-business model innovation and the competitive advantage of the hypermarkets' business environment. Additionally, the hypermarket business regulator, practitioners, and policymakers would be equipped with the new e-business model innovations nomenclature, such as digital technology innovation and value capture innovation, as opposed to depending on the traditional business model innovation methods. To achieve the aforementioned study aim, the study reviewed literatures that align with the independent, dependent, and moderating variables in the sections below.

Literature review
E-Business Model Innovation
The theoretical underpinning that best explains e-business model innovation (EBMI) is the blue ocean strategy. Blue Ocean Strategy Theory was propounded by Kim & Mauborgne in 2005. This theory states that organisations can achieve superior market stands through the creation of new and uncontested market spaces (blue oceans) as opposed to competing in an already existing market saturated with stiff competition (Red Ocean). In relation to e-business model innovation, by its nature, EBMI involves leveraging digital technologies to redesign value propositions, cost structures optimization, and reach new segments, all of which are intadem with the core of Blue Ocean Strategy. Kim & Mauborgne (2015) supported that these elements are closely aligned with Blue Ocean Strategy principles, which focus on creating market spaces that are not contested through value innovation as opposed to competing in already saturated markets. The concept of EBMI gained traction in contemporary strategic management discourse in the early 2000s due to the dot-com boom, which led to the proliferation of internet-based businesses. Timmers (1998) was among the first people to apply the business model within the e-commerce context. Afterwards, the concept gained general acceptance in various indexed journals (Amit & Zott, 2001). In line with the aforementioned evidence, Nosratabadi et al (2020) & Daradkeh et al (2023) stressed that technological advancements are rapidly changing hypermarket consumer behaviours and advised that to remain competitive in the marketplace, adoption of EBMI is crucial. What, then, is e-business model innovation? Trischler & Li-Ying (2023) stated that EBMI is the creation, modification, or redefinition of a company’s fundamental structure and components to leverage digital technologies for new value propositions, capture, and delivery.
Nonetheless, validation of some recent studies has stated valid and reliable measures of EBMI to include value capture innovation and digital technology innovation (Salfore et al., 2023; Wang & Yang, 2024). In this study, value capture innovation refers to a set of changes and new mechanisms to an organization’s business model that allow the organization to convert the value it creates for customers into sustainable economic returns. Michel (2024) views value capture innovation to include exploration of new streams of revenue and leveraging scale, data, and physical presence to attain optimum economic benefit from the value provided to millions of customers. Tiets, & Parket (2010) added that it requires a cross-functional strategic approach, which is beyond just selling products to becoming a solution provider to diverse customer needs. In the e-business context, this includes digital technologies that enable redesigned pricing, revenue models, data monetization methods, partner/ecosystem split, and cost/scale structures (Teece et al., 2017). Value capture innovation is what actually turns the gains from value creation into profit, which often requires reevaluating how value is priced, who pays, and how participants or partners across the platform share the gains. In tandem with the above views, Åström et al (2022) contended that value capture innovation in e-business model innovation is based on making sure that digital value creation economic benefits are adequately realized by the innovating enterprise, ensuring sustainable growth and competitive advantage in a quickly evolving digital landscape. In agreement with Åström et al (2022) contention, Menter et al (2023) contended that organizations that intentionally innovate their value capture model are likely to witness better performance from business model innovation. 
On the other hand, digital technology innovation (DTI) is the process and outcomes whereby enterprises use digital technology as the main factor in the creation of new processes, products, organizations, and business models, leveraging digital technologies which include artificial intelligence (AI), blockchain, Internet of Things (IOT), and cloud computing (Nambisan et al. 2017). Digital technology innovation also has to do with refining current knowledge and resources to improve existing capabilities and incremental optimization of products and services. DTI subdivision includes digital technology invention patents and digital technology utility model patents (Qi et al., 2021). DTI is based on the idea that digital resources, identified by their homogeneity, availability, and programmability, can be reconfigured and integrated to create new value (Peiyao & Benrui, 2024). Digital technology innovation in the hypermarket industry is undergoing a major transformation caused by artificial intelligence (AI) and digital technology. This revolution is transforming the sector beyond its traditional niche on low-cost products and convenience, embracing innovation to improve efficiency, enhance customer experience, and maximize operations (Galvan, 2025). DTI within the hypermarket ecosystem focuses primarily on improving customer experience, enhancing efficiency, and streamlining operations through the consolidation of AI, data analytics, and automation. Berman (2012) further encouraged hypermarket practitioners and policy makers to embrace DTI for enhancing operational efficiency, enabling data-driven decision-making, and improving customer experience. It was based on this contention that Grewal et al (2020) suggested that hypermarket professionals should adopt digital sales data and customer analytics to enhance catalog pricing, planning, and marketing. Survey reports have shown that value capture innovation and digital technology innovation are paramount to an organization’s agility and its ability to attain and sustain competitive advantage in today’s changing business ecosystem (Smith, 2024).
Regarding the previous empirical study on EBMI, there are very few studies in the literature that have explored its impact on other criterion variables. Nwosu and Waribugo (2024) examined business model innovation and organisational resilience of commercial banks in South-South, Nigeria, using a cross-sectional survey and found that there is a positive and significant relationship between business model innovation and organisational resilience. The result of their study revealed that organisational resilience is improved by value capture innovation and value proposition innovation. On the other hand, Abioye & Mustapha (2023) investigated the effect of digital business innovation and financial inclusion: Panacea of Nigeria’s economic growth, using structural equation modelling, and found that there is a significant positive relationship between digital business innovation and financial inclusion. The result of their study revealed that digital business innovation enhances financial inclusion, which improves Nigeria’s economic growth. Also, Gagnon (2003) explored the impact of E-business model innovation on capacity building of e-commerce ventures, using regression analysis, and found that the relative success or failure of creative e-business models can be greatly impacted by a number of common barriers to capability growth. The study result showed that this relationship might be mitigated by a more abundant resource base. The aforementioned studies did not examine the predictability of Competitive advantage through EBMI. It is on this basis that the present study was conducted, showing its originality and uniqueness.
Competitive Advantage
Competitive advantage (CA) can be explained by the Generic Strategies Theory established by Michael Porter in 1980 and elaborated in 1985. This theory is essential for firms operating in a competitive environment in enabling them to improve performance and sustainability (Islami, Mustafa & Topuzovska, 2020). The generic strategies theory argues that the profitability of a firm is determined by its position within the industry. The theory further stated that a firm can achieve sustainable CA either by lowering costs or differentiating its products/services (Jurevicius, 2025). In support of the aforementioned, Porter (1980) contended that competitive advantages come from either providing comparable value at a lower cost (cost leadership) or providing quality value to customers that they are willing to pay for at a premium (differentiation). Competitive advantage is the distinctive edge that enables firms to exceed their competitors’ performance through higher efficiency, unique offerings, or superior quality that cannot be easily replicated by others (Twin, 2025). Advancing further, Friesenbichler & Reinstaller (2022) contended that competitive advantage comes from the strategic choices of a company's focus on seizing market opportunities.  Considering the above, some scholars viewed CA as rare capabilities that can’t be matched by existing or prospective competitors (Amesho et al. 2021). Other scholars emphasized that CA is a stagnant outcome but a dynamic capability that changes as firms adapt to changes in technology, competitive pressures, and shifts in consumers’ preferences (Teece, Pisano, & Shuen, 1997). This reinforces the importance of innovation, agility, and optimizing resources in maintaining an edge over competitors. Together, these strategic elements make up the base of sustained competitive advantage, emphasizing the need for organizations to consistently evolve and adapt to succeed in this era of global competition.
Fostering the significance of competitive advantage in business (Kernez, 2024) contended that attaining competitive advantage is critical to the success and visibility of the business, and it must develop these capabilities that give an edge over industrial rivals. Teece et al (1997) contended that policymakers and regulators perceived firms with solid competitive advantages as contributors to economic growth, industry standards, and global competitiveness. However, previous studies had authenticated competitive advantage dimensions to include cost advantage (CA) and Innovation advantage (IA) (Downing, 2018; Farhikhteh & Farhikhteh, 2023). Cost advantage is concerned with the ability of a firm to surpass its competitors in terms of costs, becoming the least cost producer or provider within an industry (Daoud & Tarek, 2023). Organisations achieve cost advantage through some means, usually through optimization of their value chain, which includes the entire process from raw materials to the finished product offered to the customer. Porter (1985) highlighted that a firm with a cost advantage is likely to have superior performance in the market. CA is key to establishing a sustainable competitive edge in the market. Wanyama et al (2024) view innovation advantage as an organization’s ability to surpass competitors by adequately developing and implementing new products, processes, or business models that produce distinctive values for customers or substantially enhance efficiency. They went further to opine that innovation is crucial in driving competitive advantage because it enables firms to distinguish themselves, adjust to market shifts, and optimize utilization of resources. From the dynamic capabilities context, Teece et al (1997) maintained that innovation advantage is affirmed through a firm’s capability to integrate, create, and configure both internal and external competencies to address rapid environmental changes. 
Entrepreneurial Agility
Karimi & Walter (2021) refer to entrepreneurial agility (EA) as the analytical management ability to forecast, visualize, and take advantage of entrepreneurial opportunities. These analytical abilities can be related to entrepreneurship domains, such as corporate, social, international, and professional entrepreneurship. Khan and Rehman (2023) stressed that EA is the capability of an individual or organization to foresee, anticipate, envision, and exploit unexpected entrepreneurial market challenges and opportunities. Entrepreneurial agility is the overall organizational capability to adapt to changes effectively and efficiently (Zulganef et al., 2023). Geissdoerfer et al (2018) contended that for organizations to survive in a dynamic and increasingly disruptive e-business environment, they must innovate their organizational structure by redesigning and rethinking their manufacturing process, distribution mechanism and service structure. Oga and Onouha (2020) stated that any business that is capable of developing agility will be able to function successfully in a hyper-competitive environment by continuously adapting to environmental changes. EA in an exogenous environment is crucial in determining a business's success and failure. In support of the aforementioned, Wairimu et al (2021) asserted that enterprises without EA will be incapable of accepting changes due to insufficient information about environmental dynamics, leading to an inability to meet customers' rapidly changing demands, and being behind competitors. Chesbrough (2007) argued that for a business model to be innovative, managers are expected to design a market-required model, subject it to test to determine what works or not, systemize a learning mechanism, manage the market needs, and finalize the business model.
Value Capture Innovation and Cost Advantage
Value capture innovation concept has become imperative in today’s dynamic exogenous environment characterized by rapid technological change and increasing flow of information, which can easily wipe out any competitive advantages gained by an organization (PWC, 2001). Value-capture innovations are changes to a firm’s business model, operations, or commercialization that increase the firm’s share of the total value created in its market either by increasing its retained margin or lowering its per-unit cost. In tandem with the above view, Teece (2010) asserted that it has become imperative to be aware of how to capture value emanating from new products and services due to our current customer-centric environment. Also, Jorgenson (2015) opined that organizations that succeed at value capture innovation know that creating value is only the beginning, followed by their ability to effectively turn that value into profit and revenue, which determines the long-term success of the organization. Kenton (2025) asserted that massive-scale operations enable the bulk purchase of goods directly from large distributors and manufacturers. He went further to contend that this large volume metamorphoses into a smaller cost per unit as a result of the bulk discount, reduced cost of transportation per item, and more favourable payment conditions. To further attain cost advantage, Boussalham and Ejjami (2024) are of the view that heavy investment in sophisticated supply chain logistics and adoption of just-in-time inventory systems powered by advanced data analytics will no longer be required at individual outlets, and large expensive storage spaces. Adebayo (2023) and Sarisa (2021) are of the view that hypermarkets can attain cost advantage by strategically optimizing shelf space, placing items with high margins, creating an engaging shopping environment, encouraging impulse purchases, and improving total sales volume, thereby capturing higher value per square foot of retail space. In this study, e-business model innovation is the prerogative of top management. Brynjolfsson & McElheran (2016) opined that to attain cost advantage, managers must adopt data-driven decision making, enabling them to make more informed decisions that can lean operations and reduce waste. Colombo, Hoisl, and Reichstein, et al (2023) are of the opinion that management should endevour to manage crowdsourcing campaigns and pick qualified partners, as this plays a crucial role in striking the balance between value creation and capture, which can potentially lead to cost advantages through assessing external talent, thereby providing more efficient solutions. Therefore, value capture innovation is essential for a cost advantage. It is based on this backdrop that the first hypothesis was formulated by the researchers.
H1: Value Capture Innovation (VCI) and Cost Advantage (CA).
Digital Technology Innovation and Innovation Advantage
Digital technological innovation (DTI) plays a critical role in attaining sustainable innovation advantage through fostering process optimization, new product development, and the transformation of business models across various industries. In support of the above, Mihai et al (2025) stated that within a sustainability-oriented innovation context, organizations are able to establish an environment that provides friendlier and socially responsible solutions using digital tools and platforms. One of the key ways digital technological innovation leads to innovation advantage is through the speed of the development cycles of products and services (Denner et al, 2018). In addition, Kohtamäki et al (2019) asserted that digitalization enhances the establishment of new business models and revenue streams, enabling a significant innovation advantage. Organizations can provide servtizied solutions by leveraging digital platforms, where products are jostled with services, or to build totally new digital-first offerings. Wolniak, Stecuła, and Aydın (2024) are of the view that hypermarket innovation advantage in this digitally transforming ecosystem is centered on their capacity to strategically combine these technologies to create seamless, personalized, and efficient shopping experiences that cater to evolving consumer demands, at the same time optimizing their own operations. The future of hypermarket is expected to be described by increasingly smart, interconnected environments, where larger roles are played by AI and automation (Wolniak, Stecuła, and Aydın, 2024). Based on the above contentions, the second hypothesis is hereby formulated.
H2: Digital Technology Innovation and Innovation Advantage
Moderating Role of Entrepreneurial Agility on E-business Model Innovation and Competitive Advantage
Prior research surveys had shown that entrepreneurial agility (EA) had moderated a lot of organizational variables. Karimi and Walter (2021) results indicate that entrepreneurial agility moderates the relationship between digital entrepreneurship and creating value in response to digital disruption in the newspaper industry in the USA. Aswan (2023) in his study shows that strategic agility moderates the relationship between entrepreneurial orientation and the competitive advantage of SMEs in Yogyakarta Special Region Province in Indonesia. Alborathy, Masmoudi, and Ismael (2023) found that EA moderates the relationship between entrepreneurial orientation and the strategic entrepreneurship of Iraqi Ministry of Agriculture-affiliated companies. Akkaya & Qaısar (2021) findings revealed that EA moderates the association between dynamic capabilities and the market performance of SMEs in Turkey and Malaysia. In addition, the result of Rumman (2022) revealed that entrepreneurial alertness moderates the correlation between strategic agility and business continuity management of the company Jordan Design and Development Bureau.
H3: Entrepreneurial Agility moderates the relationship between e-business model innovation and competitive advantage.
Materials and Methods
Participants and Sampling 
This research adopted a cross-sectional survey research design that aligns with the research philosophy of positivism, which is centered on the adoption of a questionnaire for the collection of data over a short period (Saunders et al., 2009). Also, the target population consists of twenty-five (25) hypermarkets (Market Square-11 outlets, Everyday Supermarket-6 outlets, Hypercity Retail Limited-3 outlets, Shoprite-1 outlet, Spar-1 outlet, Next Cash & Carry-1 outlet, and LiniChun-3 outlets) from the Port-Harcourt Business Directory and was surveyed with purposive sampling. Thus, a total of five hundred and sixty-four (564) staff from the population of the study were derived from the accessible population. The Yero Yamane method, as described by Osarosee and Laoye (2024), was adopted to arrive at a sample size of two hundred and thirty-four (234) from the total population. Self-administered questionnaire was used as the method of data collection. Research best practices were observed. Two of the authors who reside in Port-Harcourt were responsible for data collection. These respondents were informed by the researchers that the information shared by them would be kept confidential. Having gotten the permission from the participants, the researcher informed the participants that the objective of the research is to examine the effect of e-business model innovation on competitive advantage in the Port-Harcourt hypermarket industry. Following further clarification, the respondents consented to take part in the study and gave the authors instructions to return and collect the questionnaire within a month. The authors then distributed to the participants two hundred and thirty-four (234) instruments at their different hypermarket outlets. Upon retrieving the questionnaire, two of the researchers who reside in Port-Harcourt found that only two hundred and twenty-six (226) questionnaires (96.6% completion) were filled out correctly, while 8 (8) copies (3.4%) were filled out erroneously. The copies that were accurately filled out were the ones that were analyzed. The formulated hypotheses were analyzed using Partial Least Squares-Structural Equation Modelling (inner model evaluation). Prior to this, validity and reliability were evaluated using the outer model evaluation in order to verify that the collected data met the fitness criteria. Convergent validity was determined using factor loadings and average variance extracted from the outer model evaluation, discriminant validity was determined using the Fornell-Lacker criterion, and reliability was evaluated using Cronbach's alpha and composite reliability measures. ADANCO 2.3.1 was used to perform the aforementioned analyses, and Statistical Package for the Social Sciences version 20.0 was used to analyze the participants' demographic data using frequency distribution.
Measures and procedure
Base on variable measurement, the authors employed rule of thumb to manage the instrument already developed, which emphasizes that to prevent duplication of the valid instruments results already developed, the researcher will have to use and modify the wordings, if necessary, to match the environment where it would be adopted to extract data and ensure proper citation of the sources (Ghauri et al, 2020). Going by the above affirmation that the authors adopted a validated and reliable E-business Models Innovation (EBMI) developed by Trischler & Li-Ying (2023), containing VCI and DTI confirmed by Salfore et al (2023). Porter (1980) validated Competitive Advantage instrument was adopted, while Karimi & Walter (2021) validated Entrepreneurial Agility which was also adopted.
Results
Demographics
The respondents’ gender distribution in Table 1 showed that 121 respondents, representing 53.5%, are males, while 105 of the participants, representing 46.5% are females. The age results of the respondents revealed that 22 participants, representing 9.7% are within the age bracket of 18-25 years; 103 respondents, representing 45.6%, are within the age bracket 26-35 years; 84 participants, representing 37.2%, are aged 36-45 years; 17 respondents, representing 7.5%, are aged 46 and above. Participants’ working experience showed that 175 participants, representing 77.4%, have worked for 1-7 years, while 51 participants, representing 22.6% have worked for 8 years and above. The education achievement result revealed that 66 respondents, representing 29.2%, attended secondary education, 139 respondents, representing 61.5% attended higher institution education, while 21 respondents, representing 9.3% attended other forms of education.
Table 1
Respondents’ profile
	Demographic Factors              Frequency                     Percent (%)
Gender
Male                                           121                                 53.5
Female                                       105                                 46.5
Age (years)
18 – 25                                       22                                   9.7
26 – 35                                       103                                45.6
36 – 45                                       84                                  37.2
46 and above                            17                                  7.5
Work Experience (years)
1 – 7                                           175                                77.4
8 and above                              51                                  22.6
Educational Attainment
Secondary                                 66                                  29.2
Higher Institution                    139                                61.5
Others                                        21                                  9.3



Outer Model Evaluation
Table 2 revealed the range of factor loadings, Average Variance Extracted (AVE), Composite Reliability (CR), and Cronbach’s Alpha (CA). As presented by Gefen, Straub, and Boudreau (2000), factor loading for convergent validity must reach 0.70 and above, while the Average Variance Extracted value must get up to 0.5 and above. As revealed, the factor loadings values were found to be between 0.70 and 0.88, showing that the items are good indicators of their constructs. The minimum mark was exceeded by Average Variance Extracted (AVE) values, with the lowest being 0.66, which affirms convergent validity. Based on reliability, the composite reliabilities were beyond 0.70 and Cronbach alpha values were seen to be above 0.70, both indicating that each scale has a strong internal consistency.
Table 2
Factor Loadings, Average Variance Extracted, Composite Reliability, and Convergent Validity
	Construct               No. of     Ranges of       Average                    Compose          Cronbach’s
                                Items      Factor              Variance                    Reliability         Alpha
                                               Loadings           Extracted (AVE)        (CR)
Value Capture           8        0.73-0.83        0.66                                0.90                 0.86
Innovation
Digital Technology    8       0.70-0.86        0.68                                 0.91                0.88
Innovation
Cost Adv                     6       0.74-0.85        0.67                                 0.90                0.87                
Innovation Adv          9       0.70-0.88        0.69                                 0.91                0.89  
Entrepreneurial         6       0.75-0.87        0.68                                 0.92                0.88
Agility


Table 3 results revealed the discriminant validity with values showing that each of the indicator items is valid. To determine discriminant validity, each of the construct square roots should be more than its correlation with other constructs (Hair et al, 2021). As seen by adopting the Fornell-Larcker Criterion, the diagonal value (i.e., AVEs square roots) is more than the correlation of the off-diagonal. This means that the constructs are unique, validating discriminant validity (Hair et al, 2021).
Table 3
Discriminant Validity – Fornell-Larcher Criterion
	                                            VCI                      DTI                       CA                     IA                        EA
Value Capture                   0.824                  0.41                     0.45                  0.39                    0.40            
Innovation
Digital Technology            0.41                    0.812                  0.40                  0.46                     0.42
Innovation
Cost Adv                             0.45                    0.40                     0.826               0.34                      0.37
Innovation Adv                  0.39                    0.46                    0.34                  0.818                    0.42
Entrepreneurial  Agility    0.40                    0.42                    0.37                  0.41                      0.821



Inner Model Evaluation
Table 4 below reveals the result of the structural path of the research hypotheses. The study findings were based on Gefen et al (2000); Hair et al (2021) recommendation, which states that the p-values should not be more than 0.05 at 5% level (95% confidence) and t-values higher than 1.96 at the level of 5% in a two-tailed test, as seen in the study. H1 result showed that value capture innovation has a positive effect on cost advantage, the finding is based on the p-value of 0.00 as well as the t-value of 2.92, both are beyond their thresholds respectively. H2 result indicated that digital technology innovation has a significant positive effect on the innovation aspect of competitive advantage, with a 0.01 p-value and t-value of 3.17. Finally, H3 result indicated that entrepreneurial agility moderates the relationship between e-business model innovation and competitive advantage, with a 0.01 p-value and t-value of 2.76.
Table 4
Structural Paths
	Hypotheses      Path                 β (Std.                  SE        t-               p-              Interpretation
                                                     estimate)                         value       value    
H1                       Value →             0.36                   0.12     2.92          0.00          Significant                                
                            Capture                                                                                         positive effect
                            Innovation
H2                       Digital →            0.43                   0.15     3.17           0.01         Significant
                            Technology                                                                                    positive effect
                            Innovation
H3                       (EBMI x EA) →   0.28                  0.11      2.76           0.01         Significant  
                            Competitive                                                                                    positive moderating 
                            Advantage                                                                                     effect


The f² (Cohen’s f-squared) is adopted to reveal the extent of the contribution of the predictor variable on the criterion variable and the controlling variable on the primary construct (Cohen, 1988). Table 5 showed that all three hypotheses were respectively affected moderately by the predictor variables and the controlling variables.
Table 5
Effect Size (f²)
	Path                                                                                                 f²             Effect Size Interpretation
Value Capture Innovation → Cost Advantage                         0.18         Moderate effect
Digital Technology Innovation → Innovation Advantage      0.20         Moderate effect
Moderating Effect (Entrepreneurial Agility)                            0.16         Moderate effect



Discussion
The aim of this study was to investigate the role of entrepreneurial agility in the relationship between e-business model innovation and the competitive advantage of Hypermarkets in Port-Harcourt. The results reveal that EBMI is associated with the dimensions of competitive advantage. The results further demonstrated that the two dimensions of e-business model innovation have a positive and significant relationship with competitive advantage. Also, the findings further indicated that there is a moderating effect of entrepreneurial agility on the relationship. The research findings collaborate with prior literature that states that EBMI is imperative to hypermarkets because hybrid and online (pickup/delivery) grow continuously and reshape consumer expectations, including economics (Simmons et al, 2022). Value capture innovation of hypermarkets within the Port-Harcourt environment includes private labels, dynamic promotions and pricing, bulk procurement and supplier partnership, centralized distribution and inventory technologies, and loyalty/omnichannel strategies that enhance basket size and recurrent purchases. Ikpe et al (2025) assert that value capture for hypermarket goes beyond value creation (better products or services), it includes channels that turn value into higher margins, smaller unit costs, or better working capital. A recent study by Adebanjo (2025) affirmed that the adoption of digital tools such as digital inventory and POS technologies by hypermarkets lowers working capital and holding costs, shrinkage and stockouts, enhancing smaller safety stocks and higher inventory turns. The aforementioned is supported by a retail study and sector report conducted by Mbonu (2025), which stated that these innovations are targeted at converting scale and data into lower cost of goods sold, reduced cost of logistics/unit distribution, and higher margin per customer visit. Oxford Business Group (2024) and Euromonitor Market (2024) reports proposed that value capture innovation should not be a strategic lever for hypermarkets, but rather to develop a cost advantage and effectively compete in Nigeria’s highly price-sensitive market. Going by the abovementioned results, the first hypothesis showed that value capture innovation is very significant in enhancing cost advantage. For a hypermarket in Port-Harcourt to be competitive on price, convenience, assortment, and services, it needs to integrate traditional brick-and-mortar models and digital technologies such as e-commerce platforms, digital payments, mobile/omnichannel ordering, inventory automation, and analytics. A recent study by Leese (2025) reveals that this transition is already producing measurable benefits to hypermarkets in terms of operations and customer experience. To gain a competitive edge, it becomes imperative for Hypermarket to launch online ordering and home-delivering offerings and also leverage international e-commerce platforms like Jumia and Konga to support local operations. Leese (2025) also asserts that customer engagement can be enhanced using social media digital platforms like Facebook, X, WhatsApp, and Instagram, thereby increasing customer satisfaction, loyalty, and retention. Additionally, Nambisan (2017) study is of the view that collaborative tools and digital platforms enhance seamless interaction between designers, product managers, and marketers, ensuring customer and organizational goals align. This improvement in collaboration not only speeds up the time-to-market but also improves customer satisfaction and product quality. From the positivity of the above studies, the second hypothesis revealed that digital technologies innovation is highly significant in improving innovation advantage. The third research hypothesis result showed that entrepreneurial agility significantly moderated the relationship between e-business model innovation and competitive advantage. This aligns with the results of Martin (2021), Ikpe et al (2025), Nnorom (2023), and Anaehobi (2024). Most of these studies were unable to ascertain how entrepreneurial agility moderates the effect of e-business model innovation and competitive advantage. However, the moderating factor suggests that entrepreneurial agility, i.e., the ability of firms and managers to perceive opportunities, quickly capture them, and reconfigure resources, magnifies the positive effect of e-business model innovation on the competitive advantage of hypermarkets in Port-Harcourt. That is, EBMI delivers larger gains (in speed-to-market, cost, customer intimacy, and differentiation) when hypermarkets are entrepreneurially agile.
Research implications
Going by the findings, the study mentioned specific implications by filling previous studies' research gaps.
Theoretical Implications
Theoretically, the implication of this research is that hypermarket practitioners would be aware of the benefits of integrating the e-business model into their strategies. This will enhance their unique capabilities for sustained competitiveness. Additionally, hypermarkets and strategy-based researchers who are keen on conducting further investigation into e-business model innovation can be directed by the dimensions this study adopted to predict the dependent variable. The findings provide empirical evidence for the correlation between innovation adaptation and competitive advantage, thereby supporting the views on how strategy configuration influences organizational outcomes. This study extends current models, showing that the effectiveness of innovation activities is dependent on context through entrepreneurial agility inclusion as a moderator. It is based on this premise that future studies can explore other moderator factors.
Practical Implications
Based on the research findings, hypermarket business practitioners and managers are expected to regularly modify their business model strategies in conformity with trending technologies as this will enhance adaptability and eliminate obsolete. Hypermarket owners and the practitioners across the globe must go beyond adopting digital tools to integrating agility in their strategic and operational frameworks. This will enable them to leverage emerging opportunities, absorb competitive pressure, and gain long-term relevance in the global transforming retail landscape. In addition, to support a competitive edge, hypermarkets need to blend digital marketing strategies and traditional strengths. This can be done through the combination of cost efficiency, convenience, brand strength, product variety, and technological innovation. Hypermarkets function in a business environment characterized by rapid change and high volatility, making entrepreneurial agility serves as a critical moderator that improves innovation effectiveness. Again, an organizational culture should be adopted that encourages entrepreneurial agility by focusing on rapid market trend adaptation, optimizing customer experience through personalization, leveraging data-driven insights, and sustaining operational flexibility. 
Limitations and Directions of Further Research
In relation to this study's limitations, the geographical scope, limited research on e-business model innovation, cross-sectional survey design, and the method of the study analysis were considered as this research main limitations. However, to fill these gaps, the authors of the study recommended that different industries and countries should carry out more investigations on e-business model innovation before making generalizations. The study also has a limitation in the adoption of the questionnaire as the single method of data collection. The study supports preceding investigations to adopt an interview guide and questionnaire to identify if variation could be found in the current research. Also, future investigations should adopt other moderating variables and longitudinal surveys to pinpoint loopholes in the present research.
Conclusion
The research findings showed that entrepreneurial agility (EA) moderated the relationship between e-business model innovation and competitive advantage in the hypermarket sector. Based on the findings above, this research concludes that EBMI, which is measured with value capture innovation and digital technologies innovation, can improve competitive advantage, which is measured through cost advantage and innovation advantage in the hypermarket industry. What these findings mean is that an increase in e-business model innovation enhances the competitive advantage of hypermarket firms. This finding revealed the importance of EBMI as a strategic driver for hypermarkets' competitiveness in an increasingly digitalized and competitive retail environment. Also, the finding highlights that only EBMI may not assume sustained advantage; it also requires entrepreneurial agility, which provides adaptive capacity. Entrepreneurial agility ensures hypermarkets are able to respond quickly to regulatory shifts, customer preferences, and technological disruptions. 
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