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ABSTRACT: The  competitive  environment in  the
telecommunications industry in Nigeria has radically shifted with the
doubling of major industry players from two to four and subsequent
surplus in production capacities. The dramatic changes occurring
within the telecommunications industry are causing a number of
established industry players to struggle with sustaining the
previously high levels of profitability, with core strategies being to
either differentiate or become low-cost players. This study examined
the relationship between blue ocean strategy and the performance of
selected telecommunication companies in Enugu Nigeria. Population
of the study making up a total of three thousand eight hundred and
five (3,805) constitutes the staff and management of MTN,
Globalcom, and Airtel in Enugu metropolis in the month of
December, 2024. Data for the study were collected through the
distribution of well-structured questionnaires. The Cochran Sample
determiner was used as the sample size derivation statistic and it
yielded three hundred and fifty (350). The study utilized both
qualitative and quantitative approaches to data analysis. This is
through the descriptive and inferential statistical tools of analysis.
The descriptive that was used in the interpretation and analyses of
data through the frequency tables and simple percentages. The major
findings of the research are that reduction strategy has a positive and
significant effect on the performance of telecommunication
companies in Enugu State, elimination strategy has a positive and
significant effect on the performance of telecommunication
companies in Enugu State, creative strategy has a positive and
significant effect on the performance of telecommunication
companies in Enugu State and innovation strategy has a positive and
significant effect on the performance of telecommunication
companies in Enugu State. It is therefore the recommendation of this
study that companies should keep abreast of technological
innovations and industry trends to anticipate future demands and
identify new opportunities for differentiation.
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INTRODUCTION

One of the basic characteristics of the business world is competition. However, in pursuing a
sustainable competitive advantage, companies need to develop unique strategies that
distinguish them from their rivals and enhance their capacity to maintain substantial profit
levels. Although formulating a unique and consistent strategy is a challenging task for any
management team, making the strategy operational is far more difficult (Thompson, 2020). The
blue ocean strategy focuses on creating a new industry or distinctive market segment that
renders existing competitors largely irrelevant hence obtaining a dramatic and durable
competitive advantage (Thompson, 2020). Kim and Mauborgne (2018) pointed out that with
greater competitive convergence among companies within most industry segments, a more
sustainable strategy would be for firms to shift focus from benchmarking with the competition
to creating new uncontested market space. The cornerstone of the blue ocean strategy is value
innovation which is a systematic process of creating a quantum leap in value for both buyers
and the company to the extent that existing competition becomes inconsequential.

Furthermore, companies can develop new growth opportunities by shifting focus from
strategies aimed at outperforming or beating existing competition, to strategic moves of
creating new uncontested market spaces with expansive boundaries and potentials.
Furthermore, companies operate in a market universe that can be viewed as being composed
of two oceans: red oceans, which represent all the industries in existence today; and blue oceans
that represent all the non-existent industries, in unknown market spaces (Kim & Mauborgne,
2021).

The competitive environment in the telecommunications industry in Nigeria has radically
shifted with the doubling of major industry players from two to four and subsequent surplus in
production capacities. The dramatic changes occurring within the telecommunications industry
are causing a number of established industry players to struggle with sustaining the previously
high levels of profitability, with core strategies being to either differentiate or become low-cost
players. This approach of shifting the strategic focus of the company away from the
competition towards developing superior customer value is the focal point of the blue ocean
strategy (Kim & Mauborgne, 2021). With the growing need for communication across the
nation buoyed by a growing middle class and national policies focused on improving the
business climate, the telecommunications industry will continue to witness intense cut throat
competition as it is seen today. The blue ocean strategy is a model that effectively delineates
the simultaneous pursuit of low cost and differentiation in creating, expanding, and securing
an organization’s strategic position (Thompson, 2021).

However, competitive-based activities in the telecommunications industry may be necessary,
but it is not sufficient to sustain high performance. In Nigeria Telecom sectors, in which in
recent times, supply tends to exceed demand and more firms compete for a share of contracting
markets, firms in these industries need to rethink. Companies in these industries need to go
beyond competing. To seize new profit and growth opportunities, they also need to create blue
oceans in the form of new-demand creation. Unfortunately, most Nigerian telecom firms have
not yet fully mastered the tactics of this new business strategy.

Furthermore, although economic conditions indicate the rising imperative of blue oceans, there
is a general belief that the odds of success are lower when companies venture beyond existing
industry space. This is one major dilemma facing many telecom firms in Nigeria. The issue is
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how firms can succeed in blue oceans. How can companies systematically maximize the
opportunities while simultaneously minimizing the risks of formulating and executing blue
ocean strategy? Of course, there is no such thing as a riskless strategy. Strategy will always
involve both opportunity and risk, be it a red ocean or a blue ocean initiative. Despite prior
calls for Nigerian companies to go beyond existing industry space in order to enjoy growth
opportunities, many of these firms have yet to act seriously on these recommendations. It is
against this backdrop that this study intends to evaluate blue ocean strategy and see how the
performance of the telecommunication companies especially in Enugu metropolis could excel
through this strategy to increase their level of performance.

LITERATURE REVIEW
Conceptual Issues
Blue Ocean Strategy

The concept of blue ocean is one of the modern terms in the field of business management in
general and marketing management in particular, which is adapted from crystal-clear blue
water. Ever since strategic management was introduced to the economic field, its main purpose
is pursuing competitive advantage in the existing market. Blue Ocean strategy is a totally new
strategy compared with old ones. A market universe is composed of two sorts of oceans: red
oceans and blue oceans (Kim & Baik 2018). Red oceans represent all the industries in existence
today. This is the known market space. Blue oceans denote all the industries not in existence
today. This is the unknown market space. In the red oceans, industry boundaries are defined
and accepted, and the competitive rules of the game are known (Porac & Rosa, 2021). Here,
companies try to outperform their rivals to grab a greater share of existing demand. Sushil
(2019) posits that as the market space gets crowded, prospects for profits and growth are
reduced. Products become commaodities, and cutthroat competition turns the red ocean bloody.
Blue oceans, in contrast, are defined by untapped market space, demand creation, and the
opportunity for highly profitable growth. Blue ocean strategy challenges companies to break
out of the red ocean of bloody competition by creating uncontested market space that makes
the competition irrelevant. Instead of dividing up existing and often shrinking demand and
benchmarking competitors, the blue ocean strategy is about growing demand and breaking
away from the competition (Kim & Mauborgne, 2020).

Blue Ocean Strategy and Organizational Performance

The mark of a winning strategy can be clearly determined by its impact on two categories of
parameters: profitability and financial performance; and the competitive strength and market
standing of an organization (Thompson, 2020). According to Kaplan and Norton (2001),
organizations require a set of measures that provide the top management with a fast but
comprehensive view of the business. Therefore, financial measures must be complemented by
operational measures on customer satisfaction, internal processes and the organization’s
innovation and learning activities (Kaplan & Norton, 2001).

The overall objective of blue ocean strategy is to create uncontested market space with
exceptional opportunity for highly profitable growth for organizations. Blue ocean strategies
focus companies away from typical competitive moves and rivalry. According to Kim and
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Mauborgne (2018), having studied business launches in 108 companies over a 15-year period,
14 percent of these launches that represented distinct value innovations eventually accounted
for an average of 61 percent of total profits for these organizations. Accelerated technological
advances, globalization and commoditization of products continue to erode the profitability of
many companies operating in typical red ocean environments. The imperative for new strategic
approaches as encapsulated by the blue ocean strategy to sustain organizational performance is
a necessity in today’s business environment.

In improving the cost structure of organizations with a view to improving bottom line
performance, the blue ocean strategy forces organizations to reconsider factors that its industry
competes on, such as premium packaging, with a view to eliminating or reducing them. It
requires companies to assess whether products have been overdesigned in a race to beat its
rivals and to thereby reduce its focus on this aspect (Kim & Mauborgne, 2018). Blue oceans
are typified by new revenue sources from non-customers or potential users outside a company’s
target market, through the raising of new value elements for such buyers in order to create new
demand.

Theoretical Review
Value Innovation Theory

The cornerstone of the blue ocean strategy is value innovation whereby organizations begin
focusing on driving buyer value up while simultaneously driving down the company’s costs,
in contrast to purely benchmarking against the competition and current industry standards (Kim
& Mauborgne, 2020). In enhancing value innovation that lower organizational costs while
driving buyer value up, the Four Actions Framework was developed by Kim and Mauborgne
(2020). This set of four key questions aids in guiding the development of a new value curve
that is distinct from the current market value proposition. The four key questions consist of
determining: what factors within the industry should be eliminated; what factors should be
reduced; what factors should be raised; and which factors should be created in a quest to
minimize costs while simultaneously increasing buyer value.

Knowledge-Based Theory of the Firm

The knowledge-based theory of the firm considers knowledge as the most strategically
significant resource of the firm. Its proponents argue that because knowledge-based resources
are usually difficult to imitate and socially complex, heterogeneous knowledge bases and
capabilities among firms are the major determinants of sustained competitive advantage and
superior corporate performance (Grant, 1996). This knowledge is embedded and carried
through multiple entities including organizational culture and identity, policies, routines,
documents, systems, and employees. Originating from the strategic management literature, this
perspective builds upon and extends the resource-based view of the firm (Conner, 1991).

Contingency Theory

Contingency theory is guided by the general orienting hypothesis that organizations whose
internal features best match the demands of their environments, will achieve the best adaptation
(Kohler, 2000). The term was coined by Lawrence and Lorsch in 1967 who argued that the
amount of uncertainty and rate of change in an environment impacts the development of
internal features in organizations. Different subunits within an organization may confront
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different external demands. To cope with these various environments, organizations create
specialized subunits with differing structural features (Nonaka & Takeuchi, 2005). For
example, differing levels of formalization, centralized versus decentralized, and planning time
horizon. The more varied the types of environments confronted by an organization are, the
more differentiated its structure needs to be. Furthermore, the more differentiated the more
difficult it will be to coordinate the activities of the subunits and more resources will need to
be applied for coordination.

Empirical Studies

Samsul and Mohammad (2019) carried out an empirical study on the impact of blue ocean
strategy on organizational performance. The study was based on the pros and cons of the Blue
Ocean Strategy (BOS) which offers users a framework for creating uncontested market space
and diverts the views from the current competition to the creation of innovative value and
demand. The main objective of the study was to show the overall scenario of BOS and its
impact on organizational performance. The study included the history of BOS, a comparison
with Red Ocean Strategy (ROS), relevance of applying BOS, applications, critics, findings,
recommendations and conclusion. The findings of the study showed the ultimate results of
applying the BOS and the recommendations urge some precautions to apply BOS. The result
found that BOS positively affects the organization's performance if applied in organizations.
Overall, the study is effective to decide the adoption of BOS within the organization. The
recommendation for the organization is to do an in-depth analysis on BOS before
implementation to see the suitability considering the company size, industry condition, and
adaptability.

Collins (2019) carried out a study on the impact of the blue ocean strategy on the performance
of the leading cement producer in the East African region. The study relied on both primary
and secondary data to determine the relationship between the blue ocean strategy implemented
by Bamburi Cement Limited and the performance of the company over a fifteen-year period.
Interviews with the company’s top management revealed that the value innovations developed
and implemented eleven years earlier had indeed pushed the company’s performance to new
heights. The regression analysis technique was adopted. The study established that the
aggressive implementation of new value innovations did strengthen the organization’s strategic
position. Nevertheless, it was also determined that whereas the blue ocean strategy did enhance
the organization’s growth potential, it was insufficient when applied in a rapidly evolving
competitive environment. The study noted that the negative trend in Bamburi Cement
Limited’s recent performance, with respect to decreasing operating margin and significant drop
in market share regionally as a result of competitive pressures, pointed to the necessity of
combining the blue ocean strategy with strong competitive, red-ocean strategies to protect
existing market dominance. The study noted that an organization must relentlessly maintain
strategic awareness of the dynamics evolving in its industry and remote external environment,
even while implementing the blue ocean strategy.

Miano (2020) studied the determinants for the implementation of blue ocean strategy among
commercial banks in Kenya. He focused on the application of the Four Actions Framework of
the blue ocean strategy concept. The principal component analysis was the method of data
analysis. Among the factors noted by the researcher as critical to developing blue oceans
included developing innovations within customer management processes, reducing process
costs and overheads, and enhancing new product and service categories.
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Odera, Ruby and Adeleke (2019) engaged in an empirical analysis to find out if blue ocean
strategy is significantly related to firms’ value innovation; it also examines the impact of the
new-demand creation strategy on the growth potential of firms. To achieve these objectives,
the study utilized survey design. Data were gathered through a self-administered structured
questionnaire from a number of 197 samples of respondents who were staff of four selected
companies in Fast Moving Consumer Goods (FMCG) and telecommunications sectors in
Nigeria. SPSS software package was used to analyze the collected data. The work found out
that value creation and innovation in a hypercompetitive environment can only be realized
through a simultaneous pursuit of differentiation and low-cost strategies. It also discovered that
firms can only generate more revenue and profit by moving into vast, deep and not-yet explored
markets. The work suggested that companies should be more focused on the value of the
customers rather than on the value of competitors. It also recommends that a company should
estimate its competitor’s strengths, weaknesses and positions in the market. This will give them
a leap advantage i.e., the possibility to create a blue ocean that will be difficult to imitate and
to achieve long-term industry success.

Fatemeh, Mohammad and Kambiz (2019) evaluated the impact of blue ocean strategy on the
marketing function of Iranian banks. In terms of its goal, this article is applied, and on the basis
of its data gathering method, it is descriptive and correlational and distinctly based on Structural
Equation Modeling. In the qualitative part, statistical populations of this research are people
who have executive and managerial experience in Mellat Bank and in a small part are cadre
personnel in Mellat Bank in Tehran. For this reason, a researcher-made questionnaire was used
that includes five dimensions of making competition meaningless, creating unrivaled market
space, breaking value-cost replacement relationship, aligning the whole system in the
organization and creating and capturing new demands for Blue Ocean strategy. Hoseyni (1390)
Questionnaire was used to evaluate the marketing function. The results of confirmatory factor
analysis showed that the relationship between Blue Ocean strategy indexes and marketing
function was significantly high and the two models have high fitting. The impact of Blue Ocean
Strategy on the performance of marketing was confirmed. And just the impact of one of the
Blue Ocean Strategy, breaking the value-cost replacement relationship, on the marketing
function was rejected.

Tahereh (2020) did a study to expand the justification on the role of the principles of blue ocean
strategy (BOS) in supply chain management (SCM) for increasing the corporate performance
of companies. The principles of the blue ocean strategy are first explained in the supply chain
management field. Then using a structural model, the role of applying these principles on
corporate performance is illustrated. In order to verify the BOS model, a study was presented
and distributed among the 68 international companies. Based on the results, SCM and corporate
performance are found to be mostly affected by overcoming key organizational hurdles,
reconstructing market boundaries, and focusing on the big picture, not the numbers,
respectively.

143 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



British Journal of Management and Marketing Studies
ISSN: 2689-5072
Volume 8, Issue 1, 2025 (pp. 138-155) www.abjournals.org

1 |

METHODOLOGY
Research Design

Cross sectional descriptive research design was adopted in carrying out this study. This is due
to the nature of the study and the relatively large population of the study from which the data
will be collected. The study sought the opinions of employees of the telecommunication
companies and described what the situation is. Osuala (2018) stated that through surveys,
researchers obtain vital facts about people; their beliefs, opinion, attitudes, and behaviors. This
further justified the selection of the survey design for this study.

Population of the Study

The population of the study constitutes the staff and management of MTN, Globalcom, and
Airtel in Enugu metropolis in the month of December, 2024. The population distribution in
relation to the telecommunications companies are shown in table 1 below

Table 1: Staff Statistics

Telecommunication  Company  Enugu | Staff Strength
Metropolis

MTN 3021
Globalcom 701

Airtel 83

Grand Total 3805

Source: Field Survey, 2024.
Sample and Sampling Technique

Isiwu (2004) asserts that sample size determination is the act of choosing the number of
observations or replicates to include in a statistical sample. The sample size is an important
feature of any empirical study in which the goal is to make inferences about a population from
a sample. For this research, the sample size was derived using Cochran Sample size formula.
This is given as:

Where:

No = Representative sample for proportions

n = Sample Size

N = Population Size (3805)

e = Allowable sampling error taken at 5% = 0.05

p = Proportion of success in the population from pilot survey = 0.50
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g = proportion of failure in the population from pilot survey = 0.50

However:

Where; Z? is the abscissa of the normal curve (1.96), q is 1-p and e are the allowable sample
error (0.05). Substituting these values into equation 3.2, we have:

2 2
_ Z qu _ (1.96) (0.53(0.5) _ 385
e (0.05) (3.3)

Ny

Substituting no = 385 from equation 3.3 into equation 3.1, we have:

385
n=—————
(385—1)
1+ 3303
B 385
™= 150.100919842312746
385

= 350

™= 1100919842312746

Having applied the Cochran sample size derivation statistic, the approximated value derived
was three hundred and fifty (350).

Method of Data Analysis

This study utilized both qualitative and quantitative approaches to data analysis. This is through
the descriptive and inferential statistical tools of analysis. The descriptive was used in the
interpretation and analyses of data through the frequency tables and simple percentages. The
inferential statistical tool of linear regression analysis was used to test the hypotheses
formulated. The fact that linear regression tests the level of impact an independent variable has
on a dependent variable is what informs its adoption. The regression formula is stated thus: Y
=bo+blXs+U

Where:

Y = Dependent Variable

bo = The Constant Term

bi = The Structural Coefficient of the Independent Variables
Xs = Independent Variables

U = Stochastic Error Term
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Sampling Technique

To estimate the proportion of

respondents that would be selected from each

telecommunications company, Bowley’s proportional allocation formula would be adopted.
The analysis proceeds as follows:

nN,

n, = N

nnh = Number of Units Allocated to Each Category

n = Sample Size

Nn = Population Size for Each Unit

N = Total population size for all Units

3021 x 350

1. MTN: =278
3805
2. Globalcom: Z2£%350 _ g4
3805
3. Airtel: 3X30 _g
3805

Sample Size Distribution Table

Telecommunication Company Enugu Sample
MTN 278
Globalcom 64
Airtel 8

Total Sample Size 350

RESULTS AND DISCUSSION

A total of three hundred and fifty (350) copies of the questionnaire were administered to the
respondents in the various telecommunication companies in Enugu State. However, out of the
350 copies, three hundred and thirty-nine (339) were returned.

Table 2: Questionnaire return rate

Telecommunications Questionnaire Questionnaire Response Rate (%0)
Companies Distributed Returned
MTN 278 271 97.48
Globalcom 64 60 93.75
Airtel 8 8 100
350 339 Average: 97.07

Source: Field Survey, 2024.
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Table 3: Reduction strategy and the performance of telecommunication companies in
Enugu metropolis

Question SA A N D SD
My company has effectively implemented a | 61% 32% - 4% 3%
Blue Ocean Reduction Strategy

The implementation of Blue Ocean Strategy | 58% 29% 5% 3% 5%

reduction strategy has significantly increased
our market share

The Blue-Ocean reduction strategy has | 71% 18% 3% 4% 4%
positively impacted our revenue growth
Customer satisfaction has improved since the | 89% 10% - 1% -

implementation of the strategy

Source: Field Survey, 2024.

It can be clearly seen from table 3 that the majority of the respondents agree that the blue-ocean
reduction strategy positively and significantly improved the performance of their individual
companies. This implies that by implementing a reduction strategy, telecommunication
companies in Enugu State can allocate resources more efficiently, enhance customer
satisfaction, and create new value propositions. This approach aligns with the broader Blue
Ocean Strategy of creating uncontested market space and making the competition irrelevant.

Table 4: Elimination strategy and the performance of telecommunication companies in
Enugu metropolis

Question SA A N D SD

My company has effectively implemented a | 73% 18% 2% 3% 4%
blue ocean elimination Strategy

The implementation of blue ocean strategy | 65% 21% - 9% 5%
elimination strategy has significantly
increased our market share

The blue-ocean elimination strategy has | 56% 41% - 3% -
positively impacted our revenue growth
Customer satisfaction has improved since the | 81% 11% 2% 5% 1%

implementation of the elimination strategy

Source: Field Survey, 2024.

Table 4 clearly shows that the majority of the respondents reported that the elimination strategy
of the blue-ocean methodology positively impacts the performance of their companies. This is
justified because eliminating unnecessary complexities can simplify operations, making the
company more agile and responsive to market changes. This can lead to quicker decision-
making and implementation of new strategies.
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Table 5: Creative strategy and the performance of telecommunication companies in
Enugu metropolis

Question SA A N D SD
My company has effectively implemented a | 61% 32% - 4% 3%
blue ocean creative Strategy

The implementation of blue ocean strategy | 58% 29% 5% 3% 5%

creative strategy has significantly increased
our market share

The blue-ocean creative strategy has | 71% 18% 3% 4% 4%
positively impacted our revenue growth
Customer satisfaction has improved since the | 89% 10% - 1% -

implementation of the creative strategy

Source: Field Survey, 2024.

Table 5 above clearly shows that the majority of the respondents agree that blue ocean creative
strategy positively contributes to the performance of telecommunication companies in Enugu
State. By exploring untapped opportunities and identifying unmet customer needs,
telecommunication companies can develop new products or services. This can lead to increased
market share and revenue streams. By focusing on what truly adds value, companies can
optimize their resources, directing investments and efforts toward innovative areas rather than
traditional competitive factors.

Table 6: Innovation strategy and the performance of telecommunication companies in
Enugu metropolis

Question SA A N D SD

My company has effectively implemented a | 58% 32% 1% 6% 3%
blue ocean innovation Strategy

The implementation of blue ocean strategy | 92% 6% - 2% -
innovation  strategy has  significantly
increased our market share

The blue-ocean innovation strategy has | 73% 20% 2% 4% 1%
positively impacted our revenue growth
Customer satisfaction has improved since the | 63% 31% 1% 5% -

implementation of the innovation strategy

Source: Field Survey, 2024.

It can be clearly seen from Table 6 that the majority of the respondents favour the assertion
that the blue ocean innovation strategy contributes positively to the performance of
telecommunication companies in Enugu State metropolis. This has the implication that an
innovation strategy involves systematically fostering new ideas, processes, products, or
services to drive growth and improve performance. For telecommunication companies in
Enugu State, implementing an innovation strategy can lead to substantial benefits. By focusing
on innovation, telecommunication companies in Enugu State can stay ahead of the competition,
meet evolving customer needs, and drive sustainable growth.
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SUMMARY AND CONCLUSION
Summary of Findings

This study was able to examine the effect of blue ocean strategy on the performance of
telecommunication companies in Enugu State. The major findings of the study are
demonstrated and summarized below:

Reduction strategy has a positive and significant effect on the performance of
telecommunication companies in Enugu State.

Elimination strategy has a positive and significant effect on the performance of
telecommunication companies in Enugu State.

Creative strategy has a positive and significant effect on the performance of telecommunication
companies in Enugu State.

Innovation strategy has a positive and significant effect on the performance of
telecommunication companies in Enugu State.

Conclusion

The implementation of the Blue Ocean Strategy has had a notable positive effect on the
performance of telecommunication companies in Enugu State. Companies that successfully
adopted blue ocean strategy have seen enhanced market position, increased customer
satisfaction, reduced competition, and improved cost efficiency. However, these benefits come
with challenges that require careful management and strategic planning. Overall, blue ocean
strategy has proven to be a valuable approach for driving growth and innovation in the
telecommunications sector in Enugu State. The implementation of the Blue Ocean Strategy
(BOS) has had a transformative impact on the performance of telecommunication companies
in Enugu State. This strategic approach, which focuses on creating new market spaces and
making competition irrelevant, has led to several significant benefits and some challenges that
need careful management.

RECOMMENDATIONS
The following recommendations were suggested in the course of the study:

There is a need for the implementation of detailed market research to identify gaps, unmet
needs, and emerging trends in the telecommunications sector.

The companies should keep abreast of technological innovations and industry trends to
anticipate future demands and identify new opportunities for differentiation.

Telecommunication companies should offer training and development programs to equip
employees with the skills needed to contribute to innovation. Promote continuous learning and
professional growth.
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Telecommunication companies should implement systems to monitor the performance of new
initiatives and measure their impact on business objectives. Use performance metrics to assess
success and identify areas for improvement

REFERENCES

Abraham, G. (2020). The impact of logistics performance on organizational performance in a
supply chain context. Supply Chain Management: An International Journal, 13(4), 317-
327.

Abu-Jarad, N., Yusof, I. & Nikbin, A. (2010). Coherent meta-synthesis of blue ocean strategy
using grounded theory approach. Academy of Strategic Management Journal, 18(4), 1-
18.

Abdullah, V. & Khalil, P. (2020). Impact of blue ocean strategy on value innovation: A study
of selected Firms in FMCG and telecommunications sectors in South-West Nigeria.
International Journal of Scientific & Engineering Research, 8(10), 721-735.

Abdulraheem, L. (2019). Corporate social responsibility and marketing performance: The
moderating role of advertising intensity. Journal of Advertising Research, 57(4), 368-
378.

Adams, H. (2018). Performance measurement and organizational effectiveness: bridging the
gap. Managerial Finance, 30(6), 93-123.

Alavi, S. & Leidner, D. (2001). Blue Ocean strategy and performance of four and five-star
hotels in Kuala Lumpur, Selangor, and Putrajaya. Heritage, Culture, and Society:
Research agenda and best practices in the hospitality and tourism industry, 2(9), 67-74.

Amit, A. & Schoemaker, N. (2003). Chaos in the blue ocean: an empirical study including
implication of modern management theories in turkey. Australian Journal of Business
and Management Research, 3(12), 15-25.

Angela, P. (2019). Blue Ocean Strategy and Non-financial Performance of BN Ceramics
Company in Kogi State, Nigeria. Journal of Good Governance and Sustainable
Development in Africa, 7(4), 57-79.

Aremu, B. & Oyinyole, O. (2019). Reshaping crisis management: The challenge for
organizational design. Organization Development Journal, 28(1), 99-107.

Bain, J. S. (1968). Industrial Organization. John Wiley, New York.

Barney, B. (2001). Value innovation: a leap into the blue ocean. Journal of Business Strategy,
26(4), 22-28.

Bessant, B. & Francis, P. (2009). The role of the blue ocean strategy in achieving a competitive
advantage: An empirical study on al - rajhi bank-KSA. International Review of
Management and Business Research, 8(2),158-169.

Bowlby, J. (2019). Examining the emergence and evolution of blue ocean strategy through the
lens of management fashion theory. Social Science, 8(28), 2-23.

Brown, A. (2007). How does corporate social responsibility contribute to firm financial
performance? The mediating role of competitive advantage, reputation, and customer
satisfaction. Journal of Business Research, 68(2), 341-350.

Chandler, V. (2017). Effect of Experience on Entrepreneurial Performance: Meta-Analytical
Review. Leuphana Conference on Entrepreneurship at: Leuphana University of
Llenburg.

Cirjevskis, F.G., Homenko, O. & Laginova, H. (2019). Blue Ocean Strategy: How to Create
Uncontested Market Space and Make Competition Irrelevant. Harvard Business Press.

150 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



British Journal of Management and Marketing Studies
ISSN: 2689-5072
Volume 8, Issue 1, 2025 (pp. 138-155) www.abjournals.org

1 |

Collins, A. (2019). Impact of blue ocean strategy on organizational performance: A literature
review toward implementation logic. IOSR Journal of Business and Management, 19(1),
1-109.

Conner, A. (1991). Competitive advantage effects on firm performance: A case study of
startups in Thailand. Journal of International Studies, 10(1), 104-111.

Day, A. (2019). Employee motivation and organizational performance. Review of Applied
Socio-Economic Research, 5(1), 53-60.

Dilworth, N. (2014). Blue Ocean Strategy: From theory to practice. California Management
Review, 47(3), 105-121.

Doyle, P. (2019). A gaming simulation approach to understanding blue ocean strategy
development as a transition from traditional competitive strategy. Journal of Strategic
Marketing, 1-26.

Ekvall, A. (2019). Chaos in the blue ocean: an empirical study including the implication of
modern management theories in Turkey. Australian Journal of Business and
Management Research, 3(12), 15-25.

Enkel, D. (2019). The relationship between organizational competitive advantage and
performance is moderated by the age and size of firms. Asian Academy of Management
Journal, 15(2), 157-173.

Ezzia, B. & Jarbouib, L. (2020). Investigating the measurement scale of blue ocean strategy: a
structural equation modeling. International Review of Management and Business
Research, 8(1), 1-16.

Fatemeh, B., Mohammad, D. & Kambiz, C. (2019). Relationship of blue ocean strategy and
innovation performance, an empirical study. City University Research Journal, Special
Issue, Iran, AIC, 74-80.

Foster, R.N. & Kaplan, S. (2019). Creative Destruction: Why Companies that are Built to Last
Underperform the Market - and How to Successfully Transform Them. New York:
Currency Doubleday.

Fred, G. (2019). Bandit cell phones: a blue ocean strategy. Technology in Society, 32(3), 219-
322.

Fulmer, M. (2002). Implementation of the Blue Ocean Strategy using simulation: Firm-level
evidence from Russia steel market. Industrial Engineering and Management Systems,
18(4), 859-871.

Gertrude, S. (2018). Business model innovation: Creating value in times of change. MIT Sloan
Management Review. 53 (3): 40-49.

Gichunge, H. (2017). Blue Ocean Strategy, England: Prentice Hall.

Golder, S. (2019). Impact of blue ocean strategy on organizational performance: A literature
review toward implementation logic. IOSR Journal of Business and Management, 19(1),
1-19.

Gordon, E. (2019). Effect of applying Blue Ocean strategy on marketing performance in the
Egyptian travel agents. International Journal of Heritage, Tourism and Hospitality,
12(2), 382-399

Gorrell, U. (2018). Blue Ocean or Fast-Second Innovation? A Four-Breakthrough Model to
Explain Successful Market Domination. International Journal of Innovation
Management, 14(03), 359-378.

Grant, H. (1996). Contemporary Strategy Analysis: Concepts, Techniques, Application. Basil
Blackwell, Cambridge, MA.

Hamel, C. (2021). Niche Market Strategy for a Mature Marketplace. Marketing Intelligence &
Planning, 24, 694-707.

151 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



British Journal of Management and Marketing Studies
ISSN: 2689-5072
Volume 8, Issue 1, 2025 (pp. 138-155) www.abjournals.org

1 |

Hamel, F. & Prahalad, H. (2019). The Implementation of Blue Ocean Strategy to Create a
Market Niche. Jurnal Manajemen Transportasi Dan Logistik, 2. 191-198.

Hamel, F. & Prahalad, H. (2020). BOS: A Study over a Strategy Which Helps the Firm to
Survive in a Competitive Environment. International Journal of Academic Research in
Business and Social Sciences, 2(6), 477.

Hammer, E. (2021). Factors affecting the implementation of the blue ocean strategy a case
study of medicom production manufacturing companies. Australian Journal of Basic and
Applied Sciences, 7(4), 213-222.

Harris, D.O (2020). The Mediating Role of Organizational Innovation in the Implementation
of Intellectual Capital and Blue Ocean Strategy for Higher Education Sustainability.
Revista Argentina de Clinica Psicologica, 29, 1552-1566.

Henry, G. (2017). Competitive advantage and firm performance. Competitiveness Review,
10(2), 15-32.

Hill, D. (2018). Salesforce competence development and marketing performance of industrial
and domestic products firms in Nigeria. Far East Journal of Psychology and Business,
2(3), 43-59.

Hofer, O. (2019). The whole relationship between environmental variables and firm
performance: competitive advantage and firm resources as mediator variables. Journal of
Environmental Management, 90(10), 3110-3121.

lansiti, S. & Levien, P. (2019). Blue ocean strategy in Saudi Arabia telecommunication
companies and its impact on the competitive advantage. Journal of Accounting &
Marketing, 5(3), 1-8.

Ikoro, 1. (2020). Protecting organization reputations during a crisis: The development and
application of situational crisis communication theory. Corporate Reputation Review,
10(3), 163-176.

Isiwu, G.D (2004). Fundamentals of Thesis Writing in Economics. Afrika-Links Books 2004.

James, O. (2015). Chaos in the blue ocean: an empirical study including the implication of
modern management theories in Nigeria. Australian Journal of Business and
Management Research, 3(12), 15-25.

Jiang, B. & Li, X. (2019). The Impact of the Entrepreneurial Orientation on SMES
Performance: Evidence from Mexican Agribusiness. Risk Governance and Control:
Financial Markets & Institutions, 7, 6-13.

Johannessen, D. (2020). Effect of Blue Ocean Strategy on the Performance of
Telecommunication Firms in South East Nigeria. European Journal of Business and
Management, 10, 48-56.

Johannessen, A. (2018). The Niche Marketing Strategy Constructs (Elements) and Its
Characteristics—A Review of the Relevant Literature. Galore International Journal of
Applied Sciences and Humanities, 1, 73-80.

Johnson, E., Scholes, O. & Whittington, E. (2018). Impact of Organizational Culture on
Performance Management Practices in Pakistan. Business Intelligence Journal, 5(1), 50-
55.

Kaplan, C. & Norton, N. (2001). Seeing through the network: competitive advantage in the
digital economy. Journal of Organizational Design, 6(6), 1-30.

Kay, S. (2019). The Extent of Adoption of Blue Ocean Strategy in Food Industries Companies
in the Gaza Strip and Its Role in Enhancing Sustainable Competitive Advantage. The
Islamic University—Gaza Research and Postgraduate Affairs Faculty of Commerce
Master of Business Administration, Kushtia.

152 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



British Journal of Management and Marketing Studies
ISSN: 2689-5072
Volume 8, Issue 1, 2025 (pp. 138-155) www.abjournals.org

1 |

Kohler, C. (2000). A Review on the Relationship between organizational resources,
competitive advantage and performance. Journal of International Social Research, 3(11).

Kihumba, O. (2018). Intellectual capital, entrepreneurial strategy, and new ventures
performance: Mediating role of competitive advantage. Business and Economic Review,
10(1), 63-93.

Kim, W. C., & Mauborgne, R. (2018). Blue Ocean Strategy: How to Create Uncontested
Market Space and Make the Competition Irrelevant. Boston, MA: Harvard Business
School.

Kim, W.C & Baik. U. (2018). The Impact of Culture on Organizational Performance in
Selected Textile Firms in Nigeria. Nordic Journal of African Studies, 12(2), 164-179

Kim, W. C., & Mauborgne, R. (2021). A Review Paper on Organizational Culture and
Organizational Performance. International Journal of Business and Social Science, 1(3),
26-46.

Lamb, F. (2019). An Innovative Model of Blue Ocean Strategy and Niche Marketing in the
Green Industry: A Case Study of the Smart LED Industry. Technology Management in
the Energy Smart World, 11, 1-7.

Leavy, B. (2018). Value innovation and how to successfully incubate “blue ocean” initiatives,
Strategy & Leadership, 46(3), 1-20.

Lee, B. & Gaynor, T. (2016). Deterministic nonperiodic flow. Journal of the Atmospheric
Sciences, 20(2), 130- 141.

Lokshin, N. (2019). The Implementation of Blue Ocean Strategy to Create a Market Niche.
Jurnal Manajemen Transportasi Dan Logistik, 2. 191-198.

Ma, H. (2015). Competitive advantage and firm performance. Competitiveness Review, 10(2),
15-32.

Mankins, Z. & Steele, R. (2015). The whole relationship between environmental variables and
firm performance: competitive advantage and firm resources as mediator variables.
Journal of Environmental Management, 90(10), 3110-3121.

Martin, C. (2002). Impact of Blue Ocean Strategy on Value Innovation: A Study of Selected
Firms’ in FMCG and Telecommunications Sectors in South-West Nigeria. International
Journal of Scientific & Engineering Research, 8(10), 721-735.

McAdam, D. & McClelland, E. (2014). Impact of blue ocean strategy on organizational
performance: A literature review toward implementation logic. IOSR Journal of Business
and Management, 19(1), 1-19.

McGrath, N. (2020). Investigating the measurement scale of blue ocean strategy: a structural
equation modeling. International Review of Management and Business Research, 8(1),
1-16.

Miano, I. (2020). Sales force competence development and marketing performance of
industrial and domestic products firms in Kenya. Far East Journal of Psychology and
Business, 2(3), 43-59.

Micco, S., Ernest, O., Jacobs, A. & Alfred, H. (2004). Extending boundaries of blue ocean
strategy. Journal of Strategic Marketing, 24(6), 519-528.

Moris, C. (2017). Blue Ocean vs. Five Forces. Harvard Business Review, 28.

Muogbo, J. (2019). Blue Ocean Leadership. Harvard Business Review. 92(5), 60- 72.

MTN (2022). Limited Annual Financial Report.

Nicolas, B. (2019). Human Resource Management and Organizational Performance: Evidence
from Retail Banking. Industrial and Labor Relations Review, 57(2), 181-203.

153 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



British Journal of Management and Marketing Studies
ISSN: 2689-5072
Volume 8, Issue 1, 2025 (pp. 138-155) www.abjournals.org

1 |

Nonaka, B. & Takeuchi, M. (2005). A review of the relationship between organization
resources, competitive advantage, and performance. Journal of International Social
Research, 3(11).488-498.

Odera, S., Ruby, R., & Adeleke, D. (2019). An integrated framework for lean manufacturing
in relation to blue ocean manufacturing case study. Journal of Cleaner Production, 279,
1-16.

Ogunkoya, N. (2019). Review of the principles of complexity in business administration and
application in financial statements. African Journal of Business Management, 8(2), 48-
54.

Oke, A.A & Goffin, C. (2020). Blue ocean strategy: A study of a strategy that helps the firm to
survive in a competitive environment. International Journal of Academic Research in
Business and Social Sciences, 2(6), 477-483.

Osuala, J. (2018). Fundamental of Research Methodology and Statistics. New Age
International (P) Ltd, 4835/24, Ansari Road, Daryagani, NewDelhi-110002, 2018.
Pearce, D. & Robinson, A. (2021). Black Ocean Strategy - A Probe into a New Type of Strategy
Used for Organizational Success. GE-International Journal of Management Research,

3(8), 45-65.

Porac, F. & Rosa, O. (2021). An Exploratory Empirical Verification of Blue Ocean Strategies:
Findings from Sales Strategy. In the Eighth International Business Research (IBR)
Conference. Dubai.

Porter, F. (1980). The contributions of industrial organization to strategic management.
Academy of Management Review. 6(2), 609-620.

Porter, D. (2001). The effect of entrepreneurial marketing and competitive advantage on
marketing performance. International Journal of Scientific and Technology Research,
8(1), 297-1301.

Porter, S. (2020). Impact of blue ocean strategy on organizational performance: A literature
review toward implementation logic. IOSR Journal of Business and Management, 19(1),
1-109.

Prajogo, C. (2016). Competitive advantage: mediator of intellectual capital and performance.
Journal of Intellectual Capital, 12(1), 152-164.

Richard, L. (2009). Value innovation: the strategic logic of high growth. IEEE Engineering
Management Review, 26(2), 8-17.

Rosenberg, U. (2006). Practices of blue ocean strategy in the mobile financial sector of
Bangladesh: A study of bKash (Doctoral dissertation, University of Dhaka).

Samsul, O. & Mohammad, M. (2019). An integrated model of value creation based on the
refined Kano’s model and the blue ocean strategy. Total Quality Management & Business
Excellence, 22(9), 925-940.

Shafig, I. & Tasmin, S. (2021). The Impact of Applying the Blue Ocean Strategy on the
Achievement of a Competitive Advantage: A Field Study Conducted in the Jordanian
Telecommunication Companies. International Business Research, 11, 108-118.

Slater, M. & Narver, S. (2005). Competitive advantage revisited: Michael Porter on strategy
and competitiveness. Journal of Management Inquiry, 16(3), 256-273.

Srinivasan, P. (2017). Blue Ocean versus Competitive Strategy: Theory and Evidence. Erim
Report Series Research in Management, 9(3), 21-34.

Storey, P. & Easingwood, C. (2018). Sustainability implementation in restaurants: A
comprehensive model of drivers, barriers, and competitiveness-mediated effects on firm
performance. International Journal of Hospitality Management, 87, 102510.

154 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



British Journal of Management and Marketing Studies
ISSN: 2689-5072
Volume 8, Issue 1, 2025 (pp. 138-155) www.abjournals.org

1 |

Stevenson, D. (2020). Niche Market Strategy for a Mature Marketplace. Marketing Intelligence
& Planning, 24, 694-707.

Sushil, G. (2019). Impact of Organizational Culture on Employee Performance. International
Review of Management and Business Research, 2(1), 168-175.

Tahereh, A. (2020). The role of knowledge in the value creation process and its impact on
marketing strategy. In L. Uden et al. (Eds.): 7th International Conference on Knowledge
Management in Organizations: Service and Cloud Computing (pp. 589- 600). Springer,
Berlin, Heidelberg.

Teece, P. (2017). Blue Ocean Strategy: How to Create Uncontested Market Space and Make
the Competition Irrelevant. Harvard Business Review Press, Brighton, MA.

Tellis, J. & Golder, C. (2019). Extending boundaries of blue ocean strategy. Journal of
Strategic Marketing, 24(6), 519-528.

Thompson, A. (2020). Blue Ocean versus Competitive Strategy: Theory and Evidence. ERIM
Report Series Research in Management, 12(3), 121-131.

Thompson, A. (2020). Extending boundaries of BOS. Journal of Strategic Marketing, 11(8),
24 — 30.

Vester, M. (2012). Complexity and management: introducing the SAGE handbook. The SAGE
handbook of complexity and management. Sage, Thousand Oaks, 1-26.

Wang, N. & Yang, K. (2021). Using Key “Blue Ocean” Tools for Strategy Rethinking of an
SME: A Case from the Bulgarian Knitwear Industry. Economics and Business, 29(1),
104-110.

155 Article DOI: 10.52589/BJMMS-TYUOZESZ
DOI URL: https://doi.org/10.52589/BIMMS-TYUOZESZ



