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[bookmark: _Toc113293662]ABSTRACT
This research work centered on the Effect of Blue Ocean Strategy on Business Performance. (A Case Study of Item 7, Ilorin.) Item 7 belong to a group of restaurant services, which are dependent on providing food for customers. In the light that restaurant activities continue to play a leading role as eatry in Ilorin, one can say that the enterprise is competitive with a mix of service providers from both private and public sectors in their respective domains (Aderemi, 2008). It is in light of these that this work examined the effect of blue ocean strategy on business performance. Considering the vitality of this business in Ilorin metropolis, any lag in the development of effective strategy might create an organization with disgruntled customers who seek alternative service hence influencing the market share of the organization and leading to poor performance and low profitability. It therefore of paramount importance to examine the strategy being adopted by the organizations that make up item 7 in Ilorin. Hence this paper assesses the effect of blue ocean strategy on business of item 7 restaurants, Ilorin.
The Data collected was analyzed using descriptive statistics of frequency count, percentage and mean to calculate the demographic data and research questions, while inferential statistics of t-test was used to test all the research hypotheses. All hypotheses were tested at 0.05 level of significance, all these were done using Statistical Package for Social Science (SPSS).The finding revealed that there is no significant difference between the mean responses of male and female employees in item 7 restaurant in market determination prior to commencement. there is no significant differences between mean responses of male and female employees in item 7 restaurant on availability of new materials in Ilorin
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[bookmark: _Toc113293663]CHAPTER ONE
[bookmark: _Toc265213812][bookmark: _Toc113293664]INTRODUCTION
[bookmark: _Toc113293665]1.1 Background to the Study
When we think of competition between companies like Coke and Pepsi or Walmart and Costco, we think of competitors fighting to get the biggest share of the market. The companies try to outperform their rivals through more aggressive advertising, price wars, and other tactics. The Blue Ocean strategy is an entirely different approach. W. Chan Kim and Renee Mauborgne came up with the idea after they conducted a study of 150 strategic moves spanning 100 years and involving 30 industries. They found that the best option would be for companies to generate demand in a new market space rather than to compete for the same market space. They published these findings in a 2005 book called 'the Blue Ocean Strategy', which detailed what the strategy meant, examples of why other strategies are not sustainable, and examples of companies succeeding using their methods. Before the introduction of the Blue Sky Strategy, the existing theory on competition was headed by Michael Porter who claimed that successful businesses were either niche-players on a market or low-cost providers. Where the irrelevance of competition is the norm because the markets are yet to be saturated. 
If we think of all the companies in the world, they all have their own markets and compete in these markets with other rivals. The existing markets with competition are called red oceans. A good example of a red ocean market is the automotive and airline industries. Companies in these markets use similar tools such as advertising and pricing strategies to gain a greater market share. However, with lots of competitors in a market the struggle to gain greater share is even tougher, meaning companies spend more on advertising, marketing, improved customer service, or cut prices to attract more customers. All of these activities result in heightened competition and lower profits, meaning the chances for growth are slim, at best. The competition is so aggressive that it is referred to as cutthroat competition. The red ocean gets its name from the idea of oceans being red with blood from cutthroat competition.
Nowadays, red oceans seem typical of most industries, implying the prospects for growth are not great. So what other options could companies consider? The blue ocean refers to industries that have yet to be discovered by companies. Industries which don't exist yet also have markets without competitors. Rather than fighting for the same customers, in blue oceans the demand is created and a market emerges. The blue ocean approach is based upon the concept of value innovation which was also introduced by the authors of the Blue Ocean Strategy, Kim and Mauborgene. The concept seems to go against all current business rationales as the message is not to compete. Instead, companies look to find untapped markets through creating a new demand whilst at the same time they seek to keep costs low. In this way, the company gains new markets and the buyer gets value for money.
Item 7 belong to a group of restaurant services, which are dependent on providing food for customers. In the light that restaurant activities continue to play a leading role as eatry in Ilorin, one can say that the enterprise is competitive with a mix of service providers from both private and public sectors in their respective domains (Aderemi, 2008). With intense competition emanating within the restaurant business in Ilorin and increasingly demand for better and innovative services, a question on the viability of the blue ocean strategy as an imperative for growth for firms in the restaurant business becomes a subject to be investigated. It is in light of these that this work examined the effect of blue ocean strategy on business performance. 
[bookmark: _Toc265213813][bookmark: _Toc113293666]1.2 Statement of the Problem 
Organizations today are confronted with varying challenges ranging from the need to increase profitability, improve customer satisfaction attracting more customers, to increase their market share. The state of innovative competitiveness in the business world in recent time has experienced unprecedented increment, which seemly alters the desire of the customers, hence creating a new set of customers with a unique need. This need when adequately met by innovative product and services has the tendency to increase customer satisfaction. However, in item 7 eatery, competition tends to increase customers desire and want, which the current facilities might be inadequate to satisfy. The organisations resolutely strive to maintain desired profit level. However, available evidence indicates a consistent decline in organizational profitability despite varying strategies been deployed by the organizations which might be due to lack of innovativeness. Customers are often seen lamenting of poor fast delivery, high cost of acquiring food and unsolicited small services. Considering the vitality of this business in Ilorin metropolis, any lag in the development of effective strategy might create an organization with disgruntled customers who seek alternative service hence influencing the market share of the organization and leading to poor performance and low profitability. It therefore of paramount importance to examine the strategy being adopted by the organizations that make up item 7 in Ilorin. Hence this paper assesses the effect of blue ocean strategy on business of item 7 restaurants, Ilorin.
[bookmark: _Toc265213814][bookmark: _Toc113293667]1.3 Research Questions 
The following research questions were postulated to guide the study.
1. What is the significant impacts of Blue Ocean Strategy on the business operation of item7 restaurant?
1. What is the degree of impacts of cost implication on blue ocean strategy?
1. [bookmark: _Toc265213815]What is the significant relationship between blue ocean strategy and business environment?
[bookmark: _Toc113293668]1.4 Objective of the study
The purpose of the study was to ascertain the effect of blue ocean strategy on business of item 7 restaurant Ilorin which attempted to:
1. To discover the significant impacts of blue ocean strategy on the business operation of item7 
1. To ascertain the degree of impacts of cost implication on blue ocean strategy 
1. To analyse the significant relationship between blue ocean strategy and business environment 
[bookmark: _Toc265213816][bookmark: _Toc113293669]1.5 Research Hypotheses
H01-   There is no significant impact of blue ocean strategy on the business operation on item7
H02-  There is no degree of impact of cost implication on blue ocean strategy
H03- There is no significant relationship between blue ocean strategy and business environment
[bookmark: _Toc265213817][bookmark: _Toc113293670]1.6 Significance of the Study
The outcome of the research will be identifying the beneficiaries and how strategy will benefit the management of item 7 restaurant in term of streamlining, blue ocean strategy as a tool for business success. Upcoming researcher conducting research in similar topic will benefit from this research as it will help them improve on their research work.
It will also help private sector organization achieve better customer satisfaction and hence increase sales volume. It will also help increase sales volume. It will also help other company to do some research of their product.
[bookmark: _Toc265213818][bookmark: _Toc113293671]1.7 Scope of the Study 
This study would focus on item7 restaurant, which is the leading food business in Ilorin metropolis of Kwara State. This is a very perfect scope to use for this research study, considering the fact that the researcher lives in Ilorin, which brings an advantage of proximity to the researcher to get easy access to needed information/data for this research work.
[bookmark: _Toc113293673]1.8 Definition of Key Terms
To avoid any technical ambiguities, used in this study are explained as follows:
Blue Ocean Strategy:  is the simultaneous pursuit of differentiation and low cost to open up a new market space and create new demand. It is about creating and capturing uncontested market space, thereby making the competition irrelevant. 
Strategy: Strategy is the creation of a unique position in carrying out a set of activities that require making tradeoffs in competing to choose what not to do, and involves in creating fit among these activities. 
Entrepreneur: Entrepreneur is a person who starts and organizes a commercial enterprise, especially one that involves financial risk.
Entrepreneurial Success: This can be seen as an achievement or the natural reward and entrepreneur has in venturing in business. 
Restaurant: A restaurant is a business that prepares and serves food and drinks to customers. Meals are generally served and eaten on the premises. 
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[bookmark: _Toc113293674]CHAPTER TWO
[bookmark: _Toc265213821][bookmark: _Toc113293675]LITERATURE REVIEW
[bookmark: _Toc265213822]2.1.	Introduction 	
This chapter discuss on conceptual review, theoretical review, empirical review and gaps in literature review. 
[bookmark: _Toc265213823][bookmark: _Toc113293677]2.2 Conceptual frame-work
Higher growth is a key goal of companies, governments, and societies (Lindič, Bavdaž, & Kovačič, 2012). “Eliminating rivals is a risky strategy (Porter, 2008, ). By competing in existing market, it is difficult for companies to establish new market spaces and earn profits. To get relief of avowing being trapped in old markets, managers need to focus on attracting new customers, understand market creation, stop focusing on premium versus low cost strategies, and worry less about segmentation (Kim & Mauborgne, 2015). 
Randall (2015) stated BOS as the first approach that got the right customer offering by linking value innovation and implied BOS strategist got sagacity in reconstructing market boundaries by exploring non-customers rather looking for existing ones. The BOS role of innovation and value help organization survives in competitive market (Dehkordi, Rezvani, & Behravan, 2012). Aspara, Hietanen, Parvinen, & Tikkanen (2008) conducted first empirical study on BOS taking CEOs and sales directors of Finnish companies and the finding suggests that “active strategic networking aiming at creating totally new a) network roles, b) value creation logics, and c) benefits feeds into profitable growth among respondents”. Their result suggests that “an increase in strategic emphasis on the creation of novel value by transforming traditional industry-specific roles, relationships, and business models has significantly positive impact (β = 1.17842) on firm profitable growth and an increase in strategic emphasis on selling the firm’s expertise within business networks to create novel value, ultimately to consumers, may also have marginally significant positive effect (β = .64358) on firm profitable growth”. 
Agnihotri (2015) in his study suggested extended boundaries of BOS as well as advocated applicability of strategy canvas for all types of innovation and said BOS is applicable in emerging markets and it “can be created via radical innovation, disruptive innovation, frugal innovation, and purely differentiation strategy and focused differentiation strategy rather than only value innovation”. He also explored the better option for profitability of BOS or sustainable competitive advantage. To make a smart strategic approach that matters centrally, creating Blue Ocean is appropriate that assist in exploring opportunities in the market space which is the root of growth. They recommended implementing BOS to break and speak out of box for those companies that want making difference, build future benefits from stakeholders (Low & Ang, 2012).
 Borgianni, Cascini, & Rotini (2012) presented in their study the past success stories of business using approach of BOS of the value innovation dimensions and mentioned certain strategies based on established or overlooked customer needs fulfillment provide greater market appraisal. Hsu, Lee, & Chi (n.d.) applied concept of chance discovery and KeyGraph to discover hidden BOS for those decision makers who are unfamiliar with the concept and shown that BOS is not recognized with traditional approach and in contrary the subjects could easily find explicit scenarios of BOS, and recognize a few of implicit scenarios. Malaysian small businesses especially halal food producers could be transformed into global SME using BOS through value creation and low cost avoiding conventional way of intense competition (Mohd Dali, Bin Nooh, Nawai, & Mohammad, n.d.). Gandellini & Venanzi (2011) proposed a new strategy in their study namely Purple Ocean Strategy from the weaknesses identified in the BOS by developing and integrating that strategy to support small and medium enterprises’ strategic realignment in the recovery phase after the great economic recession in 2008-2009 “that equips managers with the qualitative and quantitative tools for “piloting” the key competitive success factors [KCSFs], in terms of both managing the components of value, and measuring its economic and financial impact”. This methodology allows identification and implementation of strategic move based on value creation and thus allows Blue Ocean firms generating profits and introduces 3 operational and quantifiable constructs of (i) investment curve specifying actual amount of investments having impact on KCSFs, (ii) value generated by investments based on relative importance assigned by market to KCSKs, and (iii) value/price ratio having impact on firm’s market position based on demand elasticity and expected competitors’ behavior assumptions. 
In ROS, serious contradiction between cost and differentiation exists that can be solved by using Theory of Inventive Problem Solving (TRIZ) which is similar to BOS in many ways (Hsiao, n.d.). Burke, Stel, & Thurik (2010, May) did a research work on comparing the innovation strategy and competitive strategy testing model of Dutch retailing looking at profits and number of vendors of 41 shops types over 19 years period (1982–2000). Their findings were sustainable evidence for BOS. They found over that period that the average profitability and number of vendors both rose and fell and again “competition eventually erodes the profits from innovation. But that’s a slow process, requiring 15 years or so, which suggests that it takes the better part of a generation for the blue-ocean approach to yield to competitive strategy”  finally suggested business to consider blending of these two approaches. 
Strategy
Strategy is the creation of a unique position in carrying out a set of activities that require making tradeoffs in competing to choose what not to do, and involves in creating fit among these activities (Porter, 2012). Business strategy builds the roadmap to accomplish strategic goal achievement driven by competition, own capabilities, or innovation (Giannoulis & Zdravkovic, n.d.). Strategic planning, an umbrella term, is the technical fit that gets part in organizational effectiveness and deals with organizational dilemmas and there are connections among leadership ideas, strategic thinking and traditional planning activities (Fairholm, 2009). Aithal & Kumar (2015) said in strategic management, there are various types of strategies such as ROS, BOS, Green Ocean Strategy, Purple Ocean Strategy used for long term organizational sustainability and to deviate from competition. They generalized new strategy named Black Ocean Strategy for some organizations especially in developing countries that strive to achieve sustainability and to get relief of high intense problems at least for short term. Few companies have a clear strategic vision (Kim & Mauborgne, 2010). Neilson, Martin, & Powers (2008, June) showed in their research that organization fails to execute strategy as they straightly go to the structural reorganization and become indifferent in most powerful drivers for effectiveness like instead clarifying right decision and ensuring information flows where it is needed. Typically, companies realize only about 60% value of their strategies because of defects and breakdowns in planning and execution which can be achieved more by following 7 rules including keeping strategy simple, challenging assumptions, speaking same language, discussing resource development early, identifying priorities, continuously monitoring performance, developing execution ability (Mankins & Steele, 2005, July-August).
Business PerformanceBusiness performance is used synonymously with productivity, efficiency, effectiveness, and competitiveness (Cooke, 2011). Majority of the organizations measure their performance in terms of effectiveness (See table 1 and 4 [Appendix 1]) in achieving their mission, objective and goals; efficiency in deploying resources; financially, and relevant viable to stakeholders and their changing needs. In the Organizational Assessment (OA) framework, these four aspects of performance are the key dimensions to organizational performance (Deloach & Thomson, 2014, ; Mitchell, 2002). There are a number of indicators and variables that reflect performance including strategy, leadership, employees, structure, quality, performance measurement, innovation and development, information technology, corporate governance, external environment and more where the frequency of use of these indicators directly balanced with the business performance (Gavrea, Ilieş, & Stegerean, 2011).
BOS Implementation Cases & Impact
A good strategy can put the organization on competitive map but appropriate execution can keep it there and most of the organizations struggle for implementation as they over relies on structural changes like reorganization (Neilson, Martin, & Powers.). In the contemporary business, to be successful, must need to generate a creative value creation for and from customers that is achievable using BOS basically used to enhance customer acquisition, retention and in turn generate customer margin in turn make significant contribution to company profits (Yang & Yang, 2011). Leavy (2005) stated that BOS is applicable to all types of industries from typical goods to business to business market that allows existing strategic planning process by drawing a strategy canvas. It represents a significant departure from status quo. From the launching of Wii video game, Nintendo started using Blue Ocean making competition irrelevant. The distinction from Wii is that Nintendo adopted better technology and built product though technically inferior became able to capture lion’s share of market (O’Gorman, 2008). “A British retail group applied blue ocean leadership to redefine what effectiveness meant for frontline, midlevel, and senior leaders. The impact was significant. On the front line, for example, employee turnover dropped from about 40% to 11% in the first year, reducing recruitment and training costs by 50%. Factoring in reduced absenteeism, the group saved more than US $50 million in the first year, while customer satisfaction scores climbed by over 30%” (Kim & Mauborgne, 2014). In general, leaders don’t want to lose the talented employees which are key issue in underlying BOS. It is observed that leadership style is focusing on the employees’ quality and behavioral styles that impede organizational focus of market and customer expectation. Using Blue Ocean leadership to connect to the market, the people who face market realities every day are asked for their direct input on the acts and activities of their leaders, and what they need from their leaders to effectively serve customers. Thus, the frontline managers will spend less time trying to please the boss and more time serving customers (Kim & Mauborgne, 2014).
Saputri & Mulyaningsih’s (2015) study on merchandise business of Yogyakarta stated that a merchandise company implemented BOS where value innovation had a critical position where Kedai Digital created 3 distinguished value innovation namely free design, a unique location and a one-stop shopping concept that made the company leading position in the industry and made competition irrelevant instead of playing in the red ocean. They found 8 standard value within competition namely volume, price, prestige, quality, promotion, service, variation and on-time delivery. Wubben, Düsseldorf, & Batterink (2012) studied on the uncontested market space of European fruit and vegetables industry and assessed the applicability of BOS. They found BOS framework enables the identification of ex ante an untapped market space targeting new buyer group of children and teenagers. Bourletidis (2014) conducted a research on BOS implementation in Greek region and stated BOS as an innovative strategic model can be implemented to create a sustainable development and successful entrepreneurial ventures due cluster. Lindič, Bavdaž, & Kovačič (2012) studied two cases namely Slovenian gazelles and Amazon.com of successful high growth business suggested BOS to the policy maker to achieve high growth. In their study, the result revealed gap between micro and macro level growth and the finding called for change in specific size companies, industries, and business activities to intra-industry cooperation, collaboration to create value innovation of uncontested market. Chang (2010) conducted a study investigating cell phone markets using BOS and found bandit (i.e., unbranded or unknown-brand “white box” cellphones) introduced new business model changing the rule of game having low-cost and high value-added features. 
did a study in UAE on both small and medium enterprise and multi-national enterprise sectors where new strategies and economy are implemented investigating the BOS. They mentioned that in BOS, revisit of value added activities are emphasized, some activities are eliminated and new Butler (2008) activities introduced, noncustomers are targeted through innovation and changing strategy than competing intense competition. Koo & Luk (2008) introduced a holistic approach in their study to strategic formulation for Chinese manufactured consumer products deploying the application of SWOT analysis, balanced scorecard and BOS. Sharma, Seth, & Niyazi (2010) conducted a study of Indian rural markets that used BOS showing role of entrepreneurship in economic development is going towards uncontested markets. They suggested that the core success of these rural markets development depends on the effective utilization of BOS. It provides effective ways to build a top-tier Universities worldwide extending distinctive characteristics of ethnic Universities that develop comparative advantage creating, protecting, and expanding BOS enhancing absolute advantage in building a top-tier Universities (Xiu-liang, 2007). Jian-jun & Hai-min (2007) developed reengineering that reengineers new rule of demand and supply which lies in the change of utility-demand-supply-cost mechanism under noncompetitive market and regarded as the secret success of BOS. Kim, In, Baik, Kazman, & Han (2008) stated in their study that techniques and practices used in value-innovative requirements engineering by focusing on deriving requirements from current known customers are not sufficient in enduring the existing highly competitive market and advocated the BOS concept that there is a potential market in a blue ocean where competition really doesn’t exist. Kim, Yang, & Kim (2008) conducted a case study on third-party logistics (3PL) provider, CJ-Global Logistics Service (CJ-GLS) of South Korea and stated the remarkable growth came from creating a Blue Ocean Market (3PL market) rather from existing red ocean market by attracting competitors’ customers that the earlier incumbents ignored and by constructing new RFID-based business model and ubiquitous-oriented 3PL system.
Relevance of Applying BOS in OrganizationThe best way to describe the attractiveness of the blue oceans is to analyze the Blue Ocean Paradox, shown up by Kim and Mauborgne during a study in 2005. The result of the study showed that only 14% of all studied business launches were made within the Blue Ocean markets, but these 14% achieved 38% revenue impact and about 62% of profit impact. Compared to the majority of 86% business launches in red oceans, which were able to get 39% of the total profit impact (Kim & Mauborgne, 2004). This paradox seems to be very appealing especially on businessmen, who are always looking for ways to increase their revenues and profits. Companies should stop competing with each other. The reason for this is that at the present technological stages are the shrinking market spaces, and the supply is overtaking demand due to globalization. More and more companies join the existing markets, the competition is made on minimizing cost basis with falling prices as a result, but competing on price cannot be a long-term solution (Kim & Mauborgne, 2004). 
Other researchers mention that the BOS is most effective when markets are saturated or in decline. Therefore a company should target completely new customer groups to increase their customer base (Agadoni and Agadoni, 2016). Kim and Mauborgne (2004a) pointed out those companies not only have to outplay their competition, but furthermore completely ignore them by searching and entering new and uncontested markets. The main key therefore is to find out 1) what customers seek when they buy a product or service and then 2) define a total solution. Besides that, the process of creating and discovering blue ocean markets is not about predicting and/or pre-allocating business trends. It is about leading managers who are able to reordering market realities in a fundamentally new way. BOS creates uncontested market space, makes competition irrelevant, creates and captures new demand, break the value-cost trade off, pursues differentiation and low cost that insist ventures apply and implement this strategy for their improved performance. 
From their researches, Kim and Mauborgne (2004) developed their BOS model, which provides a series of tools and frameworks as guidance for companies to create unique strategies to create and generate their own uncontested markets. Blue Ocean has been successfully applied to organizations like VIAT (Value Innovation Action Tank) of Singaporean non-profit organization, IKEA-furniture industry, Starbucks, Phillips that found to be good organizational performance (Basri, Ghadzali, & Ismail, 2011).
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, et al., 2012). According to Kaplan and Norton (2001) organizations require a set of measures that provides the top management with 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 and 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 Mauborgne (2005), having studied business launches in 108 companies over a 15year period, 14 per cent of these launches that represented distinct value innovations eventually accounted for an average of 61 per cent 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 and Mauborgne, 2005). 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. According to Mankins and Steele (2005) the performance of organizations are directly linked to closing the strategy-to-performance gap through better planning and execution. The blue ocean strategy approach requires disciplined planning and execution processes while managing inevitable risks. In moving reorganizing a company’s internal processes towards learning and growth, the blue ocean strategy requires firms to look across alternative industries and strategic groups to strengthen its overall value proposition. 
[bookmark: _Toc265213824]

[bookmark: _Toc113293678]2.3 Theoretical framework
The Blue Ocean Paradox:
The best way to describe the attractiveness of the blue oceans is to analyse the Blue Ocean Paradox, shown up by Kim and Mauborgne during a study in 2005. The result of the study showed that only 14% of all studied business launches were made within the Blue Ocean markets, but these 14% achieved 38% revenue impact and about 62% of profit impact. Compared to the majority of 86% of business launches in red oceans, which were able to get 39% of the total profit impact.This paradox seems to be very appealing especially to businessmen, who are always looking for ways to increase their revenues and profits. Stress in their papers about the Blue Ocean Strategy perpetual that companies must stop competing with each other. The reason for this is at the present technological stage are the shrinking market spaces, and the supply is overtaking demand due to globalization. More and more companies join the existing markets, the competition is made on minimizing cost basis with falling prices as a result, but competing on price cannot be a long-term solution. Other researchers mention that the Blue Ocean Strategy is most effective when markets are saturated or in decline. Therefore, a company should target completely new customer groups to increase their customer base.Point out that companies not only have to outplay their competition but furthermore completely ignore them by searching and entering new and uncontested markets. The main key, therefore, is to find out 
 1) what customers seek when they buy a product or service and then 
2) define a total solution. Besides that, the process of creating and discovering blue ocean markets is not about predicting and/or reallocating business trends, It is about leading managers who can reorder market realities in a fundamentally new way. ( Kabukin, 2014, p p.17-18)
Principles of blue ocean strategy:
The six main principles guide companies through the formulation and execution of blue ocean strategy in a systematic, risk-minimizing manner. The first four principles address blue ocean strategy formulation, can be described as follows (Hersh & Abusaleem, 2016, p.4) 
Reconstruct market boundaries: This principle identifies the paths by which managers can systematically create uncontested market space across diverse industry domains, hence attenuating search risk. Using a Six Paths framework, teaches companies how to make the competition irrelevant by looking across the six conventional boundaries of competition to open up commercially important blue oceans. Focus on the big picture, not the numbers: This principle, which addresses planning risk, presents an alternative to the existing strategic planning process, which is often criticized as a number-crunching exercise that keeps companies locked into making incremental improvements. Using a visualizing approach that drives managers to focus on the big picture, this principle proposes a four-step planning process for strategies that create and capture blue ocean opportunities. Reach beyond existing demand: To create the greatest market of new demand, managers must challenge the conventional practice of aiming for finer segmentation to better meet existing customer preferences, which often leads to increasingly small target markets. Instead, this principle, which addresses scale risk, states the importance of aggregating demand, not by focusing on the differences that separate customers but rather by building on the powerful commonalities across noncustomers.
 Get the strategic sequence right: The fourth principle describes a sequence that companies should follow to ensure that the business model they build will be able to produce and maintain profitable growth. When companies follow the sequence of (1) utility (2) price (3) cost and (4) adoption requirements, they address the business model risk. The remaining two principles address the execution risks of the blue ocean strategy.
Overcome key organizational hurdles: Tipping point leadership shows managers how to mobilize an organization to overcome the key organizational hurdles that block the implementation of a blue ocean strategy. This principle mitigates organizational risk, outlining how leaders and managers can surmount thecognitive, resource, motivational, and political hurdles despitelimited time and resources.
Build execution into strategy: This principle introduces a fair process to address the management risk associated with people’s attitudes and behaviours. Because a blue ocean strategy represents a departure from the status quo, a fair process is required to facilitate both strategy making and execution by mobilizing people for the voluntary cooperation needed for execution. By integrating execution into strategy formulation, people are motivated to act.The Importance of blue ocean strategy :Company in the Blue Ocean extends and achieve more successes, more and more companies and organizations try to enter this market. Thus, the issue of creation barriers is considered very important to the entry of new competitors and suppliers of imitation. Blue Ocean Strategy align seven principles below required to embrace by the managers,.It can be mentioned as follows (Khouildat, 2018) Re-establishing the market boundaries; Not focusing on numbers; Constructing implementation; Designing quality level of each activity in the value chain; Reaching beyond demand; Overcoming key obstacles and Obtaining accurate strategic order by using an extreme leadership style.
Eight key points of blue ocean strategy: Researchers have identified eight core principles. Here we outline the essence of blue ocean strategy, which could be mentioned as follows (Chan & Mauborgne, 2014, pp. 2-7 ) :
It’s grounded in data: Blue ocean strategy is based on a decade long study of more than 150 strategic moves spanning more than 30 industries over 100 years. Industries ranged from hotels, cinema, retail, airlines, energy, computers, broadcasting, and construction to automobiles and steel.
 It pursues differentiation and low cost: Blue ocean strategy is based on the simultaneous pursuit of differentiation and low cost. It is an “and-and,” not an “either-or”
strategy. Conventional wisdom holds that companies can either create greater value for customers at a hig her cost or create reasonable value at a lower cost. Here the strategy is seen as choosing between differentiation and low cost. In contrast, the blue ocean strategy seeks to break the value-cost tradeoff by eliminating and reducing factors an industry competes on and raising and creating factors the industry has never offered. This is what we call value innovation.
It creates uncontested market space: Blue ocean strategy doesn’t aim to out-perform the competition. It aims to make the competition irrelevant by reconstructing industry boundaries. Whereas conventional strategic approaches drive companies to define their industry similarly and focus on being the best within it, the blue ocean strategy prompts them to break out of the accepted boundaries that define how they compete. Instead of looking within these boundaries, managers need to look systematically across them to create blue oceans – new and uncontested market space of new demand and high profitable growth.
It empowers you through tools and frameworks: Blue ocean strategy doesn’t aim to out-perform the competition. It aims to make the competition irrelevant by reconstructing industry boundaries. Whereas conventional strategic approaches drive companies to define their industry similarly and focus on being the best within it, the blue ocean strategy prompts them to break out of the accepted boundaries that define how they compete. Instead of looking within these boundaries, managers need to look systematically across them to create blue oceans – new and uncontested market space of new demand and high profitable growth. Blue ocean strategy offers systematic tools and frameworks to break away from the competition and create a blue ocean of uncontested market space. The field of strategy, by contrast, has predominantly focused on how to compete in established markets, creating an arsenal of analytic tools and frameworks to skillfully achieve this It empowers you through tools and frameworks to skillfully achieve this.
It provides a step-by-step process: From assessing the current state of play in an industry, to exploring the six paths to new market space, to understanding how to convert noncustomers into customers, blue ocean strategy provides a clear four-step process to break away from the competition and create a blue ocean of strong profitable growth.
 It maximizes opportunity while minimizing risk: Blue ocean strategy is an opportunity-maximizing risk-minimizing strategy. Of course, any strategy will always involve risks – be it red or blue. However, the blue ocean strategy provides a robust mechanism to mitigate risks and increase the odds of success. A key framework here is the Blue Ocean Idea Index.
It builds execution into strategy: blue ocean strategy is a strategy that expressly joins analytics with the human dimension of organizations. It recognizes and pays respect to the importance of aligning people’s minds and hearts with a new strategy so that at the level ofthe individual, people embrace it of their own accord and willingly go beyond compulsory execution to voluntary cooperation in carrying it out.
 It shows you how to create a win-win outcome: With its integrated approach, blue ocean strategy shows how to align the three strategy propositions: value, profit, and people; to ensure your organization is aligned around your new strategy and that it creates a win for buyers, the company, and for employees and stakeholders.Besides that, Five basic pillars or dimensions of the Blue ocean strategy can be summarized as (Shafiq, Tasmin, Takala, Qureshi, & Rashid, 2017) Creating uncontested market space; Making the competition irrelevant; Creating and capturing new demand; Breaking the value-cost trade-offs; Achieving differentiation & low cost. The procedure of implementing blue ocean strategy has the following steps (Jedi, Zade, & RahMani, 2015)
Reduction: It should be shown which one of the indicators of products and services intended by the customers can be reduced in comparison with other competitors. It is evident that major indicators in this step are intended by customers the reduction of which is accompanied by the significant reduction of production costs and expenses of providing different services.
- Elimination: In this step, it is verified that which one of the indicators of products and services which the competitors use to compete can be eliminated in the products and services of one’s company. This work is risky and weird but such an analysis leads to a significant reduction of production costs and consequent supplementary actions eliminate this deficiency
- Increase: In such a case, it is verified that increase in what indicators can increase the differentiation of your company from other ones and create higher value-added for the customers.
- Creation: The most important and the most difficult step in the blue ocean method is to create values in products and services which haven’t yet been provided by others. The key to success in this method is the quality and efficiency of this analysis.
[bookmark: _Toc265213825][bookmark: _Toc113293679]2.4 Empirical Review
The blue ocean strategy has been studied and researched on by various scholars with focus on practical implementation and the reorganization of a company’s resources towards simultaneous pursuit of low cost and differentiation. 
Čirjevskis, Homenko and Lačinova (2011), analysed the viability of implementing the blue ocean strategy in the business-to-business segment. Čirjevskis, et al. (2011) sought to determine how to evaluate the suitability of a blue ocean strategy and the process of overcoming organizational hurdles related to its implementation. In studying two chemical companies, Sika AG (Swiss) and Alexandra Plus LLC (Russian), the researchers were able to identifying possible challenges in the implementation of chosen value innovation strategies and the recourse taken by these two firms to effectively overcome these hurdles that included value chain improvements and asset optimization to create blue oceans. 
Lee and Gaynor (2006) in their research documented the challenges of implementing the blue ocean strategy in emerging ICT business markets. These researchers noted that the blue ocean strategy does not account for uncertainty in emerging markets (Lee and Gaynor, 2006). Furthermore, the study noted that whereas the blue ocean strategy describes how to find uncharted market space, it does not provide guidance in developing a strategy that maximizes this new market. Consequently, the study proposes a new tool called the Real Options Framework that postulates the creation of a flexible infrastructure and experimentation to minimize uncertainty (Lee and Gaynor, 2006). 
Amit and Zott (2010) confirmed that value innovation is essential in creating and appropriating value, especially in times of economic change. Accordingly, the researchers noted that companies focusing on value innovations had grown faster that their competitors (Amit and Zott, 2010). Nyambane (2012) conducted research on the challenges of implementing the blue ocean strategy on three large indigenous banks in Kenya. The study assessed the responses necessary in the hypercompetitive market space of the commercial banking industry. 
Nyambane (2012) noted that the three banks (Kenya Commercial Bank, Equity Bank and Cooperative Bank) did have clear focus on developing blue ocean strategies as part of core strategic plans and through specialized projects. The challenges encountered by the banks included balancing competitive approaches with seeking blue oceans, effectively justifying the value innovations prior to introduction, and systemic and cultural hurdles (Nyambane, 2012).
Some researchers found that there is a mutually reinforcing relationship between Blue Ocean strategy and innovation. Kim and Mauborgne (2005) finds that the blue ocean strategy helps organizations to innovate and bring new products to market. Ngaruiya (2013) studied the application of value innovation as a basis of blue ocean strategy by Safaricom Limited. The case study focused on documenting the process taken by the mobile telephony giant in creating sustained value for its customers through value innovation. The study revealed that Safaricom Limited focused on existing and future customers and capitalizes on the knowledge economy, investing in intellectual assets which it considers more strategic to maintaining leadership. 
[bookmark: _Toc265213826][bookmark: _Toc113293680]Miano (2013) studied the determinants for the implementation of blue ocean strategy among commercial banks in Kenya. Miano focused on the application of the Four Actions Framework of the blue ocean strategy concept. 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. Morris (2007) demonstrated that organizations using blue ocean strategy to meet the challenge of innovation will bring themselves substantially advantages with their innovation. 	










CHAPTER THREE
[bookmark: _Toc265213827][bookmark: _Toc113293681]METHODOLOGY
[bookmark: _Toc265213828]3.1	Introduction	
This chapter deals with the research methods to be adopted in conducting the study. They are organized under the following sub-headings: Research Design, Population of the Study, Sample and sampling Techniques, Instrument for Data Collection, Validity of the Instrument, Reliability of the Instrument, Procedure for Data Collection and Method of Data Analysis
[bookmark: _Toc265213829][bookmark: _Toc113293683]3.2 Research Design
The study adopted the survey research design. Survey design is “a research technique in which information is gathered from a sample of respondents using a questionnaire” (Tariq, 2009). This method is usually adopted when the researcher does not intend to control any of the samples used for the study (Asika, 2006). In this study, however, the researcher’s interest is in studying the perception of respondents (mainly the employees and entrepreneur) through the distribution of self-administered copies of questionnaire on a cross-sectional basis to the selected samples in order to harness information for the purpose of analysis and making useful deductions therefrom. 
[bookmark: _Toc265213830][bookmark: _Toc113293684]3.3 Population of the Study
According to Uma (2007), population is referred to as the totality of items or object which the researcher is interested in. It can also be total number of people of an area of study. Hence, the population of the study would include the staffs of item 7 across all the entire 7 outlets of Item 7 in Ilorin metropolis. 
[bookmark: _Toc265213831][bookmark: _Toc113293685]3.4 Sample size and Sampling techniques
[bookmark: _Toc265213832][bookmark: _Toc113293686]The total sample size that was used for this research work was the employee, managers and owner(s) of item7 restaurant in Ilorin. The total size of the population is forty-five (45).
[bookmark: _Toc113293687]3.5 Method of Data Collection
The researcher collected data using the questionnaire. Copies of the questionnaire were administered by the researcher on the respondents. The respondents’ confidentiality of any information provided was assured. Respondents were provided with detailed instructions as to how the questionnaires was to be completed and returned to the researcher. The rationale behind providing clear instructions and assuring confidentiality of information was based on the fact that this significantly reduces the likelihood of obtaining biased responses.
 
[bookmark: _Toc265213833][bookmark: _Toc84423743][bookmark: _Toc55473423][bookmark: _Toc113293688]3.6 Instrument of data collection
The researcher developed a research instrument; questionnaire, the questionnaire was used to obtain data on the effect of Blue Ocean Strategy on Business Performance, the case study of Item 7 Ilorin, the questionnaires was titled Questionnaire on Effect of Blue Ocean Strategy on Business Performance. In this study, the questionnaires were divided into two sections (A and B), the section A collected data for personal information of the respondents, for the section B of the questionnaire, a four- point scale (Strongly agree, Agree, disagree, Strongly disagree) was used to ascertain the effect of Blue Ocean Strategy on Business Performance, The case study of Item 7 Ilorin. 
[bookmark: _Toc265213834][bookmark: _Toc113293689]Validity of the Instrument
[bookmark: _Toc265213835]The validity of the instrument was established through the project supervisor and some experts within the department who read through the questionnaire. Their criticism and corrections was thereafter incorporated into the final draft, thus ensuring the instrument meets both the face and content validity.
[bookmark: _Toc113293691]3.7 Method of Data Analysis
[bookmark: _Toc265213837]The Data collected was analyzed using descriptive statistics of frequency count, percentage and mean to calculate the demographic data and research questions, while regression analysis was used to test all the research hypotheses. All these were done using Statistical Package for Social Science (SPSS).
3.8.	Historical background of the case study        
Item 7 Go is a Nigerian fast food restaurant with a notable history of rapid expansion. Founded by a University of Ilorin student, it started as a small roadside stall in Ilorin and has grown to include over 10 locations in Ilorin and 15 locations or more across Nigeria, focusing on popular dishes like jollof rice and fried rice. The restaurant is known for its affordable prices and has gained a reputation for being a go-to place for a quick and delicious meal. 


Key points in the history:

Early Years:
Item 7 Go began as a small roadside shop in Ilorin, run by a University of Ilorin student who was passionate about food. 

Rapid Expansion:
Within a few years, the business grew significantly, opening multiple branches in Ilorin and expanding to other parts of Nigeria. 

Affordable Pricing:
Item 7 Go is known for its affordable prices, making it a popular choice for those seeking a quick and delicious meal, as mentioned in a TikTok post. 

Focus on Local Favorites:
The restaurant's menu primarily features Nigerian dishes like jollof rice, fried rice, and chicken, catering to the local palate.



[bookmark: _Toc113293693]CHAPTER FOUR
[bookmark: _Toc265213838]DATA PRESENTATION, ANALYSIS AND INTERPRETATION
[bookmark: _Toc265213839]4.1.	Introduction	
This chapter presents the analysis of data derived through the questionnaire administered on the respondents in the study area. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of one hundred and seventy-six (176) questionnaires were administered to respondents. Research questions were answered using frequency count, percentage and mean while inferential statistics of t- test was adopted to analyze the research hypotheses generated at 0.05 level of significance.
[bookmark: _Toc265213840][bookmark: _Toc113293696]4.2 Data Presentation, analysis and interpretation	
[bookmark: _Toc113293697]Table 4.2: Frequency Distribution of the respondents’ Demographic Characteristics (N=45)
	Demographics
	Category
	Frequency
	Percent

	Gender
	Male
	25
	56%

	
	Female
	20
	44%

	
	Total 
	45
	100.0

	Age group
	Below 20
	4
	9%

	
	21-30
	28
	62%

	
	31 and above
	13
	29%

	
	Total
	45
	100.0

	Status
	Employee
	45
	100%

	
	Entrepreneur/Owner
	0
	0%

	
	Total
	45
	100.0

	Marital Status
	Single
	31
	69%

	
	Maried
	14
	31%

	
	Divorced
	0
	0

	
	Total
	45
	100


Source: Author fieldwork computation (2025)
The frequency distribution of the respondents’ basic information is presented in table 4.1 above. The table shows that out of the 45 respondents, 25 respondents, (56%) are males and 20 (44%) are females. Also, in response to the question of age group, 4 respondents (9%) are below 20 years old, 28 respondents (62%) are between ages 21 - 30, 13 (29%) are 31 and above. Lastly, on the question as regards marital status, 31 (69%) are single, 14 (31%) are married, 0 (0%) are divorced. 
[bookmark: _Toc113293698]Table 4.2: Descriptive analysis of Respondents’ responses to variable questions contained in the research instrument (questionnaire) (N=45)
	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Average Response to Questions on Competitor
	45
	1
	5
	1.02
	.622

	Average Response to Questions on Cost
	45
	1
	5
	3.90
	.831

	Average Response to Questions on Profitability
	45
	1
	5
	3.65
	.673

	Average Response to Questions on Business Environment
	45
	1
	5
	3.31
	.826


Source: Author fieldwork computation (2025)
The Descriptive Statistics of the Respondents’ opinion on business startups and profitability, based on the questions asked in the questionnaire is presented in table 4.3 above. 
Questions based on Competitor were responded to by 45 respondents, and the range of the responses is from 1 to 5. This means that the lowest response was “strongly disagree” and the highest response was “strongly agree”. The mean of the responses was 1.02. This (on the average), implies that a large number of the respondents agreed with the questions on Competitor. The standard deviation was .622, which implies that the responses was highly dispersed, and not clustered in a certain perimeter.
Questions based on Cost were responded to by 45 respondents, and the range of the responses is from 1 to 5. This means that the lowest response was “strongly disagree” and the highest response was “strongly agree”. The mean of the responses was 3.90 This implies that (on the average), a large number of the respondents agreed with the questions on Cost. The standard deviation was .831, which implies that the responses was highly dispersed, and not clustered in a certain perimeter.
Questions based on Profitability were responded to by 7 respondents, and the range of the responses is from 1 to 5. This means that the lowest response was “strongly agree” and the highest response was “strongly disagree”. The mean of the responses was 3.65. This implies that (on the average), a large number of the respondents agreed with the questions on Profitability. The standard deviation was .673, which implies that the responses was highly dispersed, and not clustered in a certain perimeter.
Questions based on Business Environment were responded to by 7 respondents, and the range of the responses is from 1 to 3. This means that the lowest response was “strongly agree” and the highest response was “undecided”. The mean of the responses was 3.31. This implies that (on the average), a large number of the respondents agreed with the questions on Business Environment. The standard deviation was .826, which implies that the responses was highly dispersed, and not clustered in a certain perimeter.
[bookmark: _Toc113293699]4.2 Data Analysis and Hypotheses Testing.
The hypotheses of the study are: 
H01- There is no significant impact of blue ocean strategy on the business operation on item7
H02-  There is no degree of impact of cost implication on blue ocean strategy
H03- There is no significant relationship between blue ocean strategy and business environment
[bookmark: _Toc113293700]4.3 Test Of Hypotheses
After Preliminary analyses were performed to ensure no violation of the assumptions of normality, multicollinearity, Simple Linear regression was used to analyse the hypothesis.
Hypothesis One
Ho1: There is no significant impact of blue ocean strategy on the business operation on item7


Statement of Decision Rule: 
When the simple linear regression is applied to hypothesis, the decision to be taken depends on the P value obtained. For the hypothesis, the decision rule is to reject the null (negative) hypothesis and accept the alternate hypothesis where the P value is less than 0.05 and to accept the null hypothesis and reject the alternate hypothesis where P value is greater than 0.05.
	[bookmark: _Toc113293701]Table 4.5.1.1 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	75.377
	1
	75.377
	14.261
	.003b

	
	Residual
	1161.276
	191
	6.080
	
	

	
	Total
	1236.653
	192
	
	
	

	a. Dependent Variable: Blue Ocean Strategy

	b. Predictors: (Constant),  Business Operation


 Source: Author fieldwork computation (2025)
The impact of blue ocean strategy on the business operation of item7 in Ilorin was examined using Simple Linear Regression. The result of regression is shown in Table 4.5.1.1 ANOVA. The F-test was 14.261, and the p value is .003, revealing that there is a significant impact of blue ocean strategy on the business operation of item7 Ilorin. 
	[bookmark: _Toc113293702]Table 4.5.1.2 Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.247a
	.181
	.056
	2.46576
	.354

	a. Predictors: (Constant), Blue ocean strategy

	b. Dependent Variable: Business Operation


Source: Author fieldwork computation (2025)
Also, the result of the regression as contained in Table 4.5.1.2: Model summary, shows that the R Square gave a value of 18.1%. This means that the independent variable which Blue ocean strategy accounted for about 18.1% of the variation in the dependent variable (Business Operation).
	[bookmark: _Toc113293703] Table 4.5.1.3 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	20.339
	2.234
	
	9.103
	.000

	
	Blue Ocean Strategy
	.168
	.076
	.247
	3.521
	.003

	a. Dependent Variable: Business Operation


Source: Author fieldwork computation (2025)
Lastly, the result of regression as shown in Table 4.5.1.3 above revealed that Blue Ocean Strategy caused a positive increase in the dependent variable which is Business Operation by at least 16.8 percent. The regression analysis shows that there is a significant positive increase in profitability, caused by capital availability because of the p value which is (.003)
In summary, having observed the result and findings above, based on the decision rule stated initially, the null hypothesis is rejected; therefore, Blue ocean strategy has an impact on the business operation of item7 in Ilorin.
Hypothesis two
Ho1: There is no degree of impact of cost implication on blue ocean strategy.
STATEMENT OF DECISION RULE: 
When the simple linear regression is applied to hypothesis, the decision to be taken depends on the P value obtained. For the hypothesis, the decision rule is to reject the null (negative) hypothesis and accept the alternate hypothesis where the P value is less than 0.05 and to accept the null hypothesis and reject the alternate hypothesis where P value is greater than 0.05.


	[bookmark: _Toc113293704]Table 4.5.2.1 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	16.848
	1
	16.848
	2.638
	.106b

	
	Residual
	1219.805
	191
	6.386
	
	

	
	Total
	1236.653
	192
	
	
	

	a. Dependent Variable: Blue Ocean Strategy

	b. Predictors: (Constant), Cost Implication


Source: Author fieldwork computation (2025) 
 The degree of impact of cost implication on the implementation of blue ocean strategy was examined using Simple Linear Regression. The result of regression is shown in Table 4.5.2.1: ANOVA. The F-test was 2.638, and the p value is .106, revealing that there is no degree of impact of cost implication on the implementation of blue ocean strategy because the p value is far greater than .005.
	[bookmark: _Toc113293705] Table 4.5.2.2 Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.117a
	.014
	.008
	2.52714
	.392

	a. Predictors: (Constant), Cost Implication

	b. Dependent Variable:  Blue Ocean Strategy


Source: Author fieldwork computation (2025)
Also, the result of the regression as contained in Table 4.5.2.2: Model summary, shows that the R Square gave a value of 1.4 percent. This means that the independent variable which is Cost Implication accounted for about 1.4 percent of the variation in the dependent variable (Blue Ocean Strategy).
	 Table 4.5.2.3 Coefficientsa

	Model
	Un-standardized Coefficients
	Standardized Coefficients
	T
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	24.768
	2.109
	
	11.742
	.000
	
	

	
	Cost Implication
	.119
	.073
	.117
	1.624
	.106
	1.000
	1.000

	a. Dependent Variable:  Blue Ocean Strategy


Source: Author fieldwork computation (2025)
Lastly, the result of regression as shown in Table 4.5.2.3 above, revealed that Cost Implication caused a positive increase in the dependent variable which is Blue Ocean Strategy by at least 11.9 percent. However, the regression analysis shows that there is no degree of impact of cost implication in the implementation of blue ocean strategy, because the p value is (.106)
In summary, having observed the result and findings above, based on the decision rule stated initially, the alternate hypothesis is rejected; therefore, there is a degree of impact of cost implication on blue ocean strategy
HYPOTHESIS THREE
Ho1: There is no significant relationship between blue ocean strategy and business environment.
STATEMENT OF DECISION RULE: 
When the simple linear regression is applied to hypothesis, the decision to be taken depends on the P value obtained. For the hypothesis, the decision rules is to reject the null (negative) hypothesis and accept the alternate hypothesis where the P value is less than 0.05 and to accept the null hypothesis and reject the alternate hypothesis where P value is greater than 0.05.
	[bookmark: _Toc113293706]Table 4.5.3.1 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	3.044
	1
	3.044
	.471
	.493b

	
	Residual
	1233.608
	191
	6.459
	
	

	
	Total
	1236.653
	192
	
	
	

	a. Dependent Variable: Business Environment

	b. Predictors: (Constant), Blue Ocean Strategy


Source: Author fieldwork computation (2025)
The relationship of Blue Ocean Strategy with Business Environment was examined using Simple Linear Regression. The result of regression is shown in Table 4.5.3.1: ANOVA. The F-test was .471, and the p value is .493, revealing that there is no significant relationship between Business Environment and Blue Ocean Strategy because the p value is far greater than .005.
	[bookmark: _Toc113293707] Table 4.5.3.2Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.050a
	.002
	-.003
	2.54139
	.383

	a. Predictors: (Constant),  Blue Ocean Strategy

	b. Dependent Variable: Business Environment 


Source: Author fieldwork computation (2025)
 Also, the result of the regression as contained in Table 4.5.3.2: Model summary, shows that the R Square gave a value of 0.2 percent. This means that the independent variable which is Blue Ocean Strategy accounted for about only 0.2 percent of the variation in the dependent variable (Business Environment).


	[bookmark: _Toc113293708] Table 4.5.3.3 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	26.888
	1.893
	
	14.205
	.000
	
	

	
	Blue Ocean Strategy
	.046
	.067
	.050
	.687
	.493
	1.000
	1.000

	a. Dependent Variable: Business Environment


Source: Author fieldwork computation (2025)
Lastly, the result of regression as shown in Table 4.5.3.3 above revealed that Blue Ocean Strategy caused a positive increase in the dependent variable which is Business Environment by at least 4.6 percent. However, the regression analysis shows that there is no significant impact of Blue Ocean Strategy on Business Environment, because the p value is (.493)
In summary, having observed the result and findings above, based on the decision rule stated initially, the alternate hypothesis is rejected; therefore, Blue Ocean Strategy has no significant relationship with business environment.
[bookmark: _Toc113293709]4.3	Discussion of Findings
[bookmark: _Toc92295601][bookmark: _Toc265213843]This research study has examined the Effects of blue ocean strategy on business performance; a case study of item7 in Ilorin, and has discovered that there exists a positive relationship between blue ocean strategy and business performance. Blue Ocean Strategy was evaluated using Competitor and Cost as independent variables, while for Business Performance, the study used profitability and business environment as dependent variables. 


[bookmark: _Toc113293710]CHAPTER FIVE
[bookmark: _Toc265213844][bookmark: _Toc113293711]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc265213845][bookmark: _Toc113293712]5.0 Introduction	
The following sub-headings were presented under this chapter: Summary, conclusion, recommendations, and suggestion for further studies.
[bookmark: _Toc265213846][bookmark: _Toc113293714]5.1.1 Summary of Findings
The following are the summary of findings for the study:
The findings revealed that the following are Blue Ocean Strategy that facilitate item 7 restaurant business operations; it allows item 7 restaurant to achieve high-impact results fast and at low cost; value and affordability are equally important in blue ocean thinking, it introduces item 7 restaurant products at price customers can accommodate; it helps meet customers’ satisfaction at their level, by providing lower prices and more consistent quality; it encourages tweaking your products to push them into their own market with low prices and no competition. 
The findings revealed that the following are the costs involved in blue ocean strategy; it can create short-term losses to the business until they gain the customer’s trust in the product; it requires the reconciliation of fundamentally different strategic positions, differentiation and low cost; it creates competition at the later stage and success rate are less as this strategy involves experimenting with products as well as markets.
 The findings revealed that the following are how blue ocean strategy revels business environment; blue ocean strategy encourages companies to move from fierce competition in red ocean markets and to create value in uncontested market space; it allows businesses to create a niche market to get out of the red ocean competition so that competition becomes irrelevant; customers  are  happy  when companies  offers  what  they  have been looking for at a comparatively cheaper price; customers  are  happy  when  a  firm introduces a more quality service and quality addition increases customer patronage.
 The findings revealed that the following are factors that militates against the use of blue ocean strategy by item 7 restaurant in Ilorin; it is too risky because the blue ocean approach could needlessly constrain item 7; it is difficult to come up with new ideas that can get a profitable market share and the business has to conduct the right research to find such a target market; the absence of strategic leadership amongst the top management staff can hampered implementation of blue  ocean  strategy  in  the  organization  and  this  negatively  affects  realization  of  increased  organization performance and difficulties in getting other stakeholders, such as investors, suppliers, or distributors on board prior to commencement.
The finding revealed that there is no significant difference between the mean responses of male and female employees in item 7 restaurant in market determination prior to commencement. The mean responses of female employees (Mean= 13.52) is significantly higher than male employees (Mean= 12.88) in item 7 restaurant in market determination prior to commencement.
 The finding revealed that there is no significant differences between mean responses of male and female employees in item 7 restaurant on availability of new materials in Ilorin. The mean responses of female employees (Mean= 13.08) is significantly higher than male employees (Mean= 12.33) in item 7 restaurant in market determination prior to commencement
The finding revealed that there is no significant differences between the mean responses of male and female entrepreneurs in Ilorin metropolis on existing competitors prior to commencement. The mean responses of male entrepreneurs (Mean= 13.01) is significantly higher than female entrepreneurs (Mean= 12.91) in Ilorin metropolis on existing competitors prior to commencement. 
[bookmark: _Toc265213847][bookmark: _Toc113293715]5.2 Conclusion
In line with this research, this study concludes that the success of any organization is driven by its ability to offer a value proposition that is superior to its competitors. The blue ocean strategy pursues this objective by forcing companies to consider value innovations that would most enhance their strategic positions. By considering both low cost and differentiation approaches, the blue ocean strategy enables an organization to look beyond normal competitive practices of the red ocean, to creating new demand in uncontested market spaces. Nevertheless, an organization must be keenly aware of its environmental dynamics to ensure competitive forces do not encroach on its territorial market space. While pursuing new market spaces, it is critical that an organization seeks to defend its existing leadership space through common red ocean strategies.
[bookmark: _Toc265213848][bookmark: _Toc92295604][bookmark: _Toc113293716]5.3 Recommendations
Based on the findings of this study, the following recommendations were made:
 It is recommended that Blue Ocean Strategy should be implemented to break and speak out of box for those companies that want making difference, build future benefits from stakeholders
 The researcher also recommend making significant strategic changes in an ongoing manner. Such changes should be provided with support by the board of directors.
 
[bookmark: _Toc92295605][bookmark: _Toc265213851][bookmark: _Toc113293719]It is recommended that 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
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 QUESTIONNAIRE
SECTION A

Instruction: Please tick [√] your most preferred choice(s) on a question of your Choice

DEMOGRAPHY INFORMATION
1. Gender: 			Male	[  ]		Female [  ]
1. Respondent Status:	Employee 	[  ]	Entrepreneur [  ]
1. Age of Respondents: 	20-25years [  ] 26-30year [  ] 31-35years [  ]35years and above [  ]
1. Marital status: 		Married [  ] Single [  ]	Divorced [  ]
SECTION B – QUESTIONS
Instruction: Rank the extent to which the effect of Blue Ocean Strategy on Business Performance The case study of Item 7 Ilorin by ticking (√) the appropriate box.
KEY: S A–Strongly Agree, D–Disagree, A–Agree, S D–Strongly Disagree 
Research Question One: How Blue Ocean Strategy facilitate item 7 restaurant business operations?
	S/N
	STATEMENT
	SA
	A
	D
	SD

	1.
	Blue Ocean Strategy allows item 7 restaurant to achieve high-impact results fast and at low cost.
	
	
	
	

	2.
	Value and affordability are equally important in blue ocean thinking, it introduces item 7 restaurant products at price customers can accommodate.
	
	
	
	

	3.
	Blue Ocean Strategy helps meet customers’ satisfaction at their level, by providing lower prices and more consistent quality.
	
	
	
	

	4.
	The blue ocean strategy encourages tweaking your products to push them into their own market with low prices and no competition.
	
	
	
	

	5.
	Blue Ocean Strategy helps in increasing services distribution channel and customer's trust.
	
	
	
	





Research Question Two: What are the costs involved in blue ocean strategy?
	S/N
	STATEMENT
	SA
	A
	D
	SD

	1.
	It can create short-term losses to the business until they gain the customer’s trust in the product.
	
	
	
	

	2.
	There is a possibility that the customer might not understand what the business is trying to sell and how beneficial the product might be.
	
	
	
	

	3.
	It requires the reconciliation of fundamentally different strategic positions, differentiation and low cost.
	
	
	
	

	4.
	It creates competition at the later stage.
	
	
	
	

	5.
	Success rate are less as this strategy involves experimenting with products as well as markets.
	
	
	
	


Research Question Three: How does blue ocean strategy reveals business environment?
	S/N
	STATEMENT
	SA
	A
	D
	SD

	1.
	Blue Ocean Strategy encourages companies to move from fierce competition in red ocean markets and to create value in uncontested market space.
	
	
	
	

	2.
	Blue Ocean Strategy allows businesses to create a Niche market to get out of the red ocean competition so that competition becomes irrelevant. 
	
	
	
	

	3.
	Customers  are  happy  when companies  offers  what  they  have been looking for at a comparatively cheaper price
	
	
	
	

	4.
	Customers  are  happy  when  a  firm introduces a more quality service
	
	
	
	

	5.
	Quality addition increases customer patronage.
	
	
	
	





Research Question Four: What factors militates against the use of blue ocean strategy by item 7 restaurant in Ilorin?
	S/N
	STATEMENT
	SA
	A
	D
	SD

	1.
	Blue ocean strategy is too risky because the blue ocean approach could needlessly constrain item 7.
	
	
	
	

	2.
	It is difficult to come up with new ideas that can get a profitable market share and the business has to conduct the right research to find such a target market.
	
	
	
	

	3.
	Innovations yield imitators, which means a blue ocean could easily become a red ocean with time. Even if a blue ocean strategy feels ideal for item 7 restaurant right now, it could cease to be possible in the long term.
	
	
	
	

	4.
	The absence of strategic leadership amongst the top management staff can hampered implementation of blue  ocean  strategy  in  the  organization  and  this  negatively  affects  realization  of  increased  organization performance.
	
	
	
	

	5.
	Difficulties in getting other stakeholders, such as investors, suppliers, or distributors on board prior to commencement
	
	
	
	


 

