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Abstract 

 Tourism has become one of the world‘s largest and fastest growing industries. The tourism 

industry is globally a rapid growing industry and contributes to the economic enhancement as 

well as generates employment opportunities, apart from contributes to the development, 

especially in a developing country like Iran. The rapid growth is seen as a huge potential for 

further advancement of the industry, and thus strengthening of the nation‘s economy through 

it. The paradigm of competition in business is dominated on the minds of many 

administrators today. Administrators find the only way to win and success of their 

organization in the excelled of competitors and getting more share of the existing Market 

demands. Although this type of competition is essential, it doesn't guarantee optimal 

performance in a long period of time and in the knowledge based economy era, organizations 

need to think of subjects beyond the realm of competition. Nowadays, the business 

environment in which most of the twentieth century approaches and attitudes about the 

strategy and management have formed and evolved is fading increasingly. Since conflict is 

getting tougher in the Red Ocean, It would be more in need of management to engage in the 

Blue Oceans than following the predominant and prevailing stream between Administrators. 

Blue Ocean Strategy with challenging competition, which has been the most important 

default of strategic management area for many years and with offering modern solutions as 

well, introduces new areas for success in field of work and services. The present study sought 

to examine desirably the Blue Ocean Strategy implementation in Iran tourism industry. The 

research result denotes did not indicate Confirmation of the main hypothesis of the research, 

meaning that the Iran tourism industry in terms of implementation of the Blue Ocean Strategy 

is not in the optimum condition. 
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1. Introduction 

 In today's turbulent world, a place to rest one's head on the glories of the past does not 

exist and the Organization are now more than ever in need of a strategic evolution (Goll, 

Irene. Johnson, 2007). In this bumpy road, to increase the success should find what creates 

positive difference, and figure out how it regularly repeats. This is what is called Intelligent 

Strategic Move. Strategic Movements are those movements that offer new products and 

services which cause opening and capturing new market space and increases demand. Profit 

growth has been made by this move and as a main effort center, creates Blue Ocean and takes 

the opportunity of the organizations in the Red Ocean (Kim, W. Chan, 2005). The Red Ocean 

introduces currently operating industries. In this ocean, the limits and the extent and 

boundaries of the industries have been defined and accepted and competition rules (Sheehan, 

Norman, 2009) have been specified. In the Red Ocean, companies try to achieve a better 

performance comparing to competitors and to make their own a larger portion of the market 

demands. On the other hand, there is no exploitation of the Blue Ocean and no competitors 

exist there. Therefore, there is a potential (Kim Sangsoo Peter In, 2008) for growth and 

profitability in the Blue Ocean and high demand for goods and services in this ocean (Leavy, 

Brian, 2005). The global recession (Sakbani, Michael, 2010) and expansion of its impacts in 

the most countries of the world, and present gap between job and occupation of developing 

countries and job and occupation of developed world and Non-optimal use of this kind of job 

and occupation from creative and effective procedures (Pinard, C. Mary, 2005; Jalan, 

Amitabh, 1995), Unfortunately it results in that the large volumes of developing countries‘ 

businesses are encountered with a serious risk of bankruptcy. In this crowded competitive 

space, as more competitors' emerged, market portion and profitability and growth will be 

limited. In the current business environment, there is the fact that organizations and 

companies should successfully swim in the Red Ocean thanks to their superiority to the other 

competitors. The Red Ocean (Pitta, Dennis, 2009) in all businesses is one of the non 

inevitable and important facts. But according to the most current industries, supply is more 

than demands, although competing is only for specific portion of the occupation and services 

realm is essential in a long term it can‘t guarantee a good and suitable performance of the 

organization. On the other hand, in this critical situation repeated procedures and managing 

drafts, even an adequate procedure that has still being applied in Iranian business, can no 

longer work fully and survive the unsafe businesses in the country.  

Therefore, in the current world which is labeled knowledge -based economy era, (Kai 

Chen, Chih, 2008) organizations need to think about the issue beyond the competition. 

Organizations to capture new growth opportunities and profitability should create Blue 

Oceans (Debi S. Saini, 2006). Blue ocean strategy's idea through challenging competition, 

which has been the most important management strategy (David, fred R. 1999) default for 

many years and offering a new solution as well, introduces a new scope for business in 

attaining success in the services field. 

Red ocean strategy based on competition assumes that the structural conditions of an 

industry, are given and the agencies must compete with each other in that conditions (Chi 

Chang, Shih, 2010). This assumption is based upon something that academics call it 

―structure-oriented ―or ―Environmental determinism‖ perspective. In its opposite side, the 

blue ocean with value innovation, (Kim, W. Chan, 2005) based on the perspective that 

doesn‘t assume market boundaries and the industry structure, and as the result with the use of 

measurements and the believes of the industry casts‘, rebuild them and call this ―renewal 

structure-oriented‖ perspective. Recently, the strategy that leads the Organization to the Blue 
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Ocean is not traditional strategies such as product development and services, homogenous 

variety, Business areas and services development, infiltration in other areas of business and 

services, the cooperation, cost reduction and assignment, But also Innovations value making 

as a strategy that adopting it has reduced costs and at the same time caused more value to the 

Organization stakeholders. Blue ocean strategy is therefore mainly rely on value innovation 

and when it turn to reality that makes simultaneously a business for himself and develops 

new values (Parvinen, 2011) and new demands. 

 

2. Literature review  

2.1 Blue Ocean Strategy 

 The Ocean refers to the market or industry. Blue oceans are untapped and uncontested 

markets, which provide little or no competition for anyone who would dive in, since the 

markets are not crowded. A red ocean, on the other hand, refers to a saturated market where 

there is fierce competition, already crowded with people or companies providing the same 

type of services or producing the same kind of goods. An essential concept is that the 

innovation (in product, service, or delivery) must raise and create value for the market, while 

simultaneously reducing or eliminating features or services that are less valued by the current 

or future market. 

2.2  Value Innovation 

 Value innovation is the cornerstone of blue ocean strategy because instead of focusing on 

beating the competition, the markets focus on making the competition irrelevant by creating a 

leap in value for buyers and their company, thereby opening up new and uncontested market 

space that results in the creation of a blue ocean and a break from the competition. 

Importantly, value innovation defies one of the most commonly accepted dogmas of 

competition based strategy (The value cost trade-off). It is conventionally believed that 

companies can either create greater value to customers at a higher cost or create reasonable 

value at a lower cost. Here strategy is seen as making a choice between differentiation and 

low cost. In contrast, those that seek to create blue oceans pursue differentiation and low cost 

simultaneously. 

 

3. Theoretical framework 

Implementing a change in strategy may cause problems with  employees, teams  and 

departments.   Employees   may  not  want  to  change and may resist.  Explaining the reason  

for implementing a new strategy and mapping out the  vision  for the  future  are  very  

important. With  a small  team  of employees in key  functional and political positions on 

board with the new  plans,  the  rest  of the  employees can  be influenced.  Blue   Ocean   

also   recommends having  a primary figure trusted  by the employees  as a key  partner on  

the  decision-making and planning teams.  Blue Ocean recommends that  rather  than  attempt 

to win  the  approval and co-operation of the entire group of employees throughout the 

organization, it is better  to win  over a small number of key  employees. 

Fundamental to strategic management and long-term  planning is the need to change 

strategy  over  time  (Yip  and  Johnson,   2007). A transformational approach to using  

resources and competencies means  continuing development  of new  ones.  Managers  need  

to recognize that, over the long term, strategic transformation is a critical requirement to 

achieve high  levels  of firm performance. The resource-based view  asserts  that strategy 

must be based  on a thorough understanding of the resources and  competencies of the  

organization,  especially where the capabilities are difficult to imitate. 
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There are two reasons why the rarity of transformational strategies explains their  low rate  

of success. Firstly,  replacing a  business model  which is not obsolete is risky  and secondly,  

most companies have little  experience devising and  implementing  transformational strategy 

(Yip and Johnson,  2007). 

Innovation is the key to adjusting to market shifts  in  a  profitable manner.  How  do  you 

attract non-customers? Purchase, delivery, use, supplements, use  and  delivery.  Structure is 

probably the  biggest impediment to  change (Norton  in Crainer, 2006). To maintain and  

improve productivity and profitability  in  the   long   run,   organizations must  go beyond 

short-term  remedies to solve their immediate problems. Downsizing, restructuring, re-

engineering, virtual  corporation,  virtual  workers, strategic alliances, process  management, 

pay  for  performance, cost cutting and the like exemplify the efforts of most companies in 

their  attempts to maintain   their   competitiveness (Business Week, 1994). 

However, adopting fashionable programmers such as balanced scorecard, total quality 

management or re-engineering to parts of — or the entire — organization without a general 

strategy tying them  to long-term  corporate goals seldom  leads  to desired results. 

Organizations which are successful in maintaining their competitiveness have  learned to 

view  change not as a one-time event,  but as an ongoing process necessary to  remain  on  the  

cutting edge  in meeting customer needs  (Kaufman,  1992).  

Successful organizations today  have  a clear understanding of the factors  influencing their 

effectiveness and  efficiency and  have  developed  a capability for  adjusting these  factors 

continuously to maintain their competitive- ness. They have built an organizational climate 

that fosters creativity, harmony and teamwork, where continuous improvement has  become a 

way  of life (Eisenstat,  1990). Pursuing low-cost  and differentiation strategies 

simultaneously is not a new  concept. The most important concept in changing strategy is to 

attain competitive advantage. Also, quality must not decline in key activities. The level  of 

quality depends on the industry lifecycle stages (Beal and Lockamy,  1999). Identifying a 

niche and  delivering the  product enables firms  to gain   competitive  advantage  (Kyj   and   

Kyj, 1994). Every differentiation strategy should have its own set of capabilities (Swink and 

Hegarty, 1998). Success comes  not from battling competition but by making  the competition 

irrelevant. Direct competition in a mature market  inhibits  value  creation (Cote,  2005). 

Internationalization does complicate management of change. Most countries are  certainly  

aware of the need  for change, but some cultures are  particularly adaptable to  it.  The USA is 

a great  example. Kantor asserts  that in the  USA there  is  an  entrepreneurial culture; things  

that  are  new  and  different are  valued; business start-ups  are  valued.  A high proportion  

of new  jobs  are  created by  small  businesses. It is acceptable for people to try things and  

fail,  and  still  they   are  valued   (Kanter,2004). 

In the USA, the culture does not emphasize life-time  employment. There is a creative, 

imaginative,  ‗can   do‘   entrepreneurial  spirit that  is currently the  envy  of Europe.  Kanter 

asserted that  this  also  means  there  are  fewer social  safety nets. But there  are more 

opportunities  for people, and  they  can  become relatively  prosperous even  if they  happen 

to find themselves in  new  circumstances and  situations (Kanter,  2004). 

One of the  greatest failures  of many  industrial  management techniques is their  inability 

to overcome the  inbred  resistance to change which may exist in organizations. Often people 

who  have  done  well  in  functional roles  are rewarded  with   management  responsibility, 

with no real insight  into how they can win the support of the workforce for their  new  ideas. 

Involvement of the  top  team  in  the  strategy process is a necessary, but not sufficient, 

condition   to  produce  commitment to  effecting strategic change (Klein,  1996). 
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Organizational changes  often  founder because not enough strategic thought is given to 

communicating the  rationale, the  progress and the impact  of the change. The greater the 

discrepancy between  the  proposed change and the current practice, the more  difficult  it is 

to execute the  change. This is due  in part to  the  underlying values   and  attitudes  that 

sustain  the status quo. A carefully constructed communication strategy using  the  principles 

of redundancy and multimedia is likely  to be useful,    especially   if   the    attitudes   about 

current  processes  are   generally  favorable and  the  change conflicts in  important ways 

with   significant  cultural  elements  (Weick,1987). 

Although a manager may conclude that organizational change is necessary, his or her 

personal role in effecting change may be perceived to  carry   high   personal  risk.   The  

perceived risks  can  be  reduced if  there   is  strong  and demonstrable  commitment  to  

change  from the CEO (and high expectations of team commitment to  change). That  is  the  

‗stick‘; the 

‗carrot‘ would  be training and support for managers to  give  them  confidence in  their 

ability  to tackle  new assignments, and recognition  of  successful change efforts  

(Bowman,1995). 

The six  paths  in Blue  Ocean  include looking across  alternative industries, looking  

across strategic groups, redefining industry buyer group, looking   across  complementary 

buyer groups, rethinking the  functional–emotional orientation of industry and participating in 

shaping external  events   over  time.  Acceler- ated technological advances have substantially 

improved industrial productivity. There is a hugely under-estimated capacity to create new 

territory, from new industries to new markets. Head-to-head competition leads to nothing but 

a ‗bloody red ocean‘ (Mauborgne and  Kim, 2005). Mauborgne and Kim recommend a 4-

Action Framework for implementing Blue Ocean. These  four actions  are: 
 
 Raising a small  number of activities in the value  chain  above  the industry standard. 

 Reducing activities that fall below the industry standard. 

 Eliminating   activities which  the   industry takes  for granted. 

 Creating innovative activities. 

Blue    Ocean    strategy   is    based     on    six principles: 

 Reconstructing market boundaries. 

 Not focusing on numbers. 

 Building execution in. 

 Mapping   out quality levels   attributed to each  activity along  the value  chain. 

 Reaching beyond demand. 

 Overcoming key hurdles. 

 Getting the strategic sequence right using  a tipping point  leadership style 

 

A theoretical framework is the basis that researchers theorize based on the relationships 

between the detected factors that are important in the creation of the problem. 

Sometimes this theory originated logically from the results of the previous researches based 

on same issue. 

The Theoretical framework of this research is based on the Blue Ocean Strategy that founded 

by "Kim and Mauborgne " and factors affecting the implementation and development  of 

tourism industry will be examined. 

 

4. Research Methodology 

The present research through distribution of questionnaire and statistical assimilation and 
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analysis of obtained responses without the involvement of a researcher is the descriptive-

collection type and in terms of the purpose is of the application type. For this research 

introduced one main hypothesis and five Subsidiary hypotheses which are the Blue Ocean 

strategy‘s dimensions. 

 

Main hypothesis: 

 Iran Tourism industry in terms of implementation of the Blue Ocean Strategy is in the 

optimum condition. 

Subsidiary hypotheses: 

 Iran Tourism industry in terms of creating non-competitive market space is in the 

optimum condition. 

 Iran Tourism industry in terms of making no sense of competition is in the optimum 

condition. 

 Iran Tourism industry in terms of creation and capturing new demands is in the optimum 

condition. 

 Iran Tourism industry in terms breaking the replacement of the value- cost is in the 

optimum condition. 

 Iran Tourism industry in terms of Integration of total system activities of the Organization 

to realize the simultaneous distinctions and low cost is in the optimum condition.  

 

5. DATA ANALYSIS 

In order to answer the formulated question and making a decision on the approval or 

rejection of the raised hypothesis, the relationship between the variables of software SSPS, 

And in order to test the hypothesis used Binomial test and for ranking among the dimensions 

of the Blue Ocean strategy used Friedman's test. Friedman test is a nonparametric test, 

equivalent to the F test obtained from the analysis of variance table in a randomized block 

design. Friedman two-way ANOVA of ratings tests the assumption that k peer group of the 

continuous distribution of or from a distribution with the same median have been selected. 

The data within each block rank are inserted between 1 and k, b is the number of blocks and k 

is the number of the experimental procedure. The amount of Si is the sum of ith operation. 

The formula for the statistic test is as follows: 

 

 
 

The main hypothesis is under this title ―Iran Tourism industry in terms of 

implementation of the Blue Ocean Strategy is in the optimum condition ―This main 

hypothesis has been divided to 5 Subsidiary hypotheses which distinct the 5 dimensions of 

the Blue Ocean Strategy. 

H0: Iran Tourism industry in terms of implementation of the Blue Ocean Strategy is not 

in the optimum condition  

H1: Iran Tourism industry in terms of implementation of the Blue Ocean Strategy is in 

the optimum condition  

Binomial test results achieved in the two tables are shown below 
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Table1: The results of statistical inference of the main hypothesis test. 

 Category N 
Observed 

Prop. 
Test Prop. 

Asymp.Sig. (2-

tailed) 

Group 1 <= 3 17 0.56 0.50 0.104 

Group 2 > 3 13 0.44   

Total  30 1.00   

 

Due to the significant amount of testing is equal to 0.104 which is higher than 0.05 and 

the average is lower than 3 It can be claimed with confidence level of 95% that the zero 

statistical hypothesis will be rejected .Thus, Iran Tourism industry in terms of implementation 

of the Blue Ocean Strategy is not in the optimum condition. 

Subsidiary hypothesis 1 

H0: Iran Tourism industry in terms of creating non-competitive market space is not in 

the optimum condition. 

H1: Iran Tourism industry in terms of creating non-competitive market space is in the 

optimum condition 

Table2: The results of statistical inference of Subsidiary hypothesis 1-1. 

 Category N 
Observed 

Prop. 
Test Prop. 

Asymp.Sig. (2-

tailed) 

Group 1 <= 3 8 0.27 0.50 0.000 

Group 2 > 3 22 0.73   

Total  30 1.00   

 

The results of the hypothesis test has been shown in the table (2) denotes that the 

significant amount of testing is equal to 0 and the average is higher than 3 It can be claimed 

with confidence level of 95% that the zero statistical hypothesis will be rejected. Thus, Iran 

Tourism industry in terms of creating non-competitive market space is in the optimum 

condition. 

Subsidiary hypothesis 2 

H0: Iran Tourism industry in terms of making no sense of competition is not in the 

optimum condition.  

H1: Iran Tourism industry in terms of making no sense of competition is in the 

optimum condition.  

As it has been shown in the Table (3) the significant amount of testing is higher than 

0.05 then with confidence level of 95% the zero statistical hypotheses will be confirmed and 

we have to say that Iran Tourism industry in terms of making no sense of competition is not 

in the optimum condition. 

Table3: The results of statistical inference of Subsidiary hypothesis 1-2. 

 Category N 
Observed 

Prop. 
Test Prop. 

Asymp.Sig. (2-

tailed) 

Group 1 <= 3 10 0.33 0.50 0.108 

Group 2 > 3 20 0.67   

Total  30 1.00   
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Subsidiary hypothesis 3  

H0: Iran Tourism industry in terms of creation and capturing new demands is not in the 

optimum condition  

H1: Iran Tourism industry in terms of creation and capturing new demands is in the 

optimum condition  

According to the table (4) that shows the test results, it must be said with confidence 

level of 95% that the zero statistical hypotheses will be rejected. Because the significant 

amount of testing is higher than 0.05 and the average is lower than 3. Thus, Iran Tourism 

industry in terms of creation and capturing new demands is not in the optimum condition. 

Table4: The results of statistical inference of Subsidiary hypothesis 1-3. 

 Category N 
Observed 

Prop. 
Test Prop. 

Asymp.Sig. (2-

tailed) 

Group 1 <= 3 19 0.64 0.50 0.110 

Group 2 > 3 11 0.46   

Total  30 1.00   

Subsidiary hypothesis 4 

Iran Tourism industry in terms breaking the replacement of the value- cost is not in the 

optimum condition. H0 

Iran Tourism industry in terms breaking the replacement of the value- cost is in the 

optimum condition. H1 

A significant amount of testing is equal to 0.015 which is lower than 0.05 and the 

average is higher than 3 is shown completely in the Table (5).It can be claimed with 

confidence level of 95% that the zero statistical hypothesis will be rejected. Thus, Iran 

Tourism industry in terms breaking the replacement of the value- cost is in the optimum 

condition. 

Table5: The results of statistical inference of Subsidiary hypothesis 1-4. 

 Category N 
Observed 

Prop. 
Test Prop. 

Asymp.Sig. (2-

tailed) 

Group 1 <= 3 8 0.26 0.50 0.000 

Group 2 > 3 22 0.74   

Total  30 1.00   

 

Subsidiary hypothesis 5 

H0: Iran Tourism industry in terms of Integration of total system activities of the 

Organization to realize the simultaneous distinctions and low cost is not in the optimum 

condition. 

H1: Iran Tourism industry in terms of Integration of total system activities of the 

Organization to realize the simultaneous distinctions and low cost is in the optimum 

condition.  

According to the table (6) that shows the test results, it must be said with confidence 

level of 95% the zero statistical hypothesis will be rejected. Because the significant amount 

of testing is higher than0.05, then, Iran Tourism industry in terms of Integration of total 

system activities of the Organization to realize the simultaneous distinctions and low cost is 

not in the optimum condition. 
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Table6: The results of statistical inference of Subsidiary hypothesis 1-5. 

 Category N 
Observed 

Prop. 
Test Prop. 

Asymp.Sig. (2-

tailed) 

Group 1 <= 3 14 0.47 0.50 0.304 

Group 2 > 3 16 0.53   

Total  30 1.00   

The results of the data analysis in the deduction level indicates that first and fourth 

Subsidiary hypotheses because of including the significant amount of testing lower than 0.05 

and the average higher than 3 are confirmed and second , third and fifth  Subsidiary 

hypotheses due to the significant amount of testing higher than 0.05 have been rejected. So 

according to the confirmation of two subsidiary hypotheses, the main hypothesis is not 

confirmation, and also the results of the main hypothesis test confirm this not. 

Priority among the Blue Ocean Strategy dimensions in Iran Tourism industry: In order 

to prioritize the 5 dimensions of Blue Ocean Strategy Iran Tourism industry, Friedman test 

was used and the results are shown in tables (7) and (8). Since the significance level of the 

test is less than 0.05, it shows that ranking factors are significantly different. 

Table 7: The significant amount of Friedman's test for Priority among the Blue Ocean 

Strategy dimensions. 

N 30 

Chi-Square 50.324 

df 4 

Asymp. Sig. 0.000 

 

Table 8: The results of Friedman's test for Priority among the Blue Ocean Strategy 

dimensions. 

Dimensions of Blue Ocean Strategy 

Iran Tourism 

industry 

Average 

Rating 

Priority 

Creating non-competitive market space 4.57 1 

making no sense of competition 1.87 4 

creation and capturing new demands 3.14 3 

breaking the replacement of the value- cost 1.64 5 

Integration of total system activities of the Organization to realize the 

simultaneous distinctions and low cost 
3.74 2 

 

1. Conclusion and Implications 

 The tourism industry represents a very broad domain and could become one of the 

main sources of economic development and growth for a country. As for Iran, tourism related 

business and activities are growing rapidly. However, more organized and effective strategies 

are needed to ensure that all the tourism products that had been or to be introduced are well- 

promoted, marketed and handled. The trend toward ‗green tourism‘ and demand for quality 

tourism should also be taken into account to ensure the current tourism products could sustain 

and continue to generate economic return in the long run. In this research Creating non-
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competitive market space, making no sense of competition, creation and Capturing new 

demands, breaking the replacement of the value- cost and Integration of total system 

activities of the Organization to realize the simultaneous distinctions and low cost were 

considered as the Blue Ocean Strategy dimensions. Checking out these dimensions on the 

Iran Tourism industry and analyzing the Hypothesis the following conclusion obtained that 

this company fulfill optimal conditions for Creating noncompetitive market space, creation 

and Capturing new demands, breaking the replacement of the value –cost and Integration of 

total system activities of the Organization to realize the simultaneous distinctions and low 

cost. but lacking optimum conditions for making no sense of competition. Finally with regard 

to the confirmation of the two subsidiary hypotheses, the main research hypothesis wont be 

conformation, therefore; Iran Tourism industry in terms of implementation of the Blue Ocean 

Strategy is not in the optimum condition. After analysis of the hypothesis, in order to be 

aware of the strengths and weaknesses of the Iran Tourism industry in terms of 

implementation of the Blue Ocean Strategy, the strategy dimensions were prioritized by the 

Friedman test. The results show that the highest rank and first priority specified to Creation of 

non-competitive market space dimension and the lowest rank and Last priority to breaking 

the replacement of the value- cost dimension. Also the second priority specified to Integration 

of total system activities of the Organization to realize the simultaneous distinctions and low 

cost dimension, the third priority to creation and Capturing new demands dimension and 

fourth priority specified making no sense of competition dimension. 
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