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RS SATISFACTION
BLUE OCEAN STRATEGY AND CUSTOME
3
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AUN Isaac Iortimbir

ABSTRACT |
-compeling market compelitors and

To stand out, businesses use a variety of techniques aimed “ o the Blue ocean strategy by many
increasing customer happiness, which has led to the adoption of ean Strategy on Customers
businesses. Therefore, the study examines the impacl Of Boke ] e creation strategy on Se?vﬁcé
Satisfaction. Specifically, the study was designed, 10 determine the vati ~-ustomers’ perceived value
quality and determine the mobile application raising include sl.rateg}' .0: i o s S
The study employed descriptive and inferential research design whic {D”;? 'hy sigh i Sfru\cr (5)1’
gather information based on the objectives. Primary data was obtaine | tdro gD g ure
questionnaire administered 1o 395 respondents out of a population of 44800 students. Dala co .ecf.ed
analysis. The study has shown significant

were analyzed using simple regression and correlation h h p
relationships among the variables under investigation. The results from the test of iyypoineses saoved

that; value creation have significant impact on service qualily with the value of r(corre.!ation
coefficient)equal to 0.967, R’(coefficient of determination) is 0. 945 and p<0.05; mobile application
strategy have significant impact on customers perceived value with r(correlation coefficient)is
0.983,r2(coefficient of determination)is0.968and p<0.05; and p<0.05. Result from the analysis
validates the findings from the test of hypotheses. The study concluded that value creation has
significant impact on service quality; mobile application raising strategy have significant impact on
customers perceived value; service charge strategy have significant impact on customers repelitive
purchase. The study recommended that organization should continue the use of blue ocean strategy
because it has good impact on their customers’ satisfaction.

Keywords: Blue ocean strategy, Customer satisfaction, Customer perceived value, Value creation,
strategy,

INTRODUCTION

In today's global business world, strong competition is a key issue or challenge for many businesses.
Businesses that succeed must lead the pace by developing distinctive products that can benefit from
the profitable available market despite the competition. To differentiate themselves. businesses
employ a variety of techniques aimed at out-competing market competitors and achi es, bu osses
satisfaction. The business world is currently extremely competitive. To sta - ltt?\flng_(:us o
economic climate, company decision makers are modifying their Stratey' mspe ltl\’le n to.ay“
strategic approaches for the establishment of new business models ha gies. Several prominel

decades. ve been created in recent

Kim and Mauborgne (2004) proposed a new business mode] called
approach, and it quickly attracted international attention and b e
enhance fighting tactics, organizations can embrace new sir.
sectors that make them distinctive, according to blye -
marketplace environment made up of two seas: red oce é
activities, and blue oceans, which characterize non-existe

d "Blue Ocean Strategy" in this
doption. Instead of having plans that
ategic movements inside competitive
N strategy. Organizations thrive in a
ans, which represent all already existing
nt businesses in unidentified marketplaces

132
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(Kim
whiCh -
he sector has not ever supplied before (Kim &
blue ocean. strategy aims at creatin
oxisting competltors.redundant, leading t
peter, Gamble & _Strickland 2012). Custo
of their expectations and meeting their
saying that if someone is pleased with a ¢
and service are determined by the consy
Rehman & Ygusaf 2010). Consumer s
one's expectations or may say that whe
different feeling or attitude toward the

he a disti .
T g Istinct specific market niche that effectively

0 a huge an & .

g Sagsfacgolsr::g term comparative advantage (Thompson,

s i 3 timelreates value for customers by keeping track

ertain offer or )c’imanner (Quzzo, 2010). It goes without

e qnd custonfm uct, they Wl!l repeat the purchase. Quality

Bl ner satisfaction is determined by quality (Ali,
10n 1s described as meeting one's criteria or fulfilling

N a customer is happy with a ' i
er 1s product or service, h he h
brand (Maiyaki, Mokhtar &Noor 201 1%, ST

gg:fn (:]?J?egkgl:;a;ﬁ?;h?ifw?:t tn\:fokprimary fypes of territory in the business multiverse: Blue
o el Ooean, which depicts fhe inda: et, also known as the current marketplace, is represented by

2l o . stries that exist in the current market. Here, the commercial
company must outshine its competitors in order to capture a larger part of the marke’t's current wants
Doug, on the other hand, deﬁnes the Blue Ocean as all of the industries that do not yet exist in the
marke‘t, c.ommonly_. kﬂ-f)WH as the untapped market area that has yet to be poll-uted by competition. By
es-tabllshlng ‘orgamzatlf)nal skills that allow the firm to generate and provide distinctive and unique
client experiences, this approach leads to the creation of genuine competitive advantages. The
company generates a distinctive value in the market to meet a genuine client/customer demand that
includes not only pertinent, -'.unique, or acceptable products or services, but also emotive and
adventurous components that consumers expect. This study evaluates the impact of implemented blue
ocean strategy on customers’ satisfaction of Opay users in Ilorin Metropolis.

renders

Statement of the Problem

In today's competitive environment, every 'corporate' entity is seeking for a strategy to achieve a
competitive advantage and either conquer or withstand the market. Among the various types of
company industries, service businesses are well-known for providing high-quality operations and

garnering customer purpose and allegiance. Diverse scholars have conducted studies on the blue

ocecan approach in a variety of businesses. In their study, Lee and Gaynor (2006) showed the

difficulties of applying the blue ocean approach in groyving ICT c:,ompetitive environments. The
feasibility of applying the blue ocean approach in the bUSIIIl'eSS-t(.)-bllSII‘leSS category was myestlgated
by irjevskis, Homenko, and Lainova (2011). The study (irjevskis et al, 201 1) clearly. validated the
practicality and success of applying the blue ocean approach in business-to-business models.

Nyambane (2012) designed a survey O the. problems faced by _three _big domestic banks in Kenya in

implementing blue ocean strategy. Despite the fact that _tradltlonal 1mpl_ementat10n hu'rdl(‘as such as

those caused by organizationzi]' structure, cultures, and resources persisted, the study indicated that
| handle these issues.

banks were able to appropriate.‘ly
the influence of the blue ocean approach
" he laws that arise ensure tha.t
adhering to ethical consumption nor

on customer satisfaction among
all firms using the blue ocean
ms and competitive actions

The study aimed to assess the,
Opay users in Torin Metropolis. T
approach profit from innovation while
that are permissible. )

Research Objectives

The objective of this stud}i IS t
satisfaction '

determine the impact of the blue ocean strategy on customers’
0

n service quality

eation strategy O N
o trategy on customers

ising $ perceived value
raising

i.  determine value creatl®
ii.  assess mobile application
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Concept of Blue Ocean Strategy

Blu
by ?02;3;?]"8 Sotrategy is to change a product and/or service and con
ring you W ney PfOSpective shoppers. In this market segmz
corporati R CO'“Paff{tlve advantage. Implementing a blue o
'on With a fantastic venture. You must outperform the opposi

ex ‘ :
1(‘;\ptand your horizons, leave the red ocean, and "swim" in the blue ocean, W
Ctor.

struct an innovative market sector
nt, your rivals will be obsolete,

cean strategy might provide 5
tion in defeating them.. You must
here competition isn't g

According to Mauborgne and Kim (2005) Bluc Ocean Strategy, or value invention management, is a

Stratogy th.at contextualizes the strategic problem to make competitiveness ummpor:’?nt??d 'prisg?its .
list of tactics that maximise potential while minimizing risk (Leavy, 2005). To be effective in modern
businesses, there is a need to create unique value for the consumers, which you can do with BOS,
BOS is primarily used to improve customer acquisition, engagement, and, as a result, customer
profitability, which contributes significantly to corporate profits (Yang & Yang, 2011). According to
Levy (2005), BOS is relevant to all sorts of sectors, ranging from common commoQItles to the
business-to-business market, and it permits extant strategic planning processes to be Sllmpllfied_by
sketching a strategy canvas. It is a big change from the status quo. People who deal with c-hangmg
market conditions on a daily basis are requested for immediate opinion on their leaders' actions and
activities, as well as what they require from their leaders to efficiently serve consumers, using Blue.
Ocean leadership to communicate to the business. As a result, frontline managers will devote less time
to pleasing the boss and more time to serving consumers (Kim & Mauborgne, 2014).

Burke, Stel, and Thurik (2010), when the amount of businesses participating in a sector grows owing
to its appeal, revenue degradation caused by competition may necessitate the adoption of a successful
innovation strategy targeted at expanding into other marketplaces.

Value-innovation: The cornerstone of BOS

Figure 1:Value-innovation: The cornersione of Blue Ocean Strategy

Buyer Vilue

Source: Kim and Mauborgne, (2005)
Although value-innovation questions the value-cost trade-off it ;
e -OIf, 1t 1s one of the
af:cepted fiogmas of competition-based strategy. According to prevailing opinion 01;1 Osl‘cc_)mmonly
?Ither deliver more value to customerg at a higher cost or supply enough value at ’ I rporations may
instance, strategy is defined as a choice between distinction and "elﬂtive-ly ill;x;en(;?ier c'l?;t. In tl;:s
‘€. ose who

want to develop blue oceans, on the contrary, want (o achi
: . ok ’ ieve both uniquene !
same time (Kim & Mauborgne, 2005:73). Organizations must focus onqlhe fgfl;l\zq low costd at the
Ing, according to
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«voer e Blue ocean strategy and customers satisfaction

Mauborgne (2005:72): utility for the purchaser; pricing; costs; sharing the new vision; and

Kir;:ing the vision comprehended by all personnel.

gl

. e rational and'produce the best outcomes, this emphasis must be continuous. Consequently, the
appmpriaté strzt%g_ltf; St%ililflgce.allows the organization to accomplish its plan while also lowering the
risks associate g ; Usiness mod.el. If any of the strategic levels are not completed, you must
¢aSseSS the situation in or er to correct it. You will have a credible blue ocean notion if the procedure
is completed.

The Actions Structure of Blue Ocean Strategy

A blue ocean s.trategy 1S base‘d on the concept that the company's strategy must be rethought from
civals perspectives to altemanye perspectives, as well as from luring non-customers. "The strategy
canvas has two .elements, a __dlagHOSiS and an action Framework (Kim & Mauborgne, 2005). The
strategy canvas a;d's thf{ f_'ll’m in determining its place in the market. In an established market, the four-
action fram?work s }Jtlhzed to develop a new blue ocean strategy. Four questions form the basis of
the four-action paradigm, which will result in a new value curve:

Figure 2: Four actions framework

Reduce |
Which factors should |
be reduced well i

below the industry's E

L sLamard’t J

¥
e R R i VI Sy 1
]

[ " Eliminate © | / " Croate

| Which of the faclors i JOOA New' | Which factors should | o
i X - [ it ] et ate
that the industry | — | Valug ' i« ~1 be creaied that | e el
| takes for granied l '\;‘._:G'wge_’__ '_),-' 5 the industry has | S it |
| shouid be eliminated?} Gy | neveroend? | siyhes |
A fered?

1 Raise

Which factors should
l be raised wall

i above the Industry's

! standard? |

I standard? i

Source: Kim and Mauborgne (2003)

Value Creation :
to the varied "targets or consumers for whon:l value can be generated,” the sources and
substance of value productioni_ may change (Lepak, Sml_th-& Taqur 2007). Individuals.frequently
characterize value creation as a process. Other commitments determme-the most appropriate part of
executives in this manner (Kor & Mahon_ey,‘2004), as they symbolize the "agent of the firm's
" The essential base for the value creation process is the person level; others emphasize the
owners. ” leadership in this process (Kor & Mahoney, 2004). Bowman and Swart (Bowman &
necessity O According to these theories, management may both accelerate knowledge development
' entrepreneurial image by grabbing external opportunities (Alvarez & Barney, 2002).

According

]
mpany s : .
A comp nsumers should be considered as revenue-generating assets. Increased customer
presel"-’ed o :
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Aun, L1, Olota, 0.0., & Ayoola, O. ... enhﬂﬂccd customer satisfaction May Fesylg
i cater expenses: I 1% roduct modification, and other factoy
h?pr‘;mess KA ha-vc ut)(;n:ar;e%lrease in faulty ltemsr,c:‘clljuc:ts and services 18 the key to IOng-tem'l
i / . :
]\Ile:;riigféssc Ofs‘cl)iuii::min the creation of hlgh'qua]-]ty Fhe advantages of these endeavors. In today'
client | i d egngagement as well as enjoying d that how t0 satisfy customers has becOme
ient happiness an ; me

) .. —1aht be clal ing how to evaluate ¢
market-oriented business environment, it might result, understanding Ustome
the most pressing issue for most companics: Since & tona company's long-term profitabijiey as
satisfacstiopn (CS)gis crucial, as it has a Sigﬂiﬁca”t Impac f a process that startg With

o

is the outcor[le )

well as client purchasing patterns. Custome:ill-O):IEﬂE;r p—— satisfaction, Other'faCtOFSlsuch i

customer satisfaction (Oliver, 1999). In ﬁd ,T: part in customer loyalty and retention. Sa“SfaCtlon,
es have

personal determinism and social pressur nt of loyalty (Kim, Park & Jeong 2004),
on the other hand, is an important step in the developmé

Customers Perceived Value ! :
2 client receives in exchange for paying a price (Gallarza g

Perceived value is a type of reward that s ining consumers based on ke
Sorae 2006). Perceivzlpvalue is a strategic tool for z?ttractmg azgeffété;”‘aé 2 & Sorae, 2006), Atea
variables for industrial firms and service providers performal | as the effects on client attitudes ang
result, all entrepreneurs must comprehend its dimensions as well a
behaviours (Gallarza & Sorae 2006).

Tangibles
Responsiveness
Empathy - ; ; _ .
Service Quality o b Customers
: Satisfaction
Reliability
Assurance

Fig 3: Conceptual Frameworks for Service Quality and Customer Satis'facfio
_ n
Source: Gallarza and Sorae (2006).

Theoretical Review

Disconfirmation Theory: Disconfirmation theg |

- - 3 - . ar ue " l [ l
and intensity of the disconfirmation experiencel;iythgt h: - N oLaotign s Sonnecie toihganal ]
to expectancies." "Satisfaction is the gyest's fulfillm ot h contras
Timmermans, Uysal (2004), citing Oliver's

he amount and intensity of the

outeon, Vice performance to expectancies

! Sting impressions toe oF actual interactions with products

e manner i Which the serv_a S€t of criteria (e.g. expectations).
ice : - ¥

136 Was provided is more significant

According to Ekinci et al (2004),
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the service procedure, and dissatisfaction with the services are frequently the result of

dof e :
failing to match their aspirations.

thg Gn. .
tha[t]omers' jmpressions
5
L a|meework

irc )
el, and Thurik (2009) used collected from 655 major retailers across 41 outlet categories in

gurke: p retail business between 1982 ar}q 2000 to perform a research on blue ocean strategy against
th*:n ofitive strs_,tegy. The_ res@grehers utilized a methodical summation of the ideas to incorporate
G;Iistic data into the discussion. The researc'her§ noted that normal operating range profits were
sosm"ely correlated to the number of companies in more than half of the store varieties, and that
p owth and the number of resellers rose and fell in lockstep across all store kinds over the study

i
:;io 4. implying that blue ocean strategy was in play.

aruiya (2013) conductf:d a similar research at Safaricom Limited on the use of continuous
jnovation as the four?ci‘atlon for blue ocean strategy. A total of 24 top managers from Safaricom
Limited in Kenya participated in the study. The data was analyzed using a content analysis approach.
According tO the research, the firm used innovative solutions in its activities to fulfill the demands of
the consumers, and the ex.ceptional service quality they offered boosted their dominance in their
specialty, which was their major priority. It was also demonstrated that Safaricom Limited
management has properly delineated its business idea as an objective in customer terms in ability to
implement the anticipated value by ensuring product range expansions, values attached, quality
enhancement, product realigning, and new product introduction in necessary for the firm to be more
efficient, grow faster, invest more, and perform better.

Kim and Mauborgnes (2015) launched a series of research on company debuts in 108 firms. Line
extensions, or incremental upgrades to current industry offers inside red seas, accounted for 86
percent of the launches, according to the study, while just 14 percent were focused at generating new
markets or blue oceans. Although red ocean line additions brought in 62 percent of overall earnings,
they only brought in 39 percent of total profits. The 14% expended in building blue seas, on the other
hand, yielded 38 percent of all revenues and a staggering 61 percent of total profits. The performance
benefits of establishing blue seas are obvious, provided that business debuts included the entire
investments made for developing red and blue oceans (independent of their eventual revenue and

profit outcomes, including flops).
METHODOLOGY -

This study adopted survey rese
using a structured questionna

arch design, Primary sources of data was used, the data were collected
ire to source information from the respondents. To be fair and
representative, three hundred and ninety-five (395) sample size was determined using Taro Yamane
formula chosen from a population of 44800 The data collected were analyzed using simple regression
and coefficient of determination with the aid of SPSS version 20 at a 5% level of significance.

Model specification
s one independent and one dependent variable, the independent variable is blue

This research report ha ; . : 3
P dent variable is customer satisfaction. As the report makes use of both

ocean strategy and the depen . = :
regresssi 03 aI%ZIYSiS and coefficient of determination, the model use is therefore:

Ho: There is no signiﬁcant impact of value creation strategy on service quality of opay
1 :

Regression model:
+ byx2 + bixs te 1

s service quality

Y=a+bx
Where: Y mean

a means
s the gradie

the con stant

b fifean nt/slope of each variable
me

) - dm'n. t t'
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Aun, I1, Olota, O.0., & Ayoola, O. ......ccovemmwm= 70 f llowing
? o the following:
X means value creation strategy which is broken dow 1f

X, means brand value
X, means customers value

Xsmeans customers relation

€ means error :
tegy on customers perceived

’ : : X ' s ising stra
Hox: There is no significant impact of mobile application ras &

value
Regression model:
Y=a+b;x, +byx, + byxgt ¢
Where: Y mean customer perceived value
a means the constant
b means the gradient/slope of each variable . ;
X means mobile application raising strategy which is broken down into the following: i
X, means mobile upgrading
X, means mobile features

X;means mobile bonus/promo

£ means error

RESULTS AND DISCUSSION
Table 1: Gender

Frequency | Percent Valid Percent Cumulative Percent
Male 160 56.7 433 433
Female - 207 433 56.7 100.0
Total 367 100.0 - 100.0

Source: SPSS Output, 2021

Table 1 above shows that 43.3% of the respondents were male as against 56.7%of their female
counterparts. This implies that most of the respondents are female compared to their male counterpart.
This means that most of the Opay customers are female because female mostly try online banking

services for transactions compared to males especially among students and globally the world is filled
with more of female than male.

Table 2: Age

Frequency | Percent |Valid P -
o oo = S_}‘e;rcem Cumulative Percent
21-30 Years 133 372 372 57.6
31-40 Years 17 32 39 94.8
41-50 Years 14 2.0 20 98.0
Total 367 100.0 100.0 100.0
Source: SPSS Output, 2021

138

Volume 19, No. 2, July-December, 2021




above, revealed that 203 37.6°
Tﬂblgf]zz%) were within 21-30 yeagrs c(?f/0
9 op) were Within 41-50 years. Tpiq i
| of 1520 been majorly students g
::gst Opay CUStomers are youths who prefe

3; Marital Status

age, 17(3.2y
mplies that

I Something new.

ty of th :
the study focys on e pondsiit

the age

n. This implies that

Table :

— Frequency | p ereent | Valid Percent Cumulative Percent

" Single 310 88.1 88.1 88|
Married 32 7.0 7.0 95 1
Divorced 25 - 49 _ 49 100.0
Total 367 100.0 100.0

source: SPSS Output, 2021

Table 3 above, shows that 3 10(88.1%) of

the respondents were sing] 32(7.0%
were married while the remaining 25 (4.9% 3 8 oo divoias T

majority of the respondents were single bein g
of the respondents are youth because they are

as Opay because of their heigh__tened level of curiosity.

Table 4: Highest Educational Qualification

) of the respondents were divorced. This reveal that
majorly youths. This implies to the study that majority
students and they majorly try such online business such

Frequency | Percent |Valid Percent Cumulative Percent
SSCE - 190 53.5 535 53.5
OND/NCE 126 34.9 34.9 884
HND/B.Sc. 26 52 52 93.6
M.Se. .1 BB 6.4 6.4 100.0
Total 367 100.0 100.0

Source: SPSS Output, 2021

Table 4 shows that, 190(53:5) of the |
126(34.9%) of the respondents have .N };
have BSC/HND academic qualification, W
noticed that majority of the respon
Position to give the right answers they a
implies that since they are students, f;w thing like
the questionnaire. Younger people 1!

Strategy .

T—
: jnistratio
Nigeria Journal of Business s

respondents have WAEC/_SSCE' academic qualification,
/OND academic qualification, 26(5.2"/?)0f the respondent
ile the remaining respondent 25(6.4%)is M.Sc. It coqld be

ad good educational background 1!1ereby putting the.m in the
dents had g ous questions contained in the questionnaire. This
bl o e enough to understand the questions contained in
e the ones created through the use of blue ocean
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Table 5: How many years have you been in higher institution

Frequency | Percent [Valid Percent
1-3 years 190 53.3 53.5
4-6 years 126 349 34.9
7-10 years 26 5.2 Ak
Avove 10 5 6.4 6.4
years
Total 367 100.0 100.0

Source: SPSS Output, 2021

Table 5 above shows that, 190(53.5) of the respondents l?aw? bc.cn in higher institution for % Year |
126(34.9%) of the respondents have been in higher mstlt_utlon for 4.—6' years, 26(5.2%) of the

respondent have been in higher institution for 7-10 years, while th.e remaining respondent haye been |
in higher institution for above 10 years. It could be noticed that majority of the respondents haye been |
in higher institution for 1 to 6 years thereby making them exposed to such organization and Mobile |

application like Opay and make them satisfied.

Test of Hypotheses
The analysis of result is based on the objectives and hypotheses formulated in this research.

Hypotheses one: There is no significant effect of value creation strategy on service quality of Opay,

Table 6: Model Summary |

Std. Error of the
odel R R Square Adjusted R Square Estimate

I 967° 945 .944 21566

a. Predictors: (Constant), Brand value, Customers value, Customers relation

Source: Researcher’s Field Survey, 2021

Table 6 presents the model summary with r(correlation coefficient) equal to 0.967 which indicates

that there exist a positive relationship betw i
P P between the independent and the dependent variable. R’ from

the table which is the coefficient of determination is 0.945. This implies that 9450, dlin —
270 changes in serv

quality of Opay is explained by Opays value creation strate i S -
attributed to other variables not included in the model. &Y while the femaining percentage is

Table 7 ANOVA
Model Sum of Squares Df Mean Square
Regression 328.661 I 32866, E E S1g_b
Residual 15.379 330 - 032339 | 000
Total 344.040 331

a. Dependent Variable: Customer Satisfaction .

b. Predictors: (Constant), Brand value, Customers valye Customers relat
. ’ lon
Source: Researcher’s Field Survey, 202
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_ : w-e.. Blue ocean .
| - st sfact
o F-statistics shown in the ANOVA tape 7 is S

T signifi i .
s a0 the alpha level of .05. Therefore the modelgi; fl‘,iaﬂt since the ANOV A significance of .000 is

Unstandardized Coefficients Standardized

1 o= CoefTicients t Sig

fMode B Std. Error Beta

i (Constant) 406 06

: - 061 6.625 .000
Brand value 236 048 275 4.899 .000
Customer.s Value 541 051 573 10.623 .000
Customers relation 132 036 162 3.700 000

2. Dependent Variable: Customer Satisfaction

source: Researcher’s Field Survey, 2021

’[jhe .coefﬂment table- 8 .Shovys the overall significance of 0.000 which is less than the set alpha of 0.05
mgﬂ!ﬁcaﬂt level. This implies that there is a significant effect of value creation strategy of Opay on
service quality of .Opay. Therefore, the null hypothesis is rejected and the alternative hypothesis
accepted. The positive Beta value of 0.275, 0.573 and 0.162 for brand value, customers value and
customers relation shows that an increase or change in these variables will lead to a 27.5%, 57.3% and
16.2% changes in Opays service quality respectively. Customers value has the highest impact on the
service quality of Opay compared to other indicators. This is because customers are king and must be
rreated like one. Customers determine the survival of a company so the values customers benefit from
a company matters to the sustainability and survival of such company due to customers satisfaction
with the quality of service experienced. Thus, the null hypothesis which state that there is no
significant effect of value creation strategy on service quality of Opay is rejected and the alternate

hypothesis is accepted.
Hypothesis two: There is no significant effect between mobile application raising strategy and

customers perceived value.

Table 9: Model Summary

Std. Error of the
lM ' del R R Square Adjusted R Square - Estimate
ode

_9835 968 967 17749

1

2. Predictors: (Constant), Mo

bile upgrading Mobile features, Mobile bonus/promo

; Sisaiisvey, 2021
. g Field Surveys ‘
Source: Researcher | summary with r(correlation coefficient) equal to 0.983 which indicates
Table 9 presents the 'n.lode |ationship between the independent and the dependent variable. R’ from
that there exist a positive relatl ot of determination is 0.968. This implies that 96.8% changes in

the table which is the €O ned by mobile application raising strategy while the remaining

customers perceived :;aiuither yariables not included in the model.
ed to

percentage is attribut

igtration 141
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Table 10: ANOVA

Model Sum of Squares Df Mean Square F N Sig
1 Regression 342.502 1 342.502 10643.999 o
Residual 10.619 330 032
Total 353.121 331

a. Dependent Variable: Customers satisfaction
b. Predictors: (Constant), Mobile upgrading, Mobile features, Mobile bonus/promo

Source: Researcher’s Field Survey, 2021

The F-statistics shown in the ANOVA table 10 is significant since the ANOV A significance of (g is
less than the alpha level of .05. Therefore the model is fit. i

Table 11: Coefficients

) Standardized
Unstandardized Coefficients CocHiciants . Sig, |
odel B Std. Error Beta !
1 (Constant) 234 111 2.106 038 I.
Mobile upgrading 165 .080 .196 2.075 041
Mobile features 501 .088 534 5.700 .000
Mobile bonus/promo 251 .092 259 2718 .008

a. Dependent Variable: Customers satisfaction
Source: Researcher’s Field Survey, 202]

The coefficient table 11 shows the significance of 0.041, 0.000, and 0.08 which are less than the set !
alpha of 0.05 significant level. This implies that there s 5 significant effect of mobile application °
raising strategy on customers’ perceived value. Therefore, the nyjj hypothesis is re'GCtegpand by
alternative hypothesis accepted. The positive Beta value of 0.196, 0-534Iand 0 2%9 i bil
upgrading, mobile features, mobile bonus/promo shows that an increase or chan o § or mo I1 e
will lead to a 19.6%, 53.4% and 25.9% changes in customers perceived valye ge int 1ese variab les§
features have the highest impact on customers’ perceived value Compared ¢ fespectlyel)‘f. Mobile
mobile application raising strategy. This is because the mobile features | g other indicators of
application by adding new features and bonuses/promos of a particular mobilea " t'o l{pgrade of an
the features of the mobile application. When these features are put in lae application are part of
become more satisfied with the mobile application. Thus, the ny] hypotheqli)s CT;- [ Stomers therefore |
no significant effect between mobile application raising strategy and cu;tow ‘ch state that There is
rejected and the alternate hypothesis is accepted. Mers perceived value is

Discussion of Findings

The result of the study confirmed that value creation Strategy have signific .

quality of Opay. The second major finding brought to light is that mobjle % _ant_lmpact on service |

has significant impact on customers perceived value. Lastly, the study also ranon raising strategy
e

charge reduction strategy has significant impact on Customers repetitive purchase le that servics

The analysis of the first objective revealed that value creation strategy such gas bran

value, and customers relation have impact on service quality of Opay. It Wwas ob:zllue’ Customers
Py

. €d from the
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' value creation strategy can it : ; ;
I'lndif'g.t ” s demonstrated thatgservice 1ﬂU<‘if108 e aualinyof sevice gelivered by pat From the
siud)’s i ‘file other unexplained factors gza . 01'r G mieweding Jioiaer RdligEsesiion
, whil€ . count for the remaini ) i

sﬂﬁig, N anificant s Eha, ining percentage. Thus, value creation
trd : : -

s 5 in lmt;t\::::g; St};ﬂz Z‘i‘:ﬁg:ste? by Burke, Stel and Thurik (2009) on blue ocean strategy versus
w“‘l’"’“t'ﬁ-MS = t.nore s i ﬂcound that average firm profits were positively related to the
et of ;l e Eassill ie shop types, whereas profitability and the number of vendors
e and 1€ 4 gla et ue Lon :10{3 types over the period spanning indicating that biue ocean
§ W t'sf};ct)i/on and at iF B e For opay to strengthen its blue ocean strategy, it increase its
wswmefs sati : e same'tlme deliver quality services to its customers, it must take value
reation strategy as a vital tool for achieving it. '

ysis of second objective also demonstrates that mobile application raising strategy is

d by customers perceived value. The p-values of the proxies give 0.041, 0.000, 0.008 which
upgrading, mobile features and

The anal

influence
are less than the alpha level of 0.05 which implies that the mobile

mobile bonus/ promeras p_rox?e_'s of mobile application raising strategy determines customers perceived
value. Thus, moblle apphcatlon raising strategy is significant to customers perceived value. This is in
line with the study carried qut by Ngaruiya (2013) on application of value innovation as the basis for
plue ocean strategy at Safaricom Limited. The study shows that the company applied new solutions in
its’ operations to meet the customer’s needs, the unparalleled quality service they provided increased
their coverage in their niche which was their main focus. Values perceived by customers determine

atisfied customers are. For customers of Opay to perceive such value, constant upgrade of its

how §
ilitates major t:_ransactions between the company and customers is very

mobile application which fac
vital to boost its blues ocean strategy.

CONCLUSION AND RECOMMENDATIONS

From the analysis and findings so far on blue ocean strategy and customers satisfaction, value creation
strategy should be given consideration when discussing factors affecting the service quality of Opay.
Brand value and customers v rder to maximize the service quality delivered to
customers of Opay. However, there are also proxies of service quality of Opay being product strategy,
communication strategy, and so on. It is therefore important to realize that value creation strategy
should not be limited to On€ dimension, but also other factors relating to value creation strategy.
When companies use value creation strategy, customers be.neﬂt more from the company and have
reasons to remain loyal to the company- The values comes in form of services to customers and the
rate at which customers enjoy ‘such service shows how quality it 1S thereby making the customers

more satisfied.

alue are significant in 0

ing strategy had significant influence on

—__ findings show that mob‘;-le 'flpplicgtion rai; ‘
custofners :arceived GE. Mobile apphcatlon raising strategy such as mobile upgrading, mobile
p o are important factor affecting the customers perceived value. When

or other companies, customers tend to like the

nus/prom
perceive values from the new released app and

g gtrategy
this makes
satisfaction-
an strategy o» the customers satisfaction with a particular reference
e was made and conclusions were reached. In view of the

he followin mendations were suggested;
the \

findings given above: ,
- o‘rganizalio"'s should ensure thal'lhey adopt value creation strategy to
» Opay and other service - rice: his can be done by creating values for customers in terms of its
boost the qua ) 4 5_ unts s and all and also build customer relations by attending to

[ e discO™  coedbacks from customers and make the customers satisfied.

S al 1m .
brand such 2 4 receiving 1 : - :
d adopt mobile application raising strategy to make its

s used by Opay
the customer

features, and mobile bo
mobile application raisin
new features and upgrade and
increase the customers level of

Examining the effect of bige oce
to Opay customers in Jlorin,

e i "‘_” or nization shoul
e r Other'ser?jfues This 640 be achieved by upgrading the mobile app to a more user
ve Vi ;
customer percel
Busines® Adminis!m!ion -
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a 0.0, & Ayoola, Db ot 5
r options an

d create pro

Aun, 11, Olot d fast access to the applicatjop,
- In

by integrating simple mos and bonuses such as O, an;egrale_
d

friendly application

d . s an 4 o
more features that sl en"cehcus]mn::i;{omers are more satisfied. gy,
. i u]'e t at { 1C i 1 [

cash backs. This will ens ization should service charge reduction strateg

service organl

/ service ; 5
hase of Opay h discounts and at the same time giving |y,

g the customers of Opay satisfied.

s. This can be done by considering higj, pric;:at!fe:
or

Chaj‘ges :

» Opay and other financial
customers repeat their purc :
product or service of quality value along w:kin
and at times use discrepancy charge thus, m
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