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Since the late twentieth century, the world has witnessed accelerated changes in
business environment such as fierce competition, technological advances, and
globalization.

In 2005, Kim and Mauborgne presented a non conventional strategic approach

which they called it "Blue Ocean Strategy". This approach encourages companies to
move from fierce competition in red ocean markets, to create value in uncontested
market space which is called "Blue Ocean'".

The purpose of this thesis is to identify the driving forces behind arising
imperative for value innovation, and to explore to what extent AL Nabil Company for
Food Products applies the principles of Blue Ocean Strategy, and its role in
entrepreneuring products and markets.

The researcher applies an interactive qualitative research approach through the
case study design in order to acquire a rich and in-depth understanding of the research
topic. Semi-structured interviews were conducted with six managers at AL Nabil
company, who posses information and knowledge about the topic of the study.



The study concludes with the following:

e Accelerated technological advances, intense competition, change in life style and
customers demands, and globalization are the main forces that lead AL Nabil
Company to move from saturated red ocean markets, to create uncontested market
space in blue ocean of innovation.

e AL Nabil Company for Food Products applies the four principles of Blue Ocean
Strategy (Reconstruct market boundaries, Focus on the big picture not numbers,
Reach beyond existing demand, and get the strategic sequence right) that lead to
value innovation and create value for the company and its customers
simultaneously.

e Blue Ocean Strategy is the successful chance that leads to entrepreneuring
products and markets which enables the company to attract new customers, and
achieve growth in sales, market share, and profits.

Finally, the study offers some recommendations. Mainly, it recommends that
individuals, employers, and governments should move toward innovation and
entrepreneurship in order to succeed in the intense competition and accelerated business
environment.
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(Reconstruct market boundaries)

(Focus on the big picture, not numbers)
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(Reach Beyond existing demand)

(Get the strategic sequence right)
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