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1. INTRODUCTION

Today, in the world of industry and business,
two completely distinct spaces have formed: blue
oceans and red oceans. Red ocean defines all
industries that currently have a specific market and
are trying to outpace others in traditional markets in
order to gain a greater share of demand. In this area,
the scope of the industry is predefined and specified.
In such an environment, every business tries to
somehow eliminate competitors and gain their share
of demand. When the market space becomes
turbulent, the level of profitability and growth
forecast will be low. It is in these conditions that the
conversion of product into commodity takes place
and overtaking between companies creates a red
ocean (Blue Ocean Strategy, 2020). Also, with the
increase in competitors within an industry, the
possibility of growth and profitability for all actors
in that industry decreases significantly (Shahmari,
2010 and Mohammadi, & Salem Hasan, 2024).

Blue ocean strategy invites organizations to
emerge from the bloody ocean of competition into a
space where competition is meaningless by creating
unknown markets. Instead of segmenting current
demand or existing value, which is usually
decreasing, this approach emphasizes the creation
and growth of demand and escaping competition
and not following the example of competitors and
turning to value creation (Askariyan, 2014). The
logic of the new strategy is based on a fundamental
argument that seeks to create value both for
customers of products and services and for the
company itself. By applying these principles, tools
and designed frameworks, innovation becomes a
continuous and systematic activity that involves the
participation of all employees (Awladthani, 2023).
Blue ocean is a well-established approach to
creating businesses where competition in traditional
markets becomes meaningless and where the focus
is on creating value-added innovation and entering
new areas (Faezirad et al., 2013). New thinking has
led companies offering similar products to adopt the
concept of blue ocean strategy, in which companies
have more freedom in terms of market space and
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move towards their goals without spending time
competing with competitors (Hussein, 2020). This
trend is that companies follow blue ocean strategy
to trivialize competition and instead deliver new
value through new markets and achieve a unique
competitive advantage (Sadiq et al., 2021). As a
result, blue ocean strategy seeks to create new
demand in the market by focusing on creative
initiatives (Markopoulos et al., 2020).

Blue Ocean Strategy uses two tools: 1 -
Strategy Canvas: which is a framework for
diagnosis and operations and is used to build blue
ocean strategies. Its purpose is to show the current
state of the industry in the known market space. This
display allows one to know where the competition
is currently going and what factors the industry is
competing on in the current situation. 2 - Four-
Action Framework: In order to reconstruct the
valuable elements desired by the buyer or applicant
and draw a new value curve, this framework is
introduced, which helps the company achieve
higher value at lower cost by using four actions:
reduction, increase, creation, and elimination (Kim
& Mauborgne, 2005). In the current era, with the
emergence of new and innovative economies and
industries in the economic field of societies and the
need to access more profit and income from these
industries, experts and pioneers in this field have
been prompted to introduce new plans and strategies
for these industries. The sports industry is also one
of these industries that has several sub-categories.
One of these sub-categories is related to clubs and
club management, which has been able to open a
special place for itself in recent years, but the lack
of a specific marketing strategy in sports that is on
par with the strategies related to other industries has
opened the field for the localization of strategies of
other industries in sports or the creation and
development of new strategies. It seems that sports
organizations, like non-sports organizations, are
exposed to environmental and global changes and
developments and are struggling with their own
special issues. Therefore, to survive and thrive in the
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global competition arena, they need a high-
performance organization, and today there will be
high-performance organizations that can use
strategic management (Priilaid, 2020). In the
meantime, many sports organizations have prepared
the required strategy according to their mission and
have achieved the set goal with minimal energy and
resources by implementing it. Therefore, given that
the future environment is a strategic environment
and such an environment is volatile, uncertain,
complex and ambiguous, it is necessary to use
strategic thinking as a fundamental principle in
order to adapt and adapt and generally respond. One
of the basic and influential sports disciplines in the
sports performance of athletes and also in the
development of sustainable sports in advanced
societies is the sport of gymnastics, which plays an
irreplaceable role in the development of national
championship sports. Accordingly, having a
strategic vision and attitude towards creating and
developing the necessary platforms for practicing
this sport is necessary and essential, to the extent
that countries with a reputation in the field of sports
have made and continue to make large investments
in the development of spaces and sports halls
dedicated to gymnastics and use various methods
such as hosting competitions, producing gymnastics
equipment and tools, producing educational and
practical content, holding seminars and conferences
and various camps, attracting athletes and art
students, etc. to generate income and make material
and spiritual investments.

Now, considering the progress, development,
and general interest of people in gymnastics on the
one hand, as well as the existence of appropriate and
high capacities in this sector on the other hand, it is
necessary to have an accurate and correct
understanding of the current situation and to provide
a principled and scientific strategy to determine the
strategy of sports clubs dedicated to gymnastics in
the medium and long-term plan horizon. Due to the
competitiveness of the market, the customer is
becoming more valuable day by day. Challenges
such as intensifying competition, the continuous

increase in customer expectations, and subsequently
their demand for increasing and improving the
quality of products and services have caused clubs
to no longer be able to effectively meet their needs
and demands, and the risk of losing dissatisfied
customers to competitors as well as the ultimate
reduction in profits will lead to the bankruptcy of
clubs (Tongtakabi, Moshkelgosha, & Mostahfezian,
2025). As mentioned, there is intense competition
between sports clubs. This competition is very
serious and high between clubs that provide
common services and have common customers. In
this regard, the challenge for gymnastics clubs is
both internal (among gymnastics clubs) and external
(competition with other sports clubs). As a result,
competition in this field requires new methods and
strategies that, while distinguishing themselves
from other competitors, can also respond to the
competitive environment inside and outside the
club.

Applying the blue ocean strategy can be a new
method for the survival, development, and
promotion of the success of gymnastics clubs. Of
course, the main challenge facing the managers of
these sports clubs is how to implement and localize
this strategy in existing clubs, and the present study
tries to provide a model for implementing the blue
ocean strategy in gymnastics clubs. Implementing
the Blue Ocean Strategy in sports clubs, especially
gymnastics, will lead to improving the overall
performance of the club and preventing the
emergence of a competitive environment and
increasing the club's profits. Also, the lack of a
suitable model for implementing the Blue Ocean
Strategy with a grounded theory approach, where
data is collected and coded solely based on
interviews with experts and elites in gymnastics and
can examine the facts, is very noticeable in sports.
As a result, conducting new research on this topic
seems absolutely necessary. Therefore, the present
study is completely new and practical due to the
presentation of a model for implementing the Blue
Ocean Strategy in gymnastics clubs. Also, the
present study, using grounded theory, has a
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qualitative approach to the research topic and has
completely creatively combined the conceptual
model of grounded theory with the 5-stage model
presented by the Blue Ocean Strategy.

According to the types of qualitative research,
the present study is classified as a fundamental
research. Considering that there are few sources and
information background on the subject of the
present study in the country, the grounded theory
method, which is based on interviews, is used. The
community of participants in this study consists of
academic experts. In this study, semi-structured
interviews were conducted with 10 interviewees
who were selected and prioritized using the
snowball method, and the interviews continued until
the research data was saturated for designing the
model, so that new data did not produce new added
value .

In the present study, by obtaining the opinions
of the research participants about the value of the
findings and interpretations and judging the results,
interpretations, and findings of the research in a
group consisting of the research participants, as well
as by using an external referee who carefully
considered the research environment from outside
and determined that the data supported the findings,
results, and interpretations, the present study was
validated and validated. The external reviewer
validated the resulting codes by matching them with

2. Methodology

the interviews conducted with the interviewees,
which showed that all comments were made around
the writing, research method, and some coding
corrections (Creswell & Miller, 2000). Also, for
further validation, the intra-subject agreement
method was used by two coders in the continuation
of the work. For this purpose, one of the doctoral
students in sports management was asked to
participate as a research associate. The necessary
training and methods for coding were transferred to
the research associate. In each of the interviews, the
codes that were similar in the opinion of the two
people were identified as "agreement" and the codes
that were dissimilar were identified as
"disagreement™”. The percentage of intra-subject
agreement, which is used as an indicator of the
reliability of the analysis, is calculated using the
following equation.

A subject within the agreement of the
2 X Number of agreements «100

percentage= Total number of codes

If this index is greater than 0.6, the coding is
considered sufficiently reliable (Bowen, 2008). For
this purpose, three interviews were selected and the
coding results are reported in Table 1.

Tablel. Percentage of intra-subject agreement

Reliability Disagreement Agreement number Encoder 2 Encoder1  The title of the interview
0.76 9 23 28 32 First interview
0.78 11 31 42 37 Second interview
0.67 14 25 35 39 The third interview
0.74 34 79 213 Total

3. Findings of the Research

In this study, data from in-depth interviews
with experts and elites, in three stages of the
grounded theory process, namely open coding, axial
coding, and selective coding, analysis and
implementation model of the blue ocean strategy in
the gymnastics club are presented and the
components of the model are explained. Based on
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the paradigmatic approach, 179 final concepts were
extracted from a total of 313 initial codes.

These findings have been designed in the form
of a grounded theory conceptual model consisting
of a central category, causal conditions, contextual
factors, intervening conditions, strategies, and
consequences. Also, a b5-step model for
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implementing the blue ocean strategy in gymnastics
clubs has been presented, and the necessary tools for
each stage to achieve the goals of each step have
been identified and explained. Finally, this 5-step

In the axial coding stage, the concepts
extracted in the open coding stage were categorized
into categories. The result of this process was the
identification of 34 main categories, which are listed

model has been combined with the grounded theory
conceptual model and the final model has been
obtained.

together with the corresponding concepts in Table
2. These categories were extracted around the axial
category of "Implementing the Blue Ocean Strategy
in Gymnastics Clubs.

Table 3. Axial coding

concept (open coding)

category (axial coding)

Specialty club, Suitable educational environment,
Availability, V.I.P Parking, city Place

Sports venue

Profitability, income generation

Effective improvement of activity

Recruitment and registration, Audience attraction

Register

The presence of equipment, New equipment, safety,
Standard, Technology, Suited to the needs of the athlete

Equipment

Employee, Manager, founder, Expert trainer, Experienced
coach, referee, Sports expert

human resources

Basic sport, Rules of gymnastics, Gymnastics culture, Lack
of knowledge, Sports alphabet, Basic age, Olympic sport,
Interested in gymnastics

Gymnastics

Management , setting a goal , Organizing , planning ,
decision

Management skills

Aligning thoughts with goals , Recognizing goals , Strategic
thinking , strategic Management , Fulfillment of goals and
visions , Effective leadership

Strategy

Specialization , Long term training , talent search

Human resources

The impact of economic changes, The impact of social
change, The impact of cultural changes, Impact of health
changes

Environmental changes

Impact of legal problems , The effect of protective laws ,
The effect of executive letters

Laws and regulations

Individual ethics, Camp for coaches, The influence of
teachers' creativity

Emphasis on human resources

Communication with other clubs, Communication with
sports-related institutions, Communication with others,
Communication between coach and athlete

Interactions and communications

Non-profit activities, Traditional management ,
Gymnastics branches that have lower priority , Low productivity
times, Inefficient human resources, Used equipment ,
Competitors , Part of the athletes

Elimination

Overtime hours, Attention to the needs of the audience and
athletes, Tuition, Educational quality , Holding competitions ,
Motivation and sense of competition , Advertising, Coaches
meetings , Efficiency, Sportscamps , connections

Increase

Cost, Human resource costs, Inefficient activities, Sports
available in the club

Decrease
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New educational methods , Sports products related to
gymnastics, Content production, New thinking, Special
training classes, Volunteer groups, Criticism and suggestion
system, Room for families, Special buffet, Talent center,
New branch, New products, Creating a separate dressing room
for coaches and athletes

creation

The effect of fair performance evaluation

performance evaluation

The impact of people's participation

The culture of doing work

The effect of spatial constraints , The impact of the lack of
specialized sports clubs , Monopoly effect, The impact of
standard equipment and facilities, Fund

Limitations

The impact of sports institutions and organizations, The
impact of organizations' support, The influence of sports boards

Related institutions and
organizations

The impact of the cost of purchasing equipment, The
impact of tuition pricing, The impact of the cost of renting a
place , The impact of energy costs , Salary impact, The
impact of equipment repair and maintenance costs

Club financial system

Training programs for athletes , New training, Teaching
gymnastics, Coaches training, Training update , Education of
families

Education

Development of movement patterns , Development of
spiritual education , physical fitness , Sports champion ,
flexibility

The effects of gymnastics

Knowing the real status of the club , Competition ,
Consciousness

Club management

The influence of competitors, The influence of families ,
The influence of officials, The effect of advertising, The
influence of the sponsor, Media influence

Environmental management

Identifying the needs of athletes , branding, becoming
unique

Realizing the goals of
implementing the blue ocean strategy
in the club

Feedback , Supervision, selection, Education and
training , risk taking, Knowledge , public relations, decision
maker , Authority , Experience, responsibility , Validity,
incentive , effective

Individual characteristics

Development of gymnastics , Improve management
performance , Development of championship sports, Hero

Improve performance

breeding
investment Financial plan
Material capital , human resources , Social capital Club capital
Holding competitions Competition
The effect of valuation, The effect of meritocracy Honouring

Gender, Age, Level of Education, Physical abilities ,
height, Weight

Individual characteristics

Cleanliness and hygiene of the environment , coloring ,
Refreshing the environment of the club, Standard bathroom ,
Mirrors, lighting, Coaches and athletes locker room

Learning environment

The effect of prioritizing coaches and athletes

prioritize

Selective coding
The purpose of selective coding was to analyze
the placement of the identified categories in the
paradigm model, so as to help the researcher in how
50

causal

intervention

the categories should be placed. Accordingly, the
categories are divided into six sets: main category,

conditions, contextual conditions,
conditions, strategies, and
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consequences. Based on the paradigm model of
grounded theory, a conceptual model is presented.

Conceptual model of grounded theory

Background conditions :
® Sports Veroe H
® Feguipment H
® g istos

& Ealuc ation

g
I 2
RN
3 I
2
e
] Zl
3 sl
s |
2
S

Main component E s$traicgles

‘ '
' : croation

.

.

H

H

H

.

ventatiors o Ml s § ' {
H H : H

H H Inciease H

I¥ e erewasatia sludte b ' H
.

H

.

‘

.

H

}

1 Dwcrease

H
' Elmiination

Figure 1. Conceptual Model of foundational data theory

Implementation of the blue ocean strategy:

Implementing a blue ocean strategy is based on the the club, which is based on fundamental changes in
principle of using value innovation for its strategy, service characteristics, which are predicted to open
rather than following the competition. Value up new, uncontested market space (Yunus, 2021).
innovation involves creating a new value curve for

Presentation of the Blue Ocean strategy implementation model in gymnastics clubs:

According to the results obtained from the present blue ocean strategy in gymnastics clubs is

research, the 5-step process of implementing the suggested:
1 2 3

4 5
R Knowing the true g identifying the optimal A dentidy the 2 Sorategy mieeetaticn
Making arangements v a 7 7 7 .
position of the dub condition of the dub disection of movement nd emscution

Figure 2. Blue ocean strategy implementation model in gymnastics clubs

Presenting the implementation model of blue ocean strategy in gymnastics clubs using Grounded theory:
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Figure 3. Blue ocean strategy implementation model in gymnastics clubs using foundational data theory

4. Discussion and Conclusion

In this study, an attempt has been made to
provide a strategic tool to the managers and
founders of these clubs by presenting a correct
model of how to implement the blue ocean strategy
in gymnastics clubs. Accordingly, using the Strauss
and Corbin data-based theory, data was collected
through interviews and coded in three stages,
ultimately leading to the creation of a conceptual
model. Based on the findings of the study, the
central category is to achieve a model for
implementing the blue ocean strategy in gymnastics
clubs, which is influenced by identifying causes,
background conditions, intervention conditions, and
using four strategies: creation, increase, decrease,
and elimination, which can lead to consequences
such as effective improvement of activities and also
the achievement of the goals of implementing the
blue ocean strategy in the club. The causal
conditions affecting the central category in this
research are: gymnastics, the effects of gymnastics,
club  ownership, club capital, competition,
management skills, strategy, human resources,
interactions and communications, and financial
plan. Understanding gymnastics, the role and effects
of this sport in the physical and mental training and
development of athletes are among the conditions
affecting the central category. Management skills,
which include goal setting, planning, organization,
and decision-making, are also among the causal
conditions. Akbari Emami (2014) has listed the
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factor of management skills as an effective factor in
implementing strategies. Vieira (2018) showed that
the competencies, facilities, main services, and
supplementary services of employees are key
factors in the strategy of fitness clubs. The
contextual conditions in this research are: sports
space and location, equipment, recruitment,
training, human resources, and individual
characteristics and skills of managers and trainers.
The suitability of the location and equipment of
gymnastics clubs has a direct impact on the
implementation of the blue ocean strategy and can
be influential in obtaining the necessary strategies.
Pir Ali et al (2014) have stated management skills,
organizational culture, and technology as contextual
factors in the implementation of the strategy. In this
study, the intervening conditions have been divided
into two main categories: outside the club
(constraints, related institutions and institutions,
environmental management, environmental
changes, laws and regulations) and inside the club
(emphasis on human resources, performance
evaluation, work culture, club financial system,
educational space and environment, individual
characteristics, prioritization and appreciation). Pir
Ali et al (2014) consider demographic changes,
technological changes, market changes, and
government regulations to be among the influential
and interfering factors in the activities of
organizations. In this study, four strategies of
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creation, increase, decrease, and elimination based
on the blue ocean strategy have been used. Creation
strategies include: new teaching methods,
gymnastics-related  sports  goods,  content
production, new thinking, special training classes,
volunteer groups, criticism and suggestion system,
special room for families, special buffet, talent
center, new branch, new products, creating separate
locker rooms for coaches and athletes. Alizadeh et
al (2013) concluded in their research the strategy of
using new and different products. Growth strategies
include: extracurricular hours, paying attention to
the needs of the audience and athletes, tuition,
educational  quality, holding  competitions,
motivation and sense of competition, advertising,
coaches' meetings, productivity, sports camps,
communications. Setayeh & Amin (2014) have
pointed out two strategies to increase
communication with the outside environment and
work interaction. The reduction strategies are:
inefficient activities, human resources costs,
overhead costs and sports disciplines available in
the club. In this regard, Alizadeh et al (2013) have
pointed out two strategies to reduce labor costs and
inefficient activities. Also, Setayeh & Amin (2014)
have concluded a strategy to reduce side costs. The
elimination strategies are: unprofitable activities,
traditional management, gymnastics branches that
have lower priority, low-yield times, inefficient
human resources, used equipment, competitors, and
some athletes. The research outcomes are in three

main  categories: performance improvement
(development of gymnastics, improvement of
management  performance, development of
championship sports, champion training), effective
improvement of activities (profitability and revenue
generation), and achievement of the goals of
implementing the blue ocean strategy in the club
(identification ~ Athletes' needs,  branding,
uniqueness, role modeling, talent development,
sustainable sports, creating value and credibility for
the club) are divided.

In order to implement the Blue Ocean Strategy,
there are tools related to the development and
creation of the Blue Ocean Strategy that have been
used in each stage of the presented model, as
appropriate to the process. In the first step, which is
to provide the foundations for the implementation of
the Blue Ocean Strategy in gymnastics clubs, the
current and future status of the club is mapped using
the “Pioneer-Emigrant-Resident Map” tool, which
helps the club manager to have insight into the
possibility of future growth of the club (Shyam,
2019). Residents in the present study include
ordinary clubs with limited facilities and equipment.
Immigrants refer to clubs that provide services
beyond the average. Pioneers are clubs that provide
unprecedented value. Examples of pioneer clubs are
gyms and gymnastics houses in each city or
province that are managed under the supervision of
sports boards.

Figure 4. pioneer-migrator-settler map
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According to the pattern in Figure 4, the
services and features of gymnastics clubs are
marked with circles. The amount of influence and
importance of each of these features is directly
related to the size of the circles drawn. That is, if,
for example, the circle for facilities and equipment
in clubs that are in the resident status will be smaller
than the circle considered for pioneer clubs. The red
color in this pattern indicates that this service is
located within the blue ocean, and as we gradually
move towards the pioneer club, these circles change
color to blue. In the present study, these features are
presented in 4 categories with the titles: location
conditions, financial and equipment conditions,
human resources conditions, and management
conditions, which are known as contextual
conditions in the conceptual model of grounded
theory. The second stage of the process of
implementing the blue ocean strategy in gymnastics

clubs is awareness of the status of existing clubs and
also recognizing the real position of our own
gymnastics club. The strategy canvas is a tool for
understanding the current state of a club (Ellinger,
2020). The horizontal axis on the strategy canvas
considers the range of factors in which a sports club
competes, and the vertical axis shows the level of
offering that athletes and audiences receive across
all of these key competitive factors. The value curve
or strategic profile is a graphic representation of a
club’s relative performance across its competitive
factors. Based on the current study, the factors in
which a sports club can compete are presented in 6
main categories in the context of grounded theory:
1- Recruitment and registration 2- Human resources
(coach, referee, etc.) 3- Management 4- Training 5-
Equipment and facilities 6- Space and location of
the club.

Figure 5. Strategy Canvas

The third stage is to identify the desired state of
the club, which is achieved using the "buyer benefit
map" tool. At this stage, using the data obtained
from the intervention conditions of the grounded
theory, the limitations should be overcome.
Considering that the essence of the club's existence
is based on its human resources, and that athletes
and people present in the club are the main pillars of
the club, and all management efforts are aimed at
aligning the club's goals with the club's human
resources, we must therefore pay special attention to
the athletes present in the club who play the role of
customers for the club. The impact of intervening
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factors from inside and outside the club should also
be seriously examined. Considering these
intervening factors, the club's desired state should
be identified. Accordingly, the buyer benefit map is
proposed for this purpose. The buyer benefit map is
used to discover pain points (limitations). Kim &
Mauborgne by placing a new offer in one of the
spaces of the buyer’s obstacle map, club managers
can clearly see whether the new idea is a different
functional offer or not. A localized example of this
map for a gymnastics club is given in Figure 6. The
products of a sports club can be a variety of sports
services that it offers to its athletes. On the same
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principle, sub-categories of gymnastics can be
mentioned as products of this sport in the club, for
example, those interested in training in the field of
artistic gymnastics or aerobic gymnastics or
trampoline, etc. As a result, the club manager can
examine each of these branches based on the
buyer’s benefit map and, according to the results
obtained, create his strategic plan to reach the blue
ocean. In the table in Figure 6, an example of a
buyer’s benefit map for the artistic gymnastics
branch is drawn. According to the table, it is clear
that planning based on tuition received, holding

Figure 6

The next step in this phase is to understand who
the non-customers of gymnastics clubs are and why
they avoid registering and participating in club
activities. Based on the blue ocean strategy, three
groups of non-customers for gymnastics clubs are
defined. This analytical framework helps
gymnastics club managers broaden their horizons
and convert latent demands into actual demand in
the form of new customers and increase the size of
their blue ocean (Kim & Mauborgne, 2005).

The first group of non-customers in gymnastics
clubs are people who register in gymnastics clubs
but, due to their circumstances, are unable to
continue and be active in this field and give up their
activity in gymnastics at the first opportunity. Every
year, a large number of people interested in

competitions and preventing sports injuries are in
line with the red ocean strategy, and in order to
overcome these limitations, the club manager must
have a detailed plan to achieve the blue ocean.
Appropriate  location of a club, offering
extracurricular programs and using new tools and
training in gymnastics training are new spaces for
gymnastics clubs to differentiate their competitive
aspects from other clubs and create a deeper blue
ocean for themselves. As mentioned, this map can
be drawn for all services and products that a
gymnastics club can offer.

. Buyer Utility Map

gymnastics register in summer classes, but as soon
as the three-month summer period ends, they no
longer show interest in continuing the educational
process and either become attracted to other sports
or withdraw from sports altogether. According to
the findings of the present study and considering the
intervening conditions, the influence of factors
within the club on the behavior of this group of non-
customers is greater. Issues such as the impact of the
training space and environment, the impact of the
club's financial system, the impact of the club's
human resources, the work culture, the individual
characteristics of individuals, the club's priorities,
the evaluation of individual performance, and the
appreciation of each individually or together can be
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factors that influence athletes' lack of continued
activity in gymnastics clubs.

The second group of non-customers in
gymnastics clubs are people who, due to their
knowledge of the sport of gymnastics or lack of
sufficient knowledge of this field, refuse to register
and participate in the educational activities of
gymnastics clubs. According to the research
findings, the influence of factors outside the club,
such as the effects of environmental management,
such as the influence of families, advertising, etc.,
as well as the influence of factors inside the club,
such as individual characteristics, can be influential
in the formation of this group of non-customers.

The third group of non-customers in
gymnastics clubs are people who have no
knowledge of gymnastics and are not willing to
register for gymnastics. These people include
people who do not see themselves as eligible to
register for gymnastics clubs, either intellectually,
physically, or due to their age or gender. Examples
of such non-customers include people with physical
problems such as the disabled, people over 40 years
of age, extremely obese or extremely thin people,
people in need of corrective and therapeutic
exercises, etc.

The fourth step is to identify the path of
movement. In the fourth step, an attempt is made to

identify and select a path that will take the club from
the current situation to the blue ocean. To help with
this step, the Blue Ocean Strategy proposes the
“Four Action Framework”. This tool helps the club
manager see the opportunities ahead of him, while
others only see the red ocean of competition
(Awladthani, 2023). This framework helps
gymnastics club managers identify possible
boundaries to exit the competition and move
towards the blue ocean by redesigning the
boundaries of the market. This framework helps the
club manager to focus on the things that they can:
eliminate, reduce, increase or create. This
framework is used to review the value proposition
to the club’s audience and also to create a value
curve. In the present study, the strategies obtained
in the grounded theory model and using the four-
action framework were used to design the matrix of
increase, creation, reduction, and elimination,
according to Table 3. In an article titled "Model of
Blue Ocean Strategy Formation in Sports Clubs,"”
Moshkelgosha (2020) recommends sports club
managers to change the main strategies to use the
four blue ocean strategies for clubs.

Table 3. Eliminate-Reduce-Raise-Create (ERRC) Grid

Elimination
Non-profit activities ,  Traditional
management , Gymnastics branches that
have lower priority , Low productivity times
,  Inefficient human resources , Used
equipment, Competitors, Part of the athletes

Increase

Overtime hours , Attention to the needs of the audience
and athletes , Tuition , Educational quality ,
competitions
Advertising ,
camps ,

Holding

Motivation and sense of competition |,
Coaches meetings , Efficiency , Sports
connections

Decrease

Cost , Human resource costs ,

creation

New educational methods , Sports products related

to gymnastics ,

Content production , New thinking ,

Inefficient activities , Sports available in the
club

Special training classes, VVolunteer groups, Criticism and
suggestion system , Room for families , Special buffet ,
Talent center , New branch, New products, Creating a

separate dressing room for coaches and athletes

The fifth step is to move towards the
implementation and execution of the Blue Ocean
Strategy in gymnastics clubs. In this step, we must
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take the chosen path towards the Blue Ocean and
move. Using the concept of “fair process”, we can
choose which path will lead to the Blue Ocean.
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Three elements in the fair process for the Blue
Ocean are defined: participation, explanation, and
clarity of expectations. Participation means
involving and intervening in strategic decisions that
affect them, explanation and interpretation means
informing and informing all people of the reasons
for making the final strategic decisions.
Transparency and clarity of expectations means that
the club’s human resources must be honestly aware
of the standards by which their performance will be
judged, as well as the penalties for failure and non-
performance. When people clearly understand what
is expected of them, they can quickly focus on
implementing the strategy (Luo & Kao, 2020).

According to the results of the present study,
the output of employing strategies (four-action
framework) will be the consequences of grounded
theory. These consequences are presented in the
form of three main categories: performance
improvement, effective improvement of activities,
and achievement of the goals of implementing the
Blue Ocean Strategy in the club. The club manager
should include these categories in three sections:
participation, explanation, and clarity of
expectations, using the concept of fair process. For
example, in order to achieve the category of
performance improvement, the club manager should
clearly and clearly share his expectations with
athletes, coaches, and all executive staff of the club.
It is also necessary that these items be done for sub-
categories. Causal, contextual, and intervening
conditions can affect the implementation of the Blue
Ocean Strategy in gymnastics clubs, and by using
appropriate strategies, including the strategy of
creation, increase, decrease, and elimination, it can
lead to improved performance, effective
improvement of activities, and also the achievement
of the goals of implementing the Blue Ocean
Strategy.

Considering the consequences of this model,
the following results can be presented at both macro
and micro levels:

Implementing the Blue Ocean Strategy in
sports clubs, including gymnastics clubs, will lead

to improved sports performance in gymnastics clubs
and will develop the country's championship sport.
Certainly, given the high potential and capacity of
gymnastics in developing athletes' talents, if the
implementation of the Blue Ocean Strategy in
gymnastics clubs is realized, the number of
champion athletes from gymnastics clubs to other
sports will increase, and this will lead to the
development of the country's championship sport.
By implementing the Blue Ocean Strategy in
gymnastics clubs, we will be on the path to having
sustainable and systematic sports in the country.
Knowing that every year a large number of students
from elementary ages enter the field of gymnastics
in various clubs across the country and this trend
continues continuously, it doubles the need to pay
attention to this process in the country's sports.
Managing the process of recruiting and developing
athletes from an early age, along with implementing
the Blue Ocean Strategy in these clubs, will lead to
the creation of sustainable sports in the country's
sports. Implementing the Blue Ocean Strategy in
gymnastics clubs will identify the specific needs of
athletes from the very beginning of their elementary
years, and on this basis, talent discovery and
development programs tailored to the needs of each
individual and each discipline can be implemented
at a macro level (Karimi, Akbari, Bastami, & Aazami,
2025). Needs assessment, as well as efforts to
eliminate the motor deficiencies and physical fitness
of new trainees in gymnastics clubs, will lead to the
correct guidance of these athletes towards the sport
targeted for them in the future. Modeling selected
athletes is one of the benefits of implementing the
Blue Ocean Strategy in gymnastics clubs, because
the education and training of this generation of
athletes takes place in gymnastics clubs from an
early age. The gymnastics coach is the main and
fundamental pillar in training the generation of
gymnastics athletes. Accordingly, according to the
research results, the need to train committed and
expert human resources in gymnastics is realized by
implementing the blue ocean strategy in gymnastics
clubs.
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Implementing the Blue Ocean Strategy in
gymnastics clubs will improve the effectiveness of
activities and, as a result, generate more income and
higher profits for the clubs. Given that the nature of
the Blue Ocean Strategy is to create a platform for
competition in an unrivaled environment and the
financial aspects of this strategy are more
prominent, it seems quite natural that gymnastics
clubs will earn more income by implementing this
strategy. The development of gymnastics is one of
the results of implementing the Blue Ocean Strategy
in gymnastics clubs. The more the platform is
provided for the establishment and development of
gymnastics clubs, the more gymnastics will
naturally progress and develop. By implementing
this model, the performance of gymnastics club
managers will improve. The model obtained in the
research is a practical tool for managers to improve
their performance, because it provides managers
with various strategies for specific management
challenges. Implementing the Blue Ocean Strategy
based on the presented model will make the club
unique among other competitors. Paying attention
to three specific groups of non-customers in this
strategy creates a different perspective on the
common attitudes towards developing athletes in
the field of gymnastics, which distinguishes these
clubs from other gymnastics clubs. Branding is one
of the results of implementing the Blue Ocean
Strategy in gymnastics clubs. The difference in the
form and implementation of various management
strategies, talent development, and champion
building are important components in branding the
club and also model athletes. The credibility and
value of gymnastics clubs are enhanced. By
implementing the Blue Ocean Strategy in
gymnastics clubs and using the models obtained
from the research, gymnastics clubs are recognized
as references and talent development bases in the
country that can meet the needs of other sports from
the perspective of a champion athlete. Talent
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development in gymnastics clubs is implemented in
a purposeful and practical manner. One of the
effects and results of implementing the Blue Ocean
Strategy in gymnastics clubs is the special attention
paid to talent development, where coaches of these
clubs, regardless of the athlete's talent for the sport
of gymnastics, use all their programs and strategies
to educate and train new students to achieve their
highest  physiological and  psychological
performance.

Based on the results stated above, suggestions
are presented in two sections: practical suggestions
and research suggestions:

Practical suggestions:

According to the results and implications of the
research, it is suggested that this model be
implemented at the level of management of
gymnastics clubs in the country. Also, considering
the competitiveness of the business environment in
the country's sports and the need to create a blue
ocean for managers of sports clubs, including
gymnastics, it is suggested that they pay special
attention to the third group of their non-customers.
It is suggested that the management of sports clubs
should pay attention to examining and creating the
club's value curve every year and also drawing a
strategy canvas for their club. Considering the
nature of the marketing of the blue ocean strategy,
it is suggested that managers of sports complexes
use the obtained model in order to earn more and
create an unrivaled space for their club. Also,
managers of women's clubs can manage the
competitive space existing among women's clubs
and create a blue ocean by implementing this model.

Research suggestions:

It is suggested that researchers in future
research design the model presented in this study for
other sports clubs, including athletics clubs. It is
suggested that a strategy be developed to move
towards the blue ocean based on the presented
model.

The article has no financial sponsor or research
funding, nor is it derived from a research project.
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