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BLUE OCEAN STRATEGY AUTHORS
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the University of Michigan Business School, USA. He has served as a board member as well as an advisor for a number of 
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Kim is a fellow of the World Economic Forum. His Harvard Business Review articles, co-authored with Renée Mauborgne, 
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selected as among the best classic articles ever published in Harvard Business Review. They have co-authored articles in The 

Wall Street Journal, The Wall Street Journal Europe, The New York Times, The Financial Times, The Asian Wall Street 

Journal, and numerous journals. 

Kim has published numerous articles on strategy and managing the multinational which can be found in: Academy of 

Management Journal, Management Science, Organization Science, Strategic Management Journal, Administrative Science 

Quarterly, Journal of International Business Studies, Harvard Business Review, Sloan Management Review, and others. He is 

the co-author of Blue Ocean Strategy:How to Create Uncontested Market Space and Make the Competition Irrelevant 

(Harvard Business School Press, 2005). 

Kim is a winner of the Eldridge Haynes Prize, awarded by the Academy of International Business and the Eldridge Haynes 
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BLUE OCEAN STRATEGY AUTHORS
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BLUE OCEAN STRATEGY KEY POINTS 

BOS is the result of a decade-long study of 150 strategic moves spanning more than 30 

industries over 100 years (1880-2000). 

BOS is the simultaneous pursuit of differentiation and low cost. 

The aim of BOS is not to out-perform the competition in the existing industry, but to create 

new market space or a blue ocean, thereby making the competition irrelevant. 

BOS offers a set of methodologies and tools to create new market space. 

While innovation has been seen as a random/experimental process where entrepreneurs 

and spin-offs are the primary drivers ςas argued by Schumpeter and his followers ςBOS 

offers systematic and reproducible methodologies and processes in pursuit of innovation 

by both new and existing firms. 

BOS frameworks and tools include: strategy canvas, value curve, four actions framework, 

six paths, buyer experience cycle, buyer utility map, and blue ocean idea index. 

These frameworks and tools are designed to be visual in order to not only effectively build 

the collective wisdom of the company but also to effectively execute a strategy through 

easy communication. 

BOS covers both strategy formulation and strategy execution. 

The three key conceptual building blocks of BOS are: value innovation, tipping point 

leadership, and fair process.

© Kim & Mauborgne, 2007



RED OCEAN VS BLUE OCEAN STRATEGY



BLUE OCEAN STRATEGY METHODOLOGIES & TOOLS



BLUE OCEAN STRATEGY SIMULATION 

OVERVIEW



WHAT IS BLUE OCEAN STRATEGY SIMULATION ?

A computerized strategy game illustrating 
Blue Ocean Strategy concepts, 
methodologies & analytical tools

Participants work in team to manage a 
fictitious company for several years in the 
Game Console industry

They are offered ways to swim out of the 
red ocean filled with sharks

The BOS theory, tools and frameworks 
allows them to break away from the 
competition and create a blue ocean of 
new market space for their company



BOSS INCLUDES A MAXIMUM OF 4 DECISION ROUNDS

Each Round brings new challenges to the students 

wƻǳƴŘ άwŜŘέΥ ƳŀƴŀƎŜƳŜƴǘ ƻŦ ǘƘŜƛǊ ŜȄƛǎǘƛƴƎ άwŜŘ hŎŜŀƴέ ǇǊƻŘǳŎǘ

wƻǳƴŘ ά.ƭǳŜ мέ Υ ŎǊŜŀǘƛƻƴ ƻŦ ŀ ƘƛƎƘ ǾŀƭǳŜ ŀƴŘ ƭƻǿ Ŏƻǎǘ ά.ƭǳŜ hŎŜŀƴέ ǇǊƻŘǳŎǘ 
offering comprising competing factors beyond those upon which the industry 
competes

wƻǳƴŘ ά.ƭǳŜ нέ Υ ǊŜŦƛƴƛƴƎ ǘƘŜƛǊ ƻŦŦŜǊƛƴƎ ŀƴŘ ŦǳǊǘƘŜǊ ǳƴƭƻŎƪƛƴƎ ŘŜƳŀƴŘ ǘƘǊƻǳƎƘ 
the right Strategic Price

wƻǳƴŘ ά.ƭǳŜ оέ Υ  ŜȄǘŜƴŘƛƴƎ ǘƘŜƛǊ .ƭǳŜ hŎŜŀƴ ǳǎƛƴƎ {ŜǊǾƛŎŜ ŀƴŘ 5ŜƭƛǾŜǊȅ 
platforms and dealing with the presence of low-priced new competitors

2008 2009 2010 2011 2012 2013 2014 2015

Round 
Red

3 runs of one period each

Round 
Blue 1
1 run

Round
Blue 2
2 runs

2016

Round
Blue 3
3 runs



BOSS ROUND RED
BEATING COMPETITION IN

THE EXISTING MARKET

2008 2009 2010 2011 2012 2013 2014 2015

Round 
Red

3 runs of one period each

Round 
Blue 1
1 run

Round
Blue 2
2 runs

2016

Round
Blue 3
3 runs



ROUND RED FOCUSES ON THE EXISTING MARKET

The team objective is to compete in the Red Ocean and outperform their 
competitors

Students familiarize with the market and industry; with their organization and 
its history; with their customers & competitors

They have access to lots of data in their Annual Report and Market Studies:

ωCompany and Brand P&L; Company and Brand Key Performance Indicators; Sales and 
Market Shares; Customer Preferences; Benchmarking Information; Market Forecast; 
ŜǘŎΧ

Then they form a strategy and execute it through multiple decisions:

ωInnovation and R&D; Corporate projects; Production; Segmentation Strategy; 
Marketing; Geographical Expansion and Distribution Coverage; Finance



ROUND RED ςKEY LEARNING POINTS

As competition is limited to existing market, the key objective is to increase 
market share and gain economies of scale

The key success factors in Round Red are:

ωIdentify & target most attractive consumer groups. 

ωData-driven analysis based on traditional market research

ωContinuously optimize products (Raise/Reduce) for fast changing customer needs. 

ωInvest massively in marketing to build awareness and interest. 

ωCompete on price

Company results are poor

ωOnly moderate increase in market 
share as competition is tough

ωPrice pressure

ωLow market growth

ωStrong decrease in profits due to R&D, 
decreasing price, increased marketing



BOSS ROUND BLUE-1
CREATING A BLUE OCEAN

2008 2009 2010 2011 2012 2013 2014 2015

Round 
Red

3 runs of one period each

Round 
Blue 1
1 run

Round
Blue 2
2 runs

2016

Round
Blue 3
3 runs



ROUND BLUE-1 FOCUSES ON THE CREATION OF A HIGH 
±![¦9κ[h² /h{¢ ά.[¦9 h/9!bέ twh5¦/¢ hCC9wLbD

ÅStudents must draw the current industry Value 
Curves, discuss the shape of all Curves and draw a 
conclusion about the industryôs overall Value Curve

Visual 
Awakening

ÅStudents must read and debate the outcome of the 
Visual Exploration conducted by the Executive 
Team

Visual 
Exploration

ÅStudents must decide which Competing Factors 
must be Eliminated, Reduced, Raised or Created

Four-Action 
Framework and 

ERRC Grid

ÅStudents must create a Blue Ocean product, 
deciding what level to offer for each of the existing 
or created Competing Factors.

To-Be 
Strategy Canvas



BOSS SAMPLE CHART ςVISUAL AWAKENING
DRAWING THE AS-IS STRATEGY CANVAS



BOSS SAMPLE CHART ςVISUAL AWAKENING 
AUTOMATED FEEDBACK ON AS-IS CURVES



BOSS SAMPLE CHART ςVISUAL EXPLORATION
TRANSCRIPT OF NONCUSTOMER INTERVIEWS

These parents were dead against the way 

video games can absorb their kidsô óchildhood 

hoursô.They said that when their children 

were supposed to be researching school 

materialéThey were certainly not going to 

exacerbate the problem by buying a video 

gaming console. They felt that they had lost 

control over what their children were doingé



BOSS SAMPLE CHART
THE ELIMINATE-REDUCE-RAISE-CREATE GRID



BOSS SAMPLE CHART
TO-BE STRATEGY CANVAS



ROUND BLUE-1 KEY LEARNING POINTS

The Six Paths reveals ways to reconstruct boundaries and open up avenues to 
noncustomers which, if followed, allow an organization to create and capture 
new demand.

Searching for commonalities across noncustomer types allows organizations to 
see how to collapse Strategy Canvases and capture a far greater share of 
noncustomers than would creating a strategic offering for a single large type of 
noncustomers.

By reconstructing market boundaries and focusing on the 4 Action Framework 
of Eliminating, Reducing, Raising and Creating, organizations are able to 
achieve differentiation andlow cost ςthese are no longer tradeoffs.



BOSS ROUND BLUE-2
REFINING THE BLUE OCEAN AND 

SETTING THE STRATEGIC PRICE

2008 2009 2010 2011 2012 2013 2014 2015

Round 
Red

3 runs of one period each

Round 
Blue 1
1 run

Round
Blue 2
2 runs

2016

Round
Blue 3
3 runs



STUDENTS ARE COACHED BY THEIR PROFESSOR AND 
BOSS PROVIDES THEM WITH AUTOMATED FEEDBACK

Your Blue Ocean offering includes the competing 

factor ñMultimedia Add-ons".

Although this factor has appealed to some 

noncustomers, it provides low additional value to 

the vast majority of noncustomers. 

As a result, you lost some margin without creating 

additional sales.



ROUND BLUE-2 KEY LEARNING POINTS

All learning points of Round Blue-1 still apply, plus :

In reality, organizations may not get the Strategy Canvas right the first time, 
ŘǳŜ ǘƻ ǘƘŜ ǘǊŀŘƛǘƛƻƴŀƭ ǇǊŀŎǘƛŎŜ ƻŦ Ƴƻǎǘ ŎƻƳǇŀƴƛŜǎ ƻŦ ΨwŀƛǎƛƴƎΩ ŀƴŘ ΨwŜŘǳŎƛƴƎΩ 
their offering level along the traditional factors of competition.

The importance of Strategic pricing and the price corridor of the mass is 
highlighted. It is crucial to set the right strategic price at the first moment of 
market entry to capture the mass of buyers.

There are many cases where the failure to price strategically has led to 
demand remaining locked, and a lack of pressure on new entrants and 
competitors ςegthe first mobile phones, the X-box. 

Organizations will traditionally price too high when they have an innovation 
of any sort believing that their innovation has created a differentiation desired 
in the market


