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Blue Ocean Strategy, is a concept introduced by W. Chan Kim 

and Renée Mauborgne, contrasting it with traditional market 

competition strategies referred to as Red Ocean Strategy.  

 

 

1. What is Blue Ocean Strategy? 

Definition: Blue Ocean Strategy is about creating new, 

uncontested market space—essentially "blue oceans"—where 

there are no competitors. The idea is to innovate in such a way that 

competition becomes irrelevant because you're offering something 

entirely new. 

 

Contrast with Red Ocean Strategy: 

• Red Ocean: Compete in existing markets, beat the competition, 

and exploit existing demand. 

• Blue Ocean: Create new markets, make the competition irrelevant, 

and generate new demand. 

Key Idea: Traditional strategies (Red Ocean) focus on 

outperforming rivals in current industries. However, Kim and 

Mauborgne argue that this is not sustainable for long-term high 

performance. Instead, creating new spaces where there is no 

competition (Blue Oceans) is where real growth and profits 

happen. 

 

 

2. Competitive Advantage Critique 

The Problem with Traditional Thinking: Most businesses and 

strategists emphasize competitive advantage—being better than 

others in the same industry. But the authors argue this focus is 

limited. They highlight two more powerful strategic focuses: 

• Finding and developing blue oceans, and 
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• Exploiting and protecting these blue oceans. 

Why it matters: Blue Ocean Strategy shifts the mindset from 

fighting over market share to creating new demand. Instead of 

battling over the same pie, you're baking a new one. There's more 

potential for fast, profitable growth in these uncontested spaces. 

 

 

3. Two Ways to Create Blue Oceans 

The authors outline two main approaches to creating blue 

oceans: 

a) Launch completely new industries 

Example: eBay creating the online auction industry. 

b) Expand the boundaries of an existing industry 

By rethinking and reshaping existing market space, a company can 

discover blue oceans even within red oceans. 

 

 

4. Visual Summary (Right Side of Image) 

The visual compares Red Ocean Strategy and Blue Ocean 

Strategy side-by-side: 

Red Ocean Strategy Blue Ocean Strategy 

Compete in existing market 

space 

Create uncontested market 

space 

Beat the competition 
Make the competition 

irrelevant 

Exploit existing demand 
Create and capture new 

demand 

Make the value-cost trade-

off 

Break the trade-off between 

value and cost 
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Red Ocean Strategy Blue Ocean Strategy 

Align the system with 

differentiation or low cost 

Align the system with both 

differentiation and low cost 

This comparison shows how Blue Ocean Strategy encourages 

companies to break free from conventional thinking and seek 

innovation that redefines industries. 

 

 

In Summary 

Blue Ocean Strategy is a powerful approach that encourages 

businesses to stop fighting over crowded markets (red oceans) and 

start creating fresh market opportunities (blue oceans) through 

innovation. It's not just about being better—it's about being 

different in a meaningful, market-creating way. 

 

 

Here's a text-based layout of an infographic for Blue Ocean vs 

Red Ocean Strategy. You can copy this to a design tool like Canva, 

PowerPoint, or Adobe Illustrator to visualize it easily. 

 

 

       Infographic Title: Blue Ocean Strategy vs Red Ocean 

Strategy 

 

 

        What is Blue Ocean Strategy? 

Creating new, uncontested market space where competition is 

irrelevant by innovating beyond existing industry boundaries. 
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  Red Ocean Strategy vs   Blue Ocean Strategy 

 

Red Ocean 
Blue Ocean 

Compete in existing market 

space 

Create new, uncontested 

market space 

Beat the competition 
Make the competition 

irrelevant 

Exploit existing demand 
Create & capture new 

demand 

Accept the value-cost trade-off 
Break the value-cost trade-

off 

Align strategy with low cost or 

differentiation 
Align strategy with both 

 

 

    Red Ocean: Limits of Traditional Strategy 

• Market is saturated 

• Price wars 

• Slow growth 

• Focus on being better than rivals 

 

 

    Blue Ocean: Path to Breakthrough Growth 

• No direct competitors 

• New customer base 

• Rapid innovation-driven growth 

• High value + low cost simultaneously 
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     How to Create Blue Oceans 

1. Launch a new industry 

Example: eBay pioneered online auctions. 

2. Redefine boundaries of an existing industry 

Example: Cirque du Soleil combined circus + theater. 

 

 

      Key Takeaway 

"Stop competing in bloody waters. Create your own blue ocean 

and make the competition irrelevant." 

— W. Chan Kim & Renée Mauborgne 

 

 

Let’s dig deeper into the Blue Ocean Strategy concept and why 

it’s such a powerful shift in business thinking. Break it down into 7 

key insights to give a richer, more complete understanding 

beyond just the comparison table. 

 

 

    1. The Core Philosophy 

Most businesses compete in “Red Oceans”—existing markets with 

well-established competitors, fighting for the same customers. The 

competition is fierce, and often the only way to win is by beating 

rivals on price or features. 

Blue Ocean Strategy flips this: 

It asks you to step out of the current battle and create an entirely 

new space, a market with no competition, because no one has 

thought to serve it yet. Here, you're not competing—you’re 

creating. 
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     2. Why Is It Called “Blue Ocean”? 

• Red Ocean = Bloody from the fight for market share. 

• Blue Ocean = Calm, vast, unexplored. A metaphor for innovation 

and opportunity. 

 

 

    3. Limitations of Red Ocean Thinking 

In red oceans, companies tend to: 

• Focus heavily on benchmarking and one-upping competitors. 

• Rely on price-cutting, which reduces profit margins. 

• Serve the same customers in the same way, over and over. 

• Reach a saturation point where growth is stagnant. 

This leads to stagnation, not innovation. 

 

 

        4. Blue Ocean Strategy Mindset 

To apply Blue Ocean thinking, a company must: 

• Look at non-customers: people who are not currently in your 

market but might be if you removed certain barriers. 

• Identify and challenge industry assumptions: Why do things have to 

be this way? 

• Focus on value innovation: offering more value at lower cost by 

eliminating unnecessary features and rethinking the business 

model. 

 

 

     5. Real-Life Examples 

• Cirque du Soleil: Not a circus, not theater—it's a blend. They 

ditched animals and big acts, added storylines and art. They 

created a new category. 

• Uber: Didn’t just compete with taxis—they redefined the personal 

transportation experience using technology. 
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• Nintendo Wii: Instead of competing with Sony and Xbox on 

graphics, it introduced motion-based gaming, attracting casual and 

non-gamers. 

 

 

    6. Strategic Tools Used in Blue Ocean Strategy 

• Strategy Canvas: Visualizes how your value proposition differs 

from competitors across various factors. 

• Four Actions Framework: 

o Eliminate what the industry takes for granted. 

o Reduce aspects below industry standards. 

o Raise factors above industry standards. 

o Create elements that never existed before. 

This helps companies reconstruct value rather than just optimize 

what's already there. 

 

 

    7. Why It Works 

Because in a blue ocean: 

• You don’t fight over customers, you attract new ones. 

• There's less pressure to undercut prices. 

• You can set the rules, not follow existing ones. 

• You create a brand new market category, often with first-mover 

advantage. 

 

 

   Summary 

Concept Red Ocean Blue Ocean 

Competition Fight to beat rivals 
Make competition 

irrelevant 

Market Space Existing, saturated New, untapped 
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Concept Red Ocean Blue Ocean 

Demand 
Exploit existing 

demand 

Create new 

demand 

Strategic 

Focus 

Cost vs. 

differentiation 

trade-off 

Value innovation: 

both at once 

Risk 
High (crowded 

space) 

Lower (fewer 

competitors) 

Growth 

Potential 
Limited Massive 

 

 

 



Rudy C Tarumingkeng:  Blue Ocean Strategy 

 

 
 

11 

 
 

 

 

 

 

 

 

 

 

 

                                

                  

                                 
                    
                        
                              
                                        
             

                   

                                 
                               
                               
                               
                                 
                          



Rudy C Tarumingkeng:  Blue Ocean Strategy 

 

 
 

12 

     Glossary – Blue Ocean Strategy Terms 

 

 

  Blue Ocean 

A new, uncontested market space where demand is created rather 

than fought over. Competition is irrelevant because the market did 

not previously exist. 

 

 

  Red Ocean 

An existing, crowded market space where companies compete to 

outperform each other. The "ocean" turns red due to the "bloody" 

competition. 

 

 

  Value Innovation 

The cornerstone of Blue Ocean Strategy. It involves creating 

greater value for customers at a lower cost by simultaneously 

pursuing differentiation and cost leadership. 

 

 

  Strategy Canvas 

A visual tool that maps the current competitive factors in an 

industry and shows how a company’s offering differs from 

competitors across those factors. 

 

 

  Four Actions Framework 

A tool used to reconstruct buyer value in crafting a new value 

curve: 

• Eliminate: Factors taken for granted that no longer add value. 

• Reduce: Elements below industry standards. 
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• Raise: Aspects that should be increased beyond the norm. 

• Create: Features never offered before. 

 

 

  Differentiation 

A business strategy focused on making a product or service stand 

out from competitors based on features, design, brand, or 

customer experience. 

 

 

  Cost Leadership 

A strategy aimed at becoming the lowest-cost producer in an 

industry while maintaining acceptable quality and value. 

 

 

  Non-Customers 

Individuals or groups who are not currently served by the existing 

market but could become customers if barriers are removed or 

new value is introduced. 

 

 

  First-Mover Advantage 

The benefit a company gains by being the first to enter an 

uncontested market space, often setting standards and building 

customer loyalty before others arrive. 
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