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Chapter 10

Blue Ocean Strategy
Blue Ocean Strategy was put into writing in 2005 by Professor W. Chan Kim 
(1952) and Renee Mauborgne (1963) (Kim and Mauborgne, 2005). The book 
by the same name is based on a study of 150 strategic moves, spanning over 
100 years in many different companies.

The theory introduces the concept of the red ocean, which is the marketplace 
where competitors struggle for market share and therefore weaken each other. 
The blue ocean is the market that a company has created, where it is undisputed 
and therefore does not meet competition.

For businesses, it’s about coming from the red ocean into the blue ocean. The 
two strategy approaches are summarised in the figure below:

RED OCEAN STRATEGY BLUE OCEAN STRATEGY

Compete in an existing market. Create an undisputed market.

Beat the competition. Make competition irrelevant.

Take advantage of existing demand. Create and maintain new demand.

To compete either at low cost or  
differentiation.

As there is no competition, both low cost and 
differentiation are objectives.

As the following figure shows, it is a core point in BOS (blue ocean strategy) 
to push costs down, while at the same time, the value of the product for the 
customer is pushed up.

FIGURE 10.44 Blue 
Ocean Strategy.

FIGURE 10.45 The prin-
ciple of Blue Ocean 
Strategy.

Costs

Value  
Innovation

Value to the customer

Organization and people_tryk.indd   506 13-03-2020   10:23:08

FIGURE 10.45
The principle of Blue Ocean Strategy.
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