Session 8




d gj ~
nagnsuIniaih

, 09/ & Y [}
» “luihaih euasagnas wiuunui
supanedny U lemawinuieg lumsay la

% 2 & Ao < 79
W\?W\??Jﬂ7?5!!ﬂ$5?ﬂ!5?

BLUE » How to Create Uncontested Market
OCEAN Space and Make the Competition

STRATEGY Irrelevant

» weoulag W. Chan Kim and Renée
Mauborgne 210411188 INSEAD

W Cham 0w = Mandst Musborans » Wuw Iag Harvard Business School
Press

» Sunnun February 3, 2005




D

DN
a9yl

o]
sYe)
—

.

ve]

o
—0

o)
?-
F—
D)
ee

e
o]

Lo
=
o
)

* ANUUANAT

— liidesfilafenagns lum st uNyUe1BUL Il |
— vaneanuaamunlndides BOS uadsliamsaiauiniesiielums |

9951

— wisdo Blue Ocean Strategy iivausniosiolums
AnszruazuuImalumssimuanagniaie




D
:ﬂq

SD.

°-

Lo
)
o

—)
rel
o
-

e
@)
Lo

Competitive strategy

— 1333

— 1 H95 U

Com
Com
Com

10

netitive advantage
netitive Intelligence

netitive benchmarking



D

o 1T @ o UI I 1 A
AR eIaN a1l s YO YY1 1alt aatatarN alaAaAaNuUIAIANYN
J l(c{ TDSVNUILT IJLLUN U HIl% Bqu I bbIL61UYI

gadmnssuiiegluileniu - Known market space
ti'd Lﬂ' %
gAENAITUNNVOLIVAN ALY
Y d' 1 1 W Lﬂ' Jn Y 1 1 d?j
UTHNWOINNILID UL AUUITY - W T IdauuLnaIagIuy
A Y d?} a Yo Y
— LIMITUUIVYUTULIIVU - T@ﬂ']ﬁiuﬂ'ﬁmﬂjﬁllﬂghlﬂﬂ']llﬁaﬂuﬁ]ﬂa\‘l

— Fuimusms naneslu Commodltles
— mawmimumwmumwu Luummmwumﬂimwmﬂw
— ameilunziadidon (Bloody Ocean)

Red Ocean duasinuwiuiildlumsudedumagsne

— Ninel¥iAamaau Inoenedaey
(Sustainable High Performance)




Q

d 1 o 1r| [ | 1T o
aAaecianaartNatatNXaM lararaaasrraraara
||[>l(c{ 121 ZHIINA NN J\ql\llllJ!;bU\lU

1 A

Wugaaivnssun lilatiedluilvgiunas lidniieg

Humsadrliinagdass (Demand Creation)

Wlemadmsumsey Iavea lsuinue

Qv

msuvatu I lFsszaudda

— agmsuiugs liimsdmuandanu

— Bildguiailunsesiieluns Benchmarking




Id =| J
tal= ctar1an e ana~an 9 2 Q
sPJOUYVIOUILIG VID VINGE]I UN
P A @ J A
nagninNzianen nagnsuhaih

patunu luaaiailagiiv
1B UZNITUYIVY

1 A o’d'd 1
1g9%91 aaAnig luaaia

Make the value/cost trade
off

Align the whole
system/activities with
either differentiation OR
low cost
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Break the value/cost trade
off

Align the whole
system/activities in pursuit
of differentiation AND low
cost
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Launches within Launches within
red oceans blue oceans
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Strategy Canvas of Body shop
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FIGURE 2-6 Kim&Mauborgne,2005
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The Strategy Canvas of Your Business
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The Strategy Canvas of Your Industry
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Eliminate

Which of the factors that

the industry takes for

granted should be
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reduced well below the

industry’s standard?

Raise

Which factors should be

raised well above the

industry’s standard?
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cAmbience wvas
Starbuck

Micro Branch
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Create

Which factors should

be created that the

industry has never

offered?
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Value Innovation
Drop Cost Structure

Eliminate

Which of the factors

Reduce
Which factors should

That the industry takes Be reduced well below

For granted should be The industry’s

Eliminated? Standard ?

1
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Lift Buyer value and create New Demand

Raise
Which factors should

Create

Which factors should be
Be raised well above

. Created that the industry
The industry’s

Standard?

Has never offered?
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Eliminate-Reduce-Raise-Create

Eliminate*
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The Strategy Canvas of U.S. Wine Industry
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Casella Wines, Australia
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How to make a fun and nontraditional wine that’s easy to drink to
everyone?

Demand side for beer, spirits, and RTD cocktails

Wine = Turnoff, intimidating, too complex

[yellow tail] = social drink accessible to everyone [ 4

: beer drinkers, cocktail drinkers

Fastest growing brand in the history to U.S.
and Australia wine industries

#1 imported wine in to U.S.

#1 red wine sold in U.S.




Eliminate — Reduce — Raise - Create

Grid : The case of |yellow tail]

Eliminate
- Enological terminology and Raise
Distinctions - Price versus budget wines
- Aging qualities - Retail store involvement
- Above-the-line marketing

Create
Reduce
- Easy drinking

Wine complexity
- Ease of selection

Wine range
- Fun and adventure

Vineyard prestige




The Strategy Canvas of U.S. Wine Industry
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Eliminate — Reduce — Raise - Create

Eliminate Raise
Create
Reduce




The New Strategy Canvas
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Test of Good Strategy

* Focus
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* Divergence

—  No Me-too Strategy

—  Value Curve UANAINDINYUAUAAUTA or Red Ocean

 Compelling Tagline
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