Response to Discussion 2
I read your post and I liked it. The way you explained the factors that can help a company or organization to swim in the blue ocean. I would, however, like to add that it is important to understand the blue ocean is a strategy, a market space creation that can be reconstructed and be created and recreated to unlock financial gains for a business engaging in innovative activities seeking to make competition irrelevant. Therefore, apart from the three factors that you have suggested, I want to add that there are other pathways to finding a blue ocean. The first one involves looking across alternative industries. This provides opportunities that can offer better profits for the business if the business can be changed to the alternative industry identified to have a potential to unlock financial profits.
[bookmark: _GoBack]The second pathway is looking across strategic groups within the industry. This can be done by keenly observing and analyzing the preferences of the customer within the industry. The buyers or customers could prefer either prices or performance (Kim & Mauborgne, 2014). This helps an organization to make appropriate decisions to ensure market space creation. 
The third pathway is to concentrate on buyers, even though each buyer is important, some buyers are more important than the others and they have the potential of affecting the profit margins. Analyzing the needs of such buyers helps an organization to understand the industry better and come up with strategies that can help it to swim from the red ocean to a blue ocean.
The fourth pathway is connecting the products of your company to supplementary services which can come wither after or before using the product. This can help to expand the market space for the company products (Kim & Mauborgne, 2014).
The fifth pathway to the blue ocean is focusing on either a functional or an emotional orientation. Most customers make their purchasing decisions based on the functional or the emotional factor which needs to be recognized by your company.
Last but not least, looking across time to understand that preferences of customer change as time goes by and this might help to come up with products that meet the current demands of the customers instead of dealing with obsolete products (Kim & Mauborgne, 2014).
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