6











Blue Ocean Strategy
Name
Institution
Date



Blue Ocean Strategy
When business slows down owing to competition in various products and markets, it is normal practice to send management and employees’ home. Blue ocean strategy has been proposed as a solution to this problem. Blue ocean strategy is a business strategy that pushes companies to think beyond rivalry by developing new uncontested marketspace, that renders existing competition obsolete. The core of blue ocean strategy is value innovation. Value innovation entails generating a significant increase in worth for both customers and your organization, thus creating current and untapped market area. Therefore, the firm's management makes decisions and takes actions on basic strategic approaches and methods for developing blue ocean strategies to expand the firm's market.
To differentiate itself from competitors, a company must redraw the market boundaries, which is the first and most important premise in developing a blue ocean strategy. The concept of redefining market borders to separate your business from the rivalry and design blue oceans marks a risk that many businesses face. The problem is to victoriously find blue ocean prospects that are financially enticing. Managers cannot afford to base the business’s strategy on instinct or unplanned drawing; thus, this issue is critical.
 There are basic approaches, also known as paths framework to reconstructing market boundaries. These paths challenge the organization's traditional approach to strategy formation, which is to operate inside its confines rather than breaking out of them. This assists them in moving away from red oceans and toward blue oceans. Companies must push outside the conventional constraints that determine how they compete to get away from red oceans (Kim, 2005). Instead of searching within these borders, strategists must look across the basic approaches in order to design blue oceans. Substitute industries, tactical groups, consumer groups, harmonizing product and service offerings, and even duration must all be considered as basic approach by the organization.
There are two ways to develop blue ocean strategy. According to Kim, one way is to create a completely new marketspace. When you create a whole new market, you are the first to market, and the world is your oyster. This can be advantageous to a company. A company's ability to think outside the box should not be regarded as a liability. The advantages of being able to develop a whole new market are enormous. Your company would be the first to enter the market, giving it a significant competitive advantage for many years to come. Customers will come to trust you since you are the "industry's first." For example, Cirque du Soleil, a Canadian circus, revolutionized the world's perception of circuses in the 1980s, precisely at a time when the circus sector was in fast decline (Kim, 2005). Cirque du Soleil created a circus without animals or star performers, combining imaginative sets and costumes with drama, music, and acrobatics to create a thrilling experience for both young and old.
 When it comes to creating a new market, the company isn't concerned with competing with established companies. Your business plan, on the other hand, is centered on conquering the entire market from the start. Another example of a brand that can be used to explain this is methodology better is Netflix. Even though the service it provides has altered from the original premise, the company, which started out as a service to rent DVDs for a monthly subscription, has been able to maintain its dominant position. You can dominate the market for a long time if you can create market entrance barriers for possible competitors while responding to a clear customer need with your product or service. It's difficult to imagine Netflix losing its position to a competitor unless the competition is competing in an entirely different market. The competing company should entirely create a new marketspace.
The second methodology to create blue ocean strategy is by pushing the boundaries of an existing market. This methodology focuses on improving the product or service through quality or functional enhancements, or by focusing on the product's cost. In other words, you're depending on pre-existing market and industry conventional wisdom. When you're launching a new market, on the other hand, you're entirely focused on developing a product or service that offers actual value to customers. You're not trying to develop a business idea inside pre-existing constraints; instead, you're aiming for true value innovation.
 Consumers can be attracted to and excited by new ways of doing things if they are innovative. Take Home Depot in North America as an example. Simply by going outside of the standard hardware store paradigm, the company was able to develop a new market for DIY enthusiasts. With its inventive, new features and affordable prices, Home Depot drew in a completely new clientele. As a result, Home Depot is a wonderful example of using a methodology to push the boundaries of an existing industry to establish a blue ocean approach.
Managers make judgments and conduct actions in order to develop a blue ocean strategy for a large market-creating company offering. Managers coordinate their company's planning activities to give attention to the broad picture and use the proposals to create a blue ocean strategy on the company's strategy canvas. First, before addressing conflicts of opinion concerning the current condition of play, managers start talking about the plan. It has been shown that directors are frequently resistant to adopt the necessity for change. Second, managers go out into the field to meet with customers, non-customers, users, influencers, and end users of their goods in order to get information about their goals. From the field, great strategic insights will emerge, challenging the competition's bounds. 
Third, in a visual strategy fair, managers present their strategy canvases. Attendees would provide a score to each strategy. The managers will be able to create a future strategy that is unique after attending the strategy expo. Finally, Managers convey the strategy in a way that any employee can understand. The aim is to ensure that lower-level management understands the plan and that the strategy is used as a guiding element for all organizational decisions. Therefore, in a huge market-creating product, the managers' collective activities and decisions are critical.
In conclusion, Substitute industries, tactical groups, consumer groups, harmonizing product and service offerings, and even duration must all be considered as basic approach for the organization’s blue ocean strategy. Next, companies should use the methodology that is favorable for creating blue oceans strategies for their products. Finally, managers should make decisions and take actions on the blue ocean strategies for success of the firm. 
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