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PART I   Reconstruct Market Boundaries (Assignment 3)

This chapter begins Part II (in the book) on Formulating Blue Ocean Strategy.  The challenge is to successfully identify, out of the haystack of possibilities that exist, commercially compelling blue ocean opportunities.  This challenge is key because managers cannot afford to be riverboat gamblers betting their strategy on intuition or on a random drawing.  This part will examine three (of six) paths (paths 1, 2, and 3) to creating a blue ocean strategy.  Let’s begin our study.  
Introduction:  Module 1
Question 1:  
1.  The first principle of blue ocean strategy is to____________________________________.  

(2 points)
2.  What risk factor is associated with reconstructing market boundaries?  (2 points)

3.  Did Kim and Marbourgne find clear patterns for creating blue oceans?  (2 points)

4.  List the six patterns.  And give the six basic approaches to remaking market boundaries a name.  (5 points)

Answer 1:

1.

2.

3.

4.

5.

Question 2:

1.  None of these paths requires special _____________ or _______________ about the future.  All are based on looking at _____________________ from a new ____________________.  

(4 points)
2.  What is it that keeps companies “trapped competing in red oceans”?  (5 points)

3.  State the six assumptions that entrap companies in the red oceans.  (6 points)
Answer 2:

1.
2.

3.

Question 3:

To break out of red oceans, companies must break out of the accepted boundaries that define how they compete—they must see things through another paradigm or new lens.  Explain.  

(5 points)
Answer 2:

Path 1:  Look Across Alternative Industries:  Module 2
Question 1:

1.  How do companies compete, in the broadest sense of the term?  (5 points)

2. Give an example of competing “substitutes” and “alternatives”.  (5 points) 
Answers 1:

1.
2.

Question 2:

1.  Who is NetJets?  (5 points)
2.  What has attributed to NetJets success?  (5 points)

3.  a)  What did NetJets discover when they looked at the existing alternatives for business travelers?  (5 points)
     b)  Why do corporations choose to use commercial airlines for their corporate travel?  

     (5 points)

Answer 2:

1.

2.  

3.  a)

     b)

Question 3:

1.  NetJets discovered a third alternative to airline travel (other than commercial travel or owning their own jets).  Explain.  (5 points)

2.  How does first-class travel compare with private aircraft travel, according to NBAA? 

(5 points)

3.  Why do corporations purchase private jets?  (5 points)
4.  Did the NetJets approach offer substantial cost savings in total travel time?  Explain.  

     (5 points)

Answer 3:

1.

2.

3.

4.

Question 4:

So that you can become familiar with the Strategy Canvas and Value Curves, refer to Figure 3-1, The Strategy Canvas of Netjets and answer the following questions. 
1.  What factors did NetJets eliminate and reduce?  (5 points)

2.  What factors did they raise and create?  (5 points)

3.  In short, what did NetJets do to create uncontested market space and make the competition irrelevant?  (5 points)

Answer 5:

1.

2.

3.

Question 6:

1.  Who is NTT MoCoMo’s i-mode?  (5 points)

2.  What was happening in the economic environment of Japan that enabled this company to undertake the change?  (5 points)

3.  What was the blue ocean NTT DoCoMo created?  (5 points)

4.  Was this an alternative to mobile phones and the internet?  (Yes or No?)  (2 points)

5.  What did NTT raise or create?  (5 points)

6. Neither the standard cell phone nor the PC could compete with I-mode’s divergent value curve.  What was the number of I-mode subscribers in 2003, and the growth in revenues for this year?  (5 points)

Answer 6:

1.

2.

3.

4.

5.

6.

Question 7:  In brief, how did Southwest Airlines capture a blue ocean in air travel?  (5 points)

Answer 7:

Path 2:  Look Across Strategic Groups Within Industries:  Module 3
Question 1:  Define what is meant by Strategic Groups within industries?  (5 points)

Answer 1:

Question 2:

1.  Provide a background on Curves.  (5 points)
2.  Curves built on the decisive advantages of two strategic groups in the U.S. fitness industry.  What were these two strategic groups?  (5 points)

3.  What makes women trade either up or down between traditional health clubs and home exercise programs?  (5 points)

Answer 2:

1.

2.

3.

Question 3:

1.  Refer to Figure 3-2 The Strategy Canvas of Curves.  Answer the following questions.

a) What did Curves eliminate or reduce?  (5 points)

b) What did Curves raise or create?  (5 points)

c) Did Curves undertake Value Innovation?  Yes or No?  (2 points)

2.  What could the Curve’s “Tagline” be?  (2 points)
3.  How does Curves start-up investment compare with the start-up investment for traditional health clubs? What about variable costs?  Square footage?   (6 points)

4.  An established Curves franchise is selling for how much?  (5 points)

5.  How many Curves fitness centers are in existence as of 2004?  (2 points)

Answer 2:

1.   a)
      b)

      c)

2.

3.

4. 

5.

Question 3:  How did the Michigan-based Champion Enterprises look across two strategic groups in the housing industry to create a blue ocean product?  (5 points)
Answer 3:

Path 3:  Look Across the Chain of Buyers:  Module 4
Path 3 directs its attention to three primary questions.  1) What is the chain of buyers in your industry?  2) Which buyer group does your industry typically focus on?  3) If you shifted the buyer group of your industry, how could you unlock new value?  It’s all about Looking Across the Chain of Buyers—Path 3.

Question 1:  

1)  There are a chain of “buyers” who are directly or indirectly involved in the buying decision with different motivations for purchasing products.  Explain.  (5 points)

2)  Individual companies in an industry often target different customer segments—for example, large versus small or old versus young customers.  But an industry typically converges on a single buyer group.  Provide several examples to illustrate.  (5 points)

3) Path 3 says?  (2 points)

Answer 1:

1)

2)

3)

Question 2:

1)  Who is Novo Nordisk?  (5 points)

2)  The pharmaceutical industry focused on what target buyer?  What buyer value did the industry or the competition gear its attention and efforts to produce?  (5 points)

Answer 2:

1)

2)

Question 3:

1)  How did Novo Nordisk break away from the competition and create a blue ocean? Be specific.  (5 points)

2)  Explain the buyer value created in the product NovoPen launched in 1985.  (5 points)

3)  Did Novodisk dominate and build an even greater blue ocean by innovating new and improved generations of the NovoPen?  Explain.  (5 points)

4.  Novo Nordisk, a diabetes care company, reconstructed market boundaries mostly in what countries, and what market shares?  Was its target market users or influencers?  

(6 points)

5.  Did Novo Novodisk trim or reduce the cost?  Explain.  (5 points)

Answer 3:

1)  

2)

3)

4)

5)

Question 4:

1)  What industry is Bloomberg in, and who are the primary purchasers of the product?  

(5 points)

2)  How did Bloomberg, which at one time was available to Texas College students and faculty in our library, reconstruct market boundaries and create uncontested market space as a blue ocean company.  (5 points)

3)  Bloomberg “created a value curve that was radically different from anything the industry had seen before.”  Explain.  (5 points)

Answer 4:

1)

2)

3)

THE END

