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Course Purpose 
 

What does it take for a company to stand apart and create strong profitable growth? Is 

there a systematic approach to breaking out of the red ocean of bloody competition and 

achieving high performance? Competitive strategy asks firms to analyze existing industry 

conditions and best position themselves against the competition by pursuing either 

differentiation or cost leadership. Here strategy is seen as making a tradeoff between 

value and cost. Whereas this approach provides firms with the methods and tools for 

competing in existing market space, it leaves unaddressed the critical challenge of how to 

redefine industry boundaries and create new market space which becomes increasingly 

imperative given the business realities today. Blue ocean strategy (BOS) fills this important 

void in the strategy field by offering a systematic approach to reconstructing industry 

boundaries and creating uncontested market space. By guiding companies to pursue both 

differentiation and low cost, blue-ocean strategy seeks to break the value-cost trade-off, 

thereby helping companies create new demand and achieve strong profitable growth.  

 

This course introduces the key concepts, frameworks and tools of blue ocean strategy and 

lays out the fundamental methodology and process for creating and capturing blue oceans 

of new market space. Using cases and computer simulation, this course provides 
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participants with a comprehensive understanding of the core concepts of blue ocean 

strategy and gives participants an opportunity to explore, study, and try the logic and 

methods that are common to blue ocean strategic moves in real business settings. 

 

Course Methodology:  
 

This course is organized around the key conceptual blocks of blue ocean strategy. We 

organize fourteen sessions to include both case discussion (to introduce frameworks and 

tools) and computer simulation (to apply frameworks and tools).  

 

In sessions on case discussion, we employ high-impact teaching materials to ensure solid 

conceptual learning and a rewarding classroom experience. In sessions on simulation, we 

have the opportunity to apply BOS concepts, tools and methodology by playing the 

challenging role of an executive of a fictitious company in the intensely competitive 

consumer electronics industry.  Teams receive simulated results in real-time on their 

strategic choices and system-generated feedback specific to how their performance can 

be improved for the next period. 

 

Notes: 

 

1: Students who successfully fulfil the series of BOS elective courses (i.e., Blue Ocean 

Strategy (BOS) in P4, and Blue Ocean Strategy Study Group (BOSSG) in P5) will receive 

a Blue Ocean Strategy Certificate issued by INSEAD Blue Ocean Strategy Institute. 

 

2: It is an intensive course with simulation. We cannot admit auditors to this course. 

 

 

 

 

 

 



 

Course Overview 

 
Session Subject Case preparation Readings 

1& 2 Red Ocean Strategy 
vs. Blue Ocean 
Strategy 

Andre Rieu Kim, W Chan and Renée Mauborgne, 
2009, “How Strategy Shapes 
Structure,” Harvard Business Review, 
September, pp 73-80.  
 
Blue Ocean Strategy Chapter 1 & 2, 
“Creating Blue Oceans” and “Analytical 
Tools and Frameworks” 

3 & 4 Visual Exploration 
andSix Paths to 
Create Blue Oceans 

Rehability 

 

Blue Ocean Strategy Chap 3, 
“Reconstruct Market Boundaries” 

5 & 6 BOS in B2B and 
Sustainability of BOS 

Salesforce.com 

“Creating a Blue Ocean 
in the B2B Space” 

 

7 to 12  Simulation 

 

1: Participant’s handbook 
2: Introduction to Blue 1 
3: Visual exploration – Blue 1 

13 & 14 Blue Ocean Strategy 
Execution 

Napoleon Bonaparte 

 

Blue Ocean Strategy Chapter 8 & 9: 
“Build Execution into Strategy” and 
“Align Value, Profit and People 
Propositions” 

 

Course Sessions 
Sessions 1 and 2: Red Ocean Strategy vs. Blue Ocean Strategy 
 
How is blue ocean strategy (BOS) different from red ocean strategy (ROS)? What are the 

key principles of the blue ocean strategic approach? This session contrasts the BOS 

approach with the ROS approach. Students will gain an appreciation for the fundamental 

differences between red ocean strategy and blue ocean strategy and the key concepts of 

blue ocean strategy, particularly the notions of value innovation, reconstructing market 

boundaries, and three-ties of noncustomers.  

 
 
 
 



 

Sessions 3 and 4: Visual Exploration and Six Paths to Create Blue Oceans 

 
This session explores the practice aspects of the Blue Ocean Journey. We introduce the 

Buyer Experience Cycle and the Buyer Utility Map. Students will be familiarized with 

typical field condition and will have the opportunity to explore a live example from the Hotel 

Industry that will allow to grasp the details of the exploration phase.  

 

Then, we introduce another key framework for creating blue oceans – the six paths 

framework, which lays out the systematic paths to reconstructing market boundaries. The 

session seeks to both equip participants with the practical methodology for reconstructing 

market boundaries and reinforce their understanding about blue ocean strategy as a 

systematic and risk-minimizing approach vis-à-vis the random and risk-taking approach 

often applied to innovation. 

 

Sessions 5 and 6: Sustainability of Blue Ocean Strategy 
 
How sustainable is a Blue Ocean Strategy? How do firms respond to red-ocean 

immitation? This session discusses how the company created and renewed its blue ocean 

at the business level by making blue ocean strategic moves successively on the three 

platforms of its business offering – product, service and delivery. 

 

Sessions 7 to 12: Simulation  
 

Simulation decisions are submitted as group work. You are responsible for forming a team. 

Detailed instruction will be provided later. 

 

During the simulation, you will apply Blue Ocean Strategy concepts, tools and 

methodology such as the Strategy Canvas, Six Paths Framework, and the Eliminate-

Reduce-Raise-Create Grid, to reconstruct market boundaries, unlock new demand, 

determine the right strategic price, and to extend their blue ocean strategy amidst new low-



 

priced imitators by using the service and delivery platforms to create new uncontested 

market space. 

 

The simulation tests your team’s ability to both formulate and execute a blue ocean 

strategy. First, you must discuss and debate with your team members, and interpret 

correctly the noncustomer’s feedback obtained through interviews by executive members 

of the fictitious company during the visual exploration exercise. Then, guided by these new 

noncustomer insights, you are to reconstruct your existing offering on either the product, or 

the service and/or delivery platforms to create a new blue ocean offering. The success of 

your new strategy execution will depend also on your ability to build the appropriate 

organizational capabilities through corporate projects. Each team’s performance is 

expressed through the “Share Price Index”, a system-generated value that takes into 

account multiple performance indicators such as company revenues, EBIT, ability to grow 

new demand, etc. across both the existing and new products in the fictitious company’s 

portfolio. 

 

Sessions 13 and 14: Blue Ocean Strategy Implementation 
 
This session presents the key principle of BOS execution – people proposition and fair 

process. A strong people proposition should be in place and aligned with a compelling 

value proposition and a viable profit proposition to ensure the smooth and successful 

execution of a blue ocean strategy. In addition, the presence or absence of fair process 

can make or break a company’s best execution efforts. 

 

Required Readings/Textbook:  
 

Kim, W Chan and Renée Mauborgne, 2015, Blue Ocean Strategy: How to Create New 

Market Space and Make the Competition Irrelevant, Boston: Harvard Business School 

Press.  

 

Paper case materials and other complementary readings will be included in the course 

website.  



 

Evaluation 

 
Your final grade will be determinated in the following way:  

 

  

Attendance 

Participation 

Performance during simulation 

 

60 % 

Final group Work 40 % 

 100 % 

 
 

Student Support:  
 

The instructors will be available to meet with students during office hours or by 

appointment to answer their questions, further discuss course content or listen to their 

feedback about how their learning is proceeding and how the instructors can help in this 

process. 

 

Classroom Norms and Course Policies 

 

In order to share and acquire knowledge and master skills together, please be prepared 

for classand arrive on time. In accordance with school policy if you arrive after class has 

started, please do not enter the classroom. 

 

Please note that if you are absent for more than three sessions of a full credit course (or 

more than one session of a half credit course), you will automatically receive a failing 

grade. You cannot graduate with a failing record. 

 

The general policies outlined in the MBA Code of Conduct (Academic norms) apply. 

  



 

Faculty Bio 
 

Guoli Chen is Associate Professor of Strategy at INSEAD. Guoli received his Ph.D. in strategic 
management from the Pennsylvania State University.  He teaches Blue Ocean Strategy and 
Value Innovation, Corporate Governance and Incentive Design for MBAs, Master of Finance, 
Executives and PhD participants. He has also been invited as a keynote speaker in various 
events.   
 
Guoli’s research focuses on the role of executives and boards of directors in innovation, firm 
growth and organizational renewal.  He has published extensively on the world’s leading 
academic journals, such as the Academy of Management Journal, Administrative Science 
Quarterly, Organization Science, Strategic Management Journal, Journal of Business 
Venturing, Leadership Quarterly, and Strategic Organization. His papers have received many 
awards at the Academy of Management Conference and Strategic Management Society 
Conference (SMS). He is the program chair of the Corporate Strategy interest group of 
Strategic Management Society and serves on the editorial board of Academy of 
Management Journal.  He won the SMS Emerging Scholar Award (2016), one of the most 
prestigious awards granted to scholars by SMS.  
 
Before he commenced his academic life, Guoli worked as an investment banker at Daiwa 
Securities SMBC, where he provided financial consulting in the areas of initial public offerings 
and capital restructuring. 
 
Jens Meyer is Managing Director of CEDEP, an Executive Development Club located in 
Fontainebleau. Jens graduated with an MBA in Innovation, Strategy and Information 
Technology in 1992 from the French Business School Theseus at Sophia Antipolis. From there 
he went to INSEAD, where he co-founded the Centre for Advanced Learning Technologies 
(CALT) and later collaborated in other initiatives such as RICE (Centre for Research in 
Software Excellence), and ISIC (INSEAD’s Social Innovation Centre). Jens has long been 
Adjunct Professor at INSEAD, where he directed the Advanced Management Programme 
(AMP).  
 
He has a well-established relationship with the Fachhochschule Worms (Technical University 
of Worms) and he cofounded Strategy Regeneration Ltd. – a company focusing on the 
exploitation of Value Innovation and Blue Ocean Strategy frameworks. 
 
His teaching and consultancy focuses on innovation and change.  He has developed and 
taught courses on a variety of subjects including: Blue Ocean Strategy & Value Innovation, 
Fair Process & Change Management, Cyber-Entrepreneurship (Entrepreneurial Innovation in 
the context of Business Start-ups), Business Intelligence. Has lectured and presented in 
executive programmes and gatherings throughout Europe and the US for more than 50 groups 
and clients over the last 10 years.



 
 


