
	

LANGTON	MBWADZI  

ID:UB85778HO94999	

 

 
DEGREE:	HOSPITALITY	MANAGEMENT 

	
 

COURSE	TITLE:	BLUE	OCEAN	STRATEGY	FOR	HOTELS 

 
 
 
 

ATLANTIC	INTERNATIONAL	UNIVERSITY		

HONOLULU,	HAWAII		

JUNE	2025	
	
	
	
	
	
	
	
	
	



COURSE	TITLE:	BLUE	OCEAN	STRATEGY	FOR	HOTELS	
	
Description: Blue	Ocean	Strategy	is	a	strategic	framework	that	focuses	on	
creating	uncontested	market	space	and	making	competition	irrelevant.	When	
applying	Blue	Ocean	Strategy	to	hotels,	the	key	idea	is	to	differentiate	your	hotel	
from	competitors	by	offering	unique	value	propositions	that	are	not	currently	
offered	in	the	market. 
	
Exam	Questions:			
1.	Define	the	concept	of	Blue	Ocean	Strategy	and	explain	how	it	differs	from	Red			
Ocean	Strategy	in	the	context	of	the	hotel	industry.	 
2.	Discuss	the	importance	of	value	innovation	in	creating	a	Blue	Ocean	for	hotels.	
Provide	examples	of	value	innovation	strategies	that	hotels	can	implement.		
3.	Explain	the	process	of	identifying	and	eliminating	factors	that	limit	value	
creation	in	a	hotel's	business	model	when	applying	Blue	Ocean	Strategy.		
4.	Describe	the	key	components	of	the	Four	Actions	Framework	and	how	it	can	be	
used	to	drive	strategic	innovation	in	a	hotel	setting.		
5.	Discuss	the	role	of	differentiation	and	low	cost	in	achieving	a	competitive	
advantage	through	Blue	Ocean	Strategy	for	hotels.		
6.	Explain	how	the	Six	Paths	Framework	can	help	hotels	identify	new	market	
opportunities	and	create	uncontested	market	space.		
7.	Provide	examples	of	successful	implementation	of	Blue	Ocean	Strategy	in	the	
hotel	industry	and	analyze	the	factors	that	contributed	to	their	success.		
8.	Discuss	the	challenges	and	potential	risks	that	hotels	may	face	when	
implementing	Blue	Ocean	Strategy	and	strategies	to	mitigate	them. 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	



1.	Define	the	concept	of	Blue	Ocean	Strategy	and	explain	how	it	differs	from	
Red	Ocean	Strategy	in	the	context	of	the	hotel	industry.		
Blue	Ocean	Strategy	focuses	on	generating	fresh	demand	and	markets	by	
combining	cost-effective	pricing	with	unique	offerings.	This	approach	is	most	
effective	when	a	market	has	minimal	or	no	competition	and	little	pressure	on	
pricing.	Essentially,	this	strategy	involves	carving	out	and	dominating	untapped	
market	spaces,	making	the	competition	a	non-issue.	
	
The	core	idea	behind	the	Blue	Ocean	Strategy	is	that	companies	can	reshape	their	
industry's	landscape	and	expand	market	boundaries.	In	this	scenario,	demand	is	
generated	independently,	rather	than	being	divided	among	competitors.	A	good	
example	is	a	winemaker	traditionally	catering	to	middle-aged	consumers	deciding	
to	attract	younger	crowds	with	lively,	engaging	wine	labels.	
Blue	Ocean	Strategy	presents	a	really	appealing	different	approach	compared	to	
the	usual	competitive	strategies.	It	urges	businesses	to	Open	up	a	market	space	
that	no	one	is	competing	for	thus	rendering	the	competition	inconsequential.	This	
piece	will	explore	the	idea	of	Blue	Ocean	Strategy	and	demonstrate	its	contrast	
with	the	widely	adopted	Red	Ocean	Strategy,	particularly	as	applied	to	the	hotel	
sector. 
	
Red	Ocean	Strategy:	is	like	the	usual	way	people	compete	with	each	other.	Think	
of	it	as	an	ocean	full	of	sharks,	all	fighting	over	the	same	fish.	In	the	hotel	
business,	this	means:	
	

• Competing	where	everyone	else	is:	Trying	to	get	guests	from	the	usual	
groups	like	business	travelers,	families,	or	tourists,	who	already	have	lots	of	
options.	

• Trying	to	be	better	than	the	other	guy:	Offering	lower	prices,	fancier	
rooms,	or	a	better	location	to	stay	ahead	of	other	hotels.	

• Giving	people	what	they	already	want:	Focusing	on	what	current			
customers	want,	which	usually	means	making	small	changes	instead	of	
coming	up	with	something	completely	new.	

• Deciding	between	what	to	offer	and	how	much	it	costs:	Balancing	what	
guests	get	(the	good	stuff)	with	what	it	costs	to	provide	it,	which	can	
sometimes	lead	to	a	price	war.	

	
Blue	Ocean	Strategy:	Unlike	the	cutthroat,	bloody	waters	of	the	Red	Ocean,	the	
Blue	Ocean	Strategy	is	all	about	carving	out	new	market	spaces	where	
competition	simply	doesn't	matter.	Instead	of	battling	it	out	for	a	piece	of	the	
existing	pie,	businesses	using	this	strategy	aim	to	bake	a	whole	new	pie,	focusing	



on	creating	and	capturing	demand	that	didn't	exist	before.	This	approach	involves	
a	few	key	things:	
	

• 	Create	uncontested	markets:	This	means	finding	needs	and	wants	that	
aren't	being	met,	or	completely	rethinking	what	the	customer	experience	
could	be.	

• Make	competition	irrelevant:	By	offering	something	truly	unique	and	
different	from	what's	already	out	there.	

• Create	and	capture	new	demand:	Attracting	people	who	weren't	
customers	before,	or	those	who	weren't	being	served	well	by	existing	
options.	

• Break	the	value-cost	trade-off:	Providing	more	value	at	a	lower	cost	by	
getting	rid	of	features	that	aren't	needed	and	pouring	resources	into	
innovation.	

• Getting	everyone	on	the	same	page:	Making	sure	every	part	of	the	
company	works	together	to	achieve	both	uniqueness	and	cost-
effectiveness	at	the	same	time.	

Key	Differences	Summarized:	
Feature	 Red	Ocean	Strategy	 Blue	Ocean	Strategy	

Market	Space	 Compete	in	existing	market	
space	

Create	uncontested	market	
space	

Competition	 Beat	the	competition	 Make	the	competition	
irrelevant	

Demand	 Exploit	existing	demand	 Create	and	capture	new	
demand	

Value-Cost	 Make	the	value-cost	trade-off	 Break	the	value-cost	trade-off	

Strategic	
Alignment	 Differentiation	or	Low	Cost	 Differentiation	and	Low	Cost	

Conclusion	
In	the	hotel	industry,	where	the	competition	is	getting	fierce,	using	a	Blue	Ocean	
Strategy	can	really	shake	things	up.	Instead	of	just	battling	it	out	with	everyone	
else,	hotels	can	create	brand	new	market	opportunities	and	offer	something	truly	
special.	This	way,	they	can	break	free	from	the	tough,	competitive	environment	
and	set	sail	towards	lasting	success	and	bigger	profits.	It's	about	changing	how	
you	think,	being	ready	to	try	new	things,	and	really	understanding	what	
customers	are	missing.	But	for	hotels	that	are	bold	enough	to	dive	into	the	Blue	
Ocean,	the	payoff	can	be	huge.	



2.	Discuss	the	importance	of	value	innovation	in	creating	a	Blue	Ocean	for	
hotels.	Provide	examples	of	value	innovation	strategies	that	hotels	can	
implement.	
	
Value	innovation	isn't	just	about	tacking	on	more	features	or	slashing	prices.	It's	
about	achieving	something	unique	and	keeping	costs	low	at	the	same	time,	which	
ultimately	delivers	a	significant	jump	in	value	for	both	guests	and	the	hotel.	When	
hotels	break	away	from	the	usual	way	of	competing,	they	can	bring	in	new	
customers,	justify	higher	prices,	and	set	the	pace	for	the	entire	market.	
	
The	importance	of	Value	Innovation	

• Differentiation	in	a	Crowded	Market:	Hotels	can	really	make	themselves	
shine	in	a	busy	market	by	coming	up	with	fresh,	exciting	offerings	and	
giving	guests	something	they	can't	find	anywhere	else.	This	way,	they're	
not	just	another	hotel,	but	a	destination	in	their	own	right.	

• Attracting	New	Customer	Segments:	When	hotels	put	their	minds	to	
developing	unique	value,	they	can	draw	in	guests	who	might	not	have	given	
them	a	second	look	in	the	past.	This	opens	up	a	whole	new	world	of	
potential	customers	who	are	looking	for	something	different	than	what	
other	hotels	provide.	

• Increased	Profitability:	Hotels	can	make	more	money	when	they	stop	just	
competing	on	price.	They	can	charge	more	and	see	their	profits	grow.	

• Sustainable	Competitive	Advantage:	When	hotels	find	their	"blue	ocean"	
-	a	unique	market	space	-	it's	harder	for	others	to	copy	them	right	away.	
This	gives	them	a	lasting	edge	over	the	competition	

	
Value	Innovation	Strategies	Hotels	Can	Implement:		
To	create	a	blue	ocean,	hotels	must	challenge	old	ways	of	thinking.	They	need	to	
find	new	ways	to	add	value.		

1. Offer	Something	Unique	and	Memorable:		

	
Picture	above:	One	of	the	Rooftop	Airstream	trailers	at	The	Grand	Daddy	hotel.	



At	the	Grand	Daddy	hotel	in	Cape	Town,	South	Africa,	you'll	find	a	truly	
one-of-a-kind	experience.	The	Grand	Daddy	boutique	hotel	boasts	the	
world's	only	rooftop	Airstreams,	and	each	of	the	seven	trailers	has	its	own	
distinct	decor,	together	telling	the	story	of	a	classic	South	African	road	trip.	
These	authentic	Airstream	trailers	are	beautifully	crafted,	and	their	timeless	
shape	is	instantly	recognizable.	
Key	Lesson:	"Let's	get	creative	and	dream	up	some	really	unique,	
experience-based	offerings	that	will	get	people	talking	and	bring	in	a	whole	
new	kind	of	traveler.	We	could	do	things	like	design	themed	rooms,	put	
together	thrilling	adventure	packages,	or	team	up	with	local	hotspots."	

	
2. Focus	on	the	Experience,	Not	Just	the	Accommodation:		

	CitizenM.	This	hotel	chain	changed	the	game	by	focusing	on	a	stylish	and	
functional	stay	at	a	good	price.	They	cut	out	things	like	bellhops	and	room	
service.	Instead,	they	put	their	money	into	cool	rooms,	shared	workspaces,	
and	easy-to-use	tech.	
Key	Lesson:	Figure	out	what	really	matters	to	guests	during	their	hotel	stay	
and	make	sure	those	things	are	absolutely	top-notch.	Tone	down	or	skip	
the	stuff	that	doesn't	make	a	big	difference	to	them.	
	

3. Make	Booking	Easier	and	More	User-Friendly:	
Think	of	Onefinestay,	which	was	bought	by	Accor	Hotels.	They	made	it	
simple	to	rent	high-end	homes	by	ensuring	a	certain	standard	of	quality	and	
service,	cutting	through	the	usual	complications	of	booking	a	vacation	
rental.	
Key	Lesson:	To	make	things	simpler	for	guests,	smooth	out	the	booking	
experience,	be	upfront	about	costs,	and	offer	dependable	support,	making	
it	a	breeze	for	them	to	reserve	a	room	at	your	hotel.	
	

4. Embrace	Technology	and	Automation:	
Yotel.	By	harnessing	the	power	of	technology	to	enhance	the	guest	journey,	
Yotel	provides	self-service	options	for	check-in	and	check-out,	automated	
luggage	storage,	and	intelligent	room	controls.	This	not	only	boosts	
efficiency	but	also	trims	down	operational	expenses.	
Key	Lesson:	Look	for	ways	to	use	technology	to	automate	tasks,	add	a	
personal	touch	to	the	guest	experience,	and	cut	down	on	operational	costs.	
	
	
	
	



3.	Explain	the	process	of	identifying	and	eliminating	factors	that	limit	value	
creation	in	a	hotel's	business	model	when	applying	Blue	Ocean	Strategy.	
Even	though	the	hotel	business	competes	on	many	fronts,	only	three	things	really	
mattered	when	deciding	why	travelers	upgraded	from	three-star	to	five-star	
hotels:	the	luxurious	and	beautiful	atmosphere,	the	superior	sleeping	conditions,	
and	the	prime	locations.	On	the	flip	side,	those	who	opted	for	three-star	hotels	
over	five-star	ones	mostly	did	so	because	of	price,	but	also	because	they	felt	five-
star	hotels	were	often	too	formal	and	stuffy.	We	can	neatly	organize	these	
insights	using	the	Eliminate-Reduce-Raise-Create	Grid	(ERRC	Grid),	a	core	tool	in	
blue	ocean	strategy	analysis.	
	
Eliminate:	What	industry	practices	do	we	usually	accept	as	gospel	that	we	should	
actually	just	scrap?		We	often	think	of	these	things	as	absolutely	essential,	but	
maybe	they're	not,	especially	if	they're	not	really	making	a	difference	for	our	
customers	anymore.	
Reduce:	What	are	we	overdoing	in	our	industry	that	we	should	scale	back	
dramatically?		Let's	look	at	areas	where	we're	putting	in	way	more	effort	than	we	
get	back.	We're	probably	investing	too	much	in	these	areas,	and	it's	not	really	
paying	off.	
Raise:	Which	aspects	should	we	significantly	exceed	the	industry	norm	on?		
Focusing	on	these	areas	allows	us	to	make	smart	investments	that	give	us	a	real	
edge	over	the	competition	and	cater	to	what	customers	are	currently	missing."	
What	are	the	key	areas	where	we	should	aim	to	drastically	outperform	the	
current	industry	standard?		By	doing	so,	we	can	make	investments	that	will	set	us	
apart	from	the	competition	and	address	customer	needs	that	aren't	currently	
being	met.	
Create:	What	completely	new	elements	should	we	introduce	to	the	industry	that	
doesn’t	exist	yet?	This	is	our	chance	to	get	really	creative	and	offer	customers	
something	entirely	novel	and	valuable.	
What	are	some	groundbreaking	factors	that	we	should	pioneer	in	our	industry?	
This	is	where	we	can	really	innovate	and	provide	a	fresh,	unique	value	to	our	
customers.	
Applying	the	Elimination	Grid	to	the	Hotel	Industry	
Let’s	explore	how	the	Elimination	Grid	can	be	applied	to	a	hotel's	business	model:		
Example:	Eliminating	Unnecessary	Costs	and	Inefficiencies	
For	example,	we	shall	look	how	CitizenM	owners	identified	which	factors	to	
eliminate,	reduce,	raise	and	create.		
Lets	look	how	guests	at	both	luxury	and	budget	hotels	didn't	find	services	like	the	
front	desk,	concierge,	bellhops,	or	doormen	to	be	particularly	valuable.	CitizenM	
saw	these	as	factors	they	could	eliminate.	



They	figured	out	that	the	"mobile	citizens"	they	were	aiming	for	didn't	really	
spend	that	much	time	in	their	hotel	rooms.	So,	they	saw	an	opportunity	to	reduce	
the	room	size	–	which,	of	course,	saved	them	money.	This	also	allowed	them	to	
squeeze	more	rooms	onto	each	floor.	But	they	didn't	want	to	sacrifice	comfort	
and	luxury,	so	they	raised	quality	sleeping	experience.	Think	huge	king	beds,	top-
notch	sheets,	excellent	soundproofing,	super	soft	towels,	and	absolutely	fantastic	
showers.	
Ultimately,	by	using	these	market	insights,	CitizenM	owners	found	that	they	could	
create	new	kinds	of	value.	They	got	rid	of	the	traditional	front	desk,	installing	self-
check-in	kiosks	instead,	which	let	guests	check	in	without	any	waiting.	And	if	
guests	needed	assistance,	the	usual	front	desk	staffs	were	substituted	with	
versatile	'ambassadors',	ready	to	lend	a	hand	with	everything	from	providing	
directions	to	mixing	a	drink.	
	
From	Analysis	to	Action:	Implementing	the	Changes	
Once	you've	identified	the	factors	to	eliminate,	reduce,	raise,	and	create,	the	real	
work	begins.	This	involves:	
Teamwork	Makes	the	Dream	Work:	We'll	bring	together	folks	from	every	
department	to	make	sure	everyone's	on	board	and	the	rollout	goes	without	a	
hitch.		
Smarter	Use	of	What	We	Have:	We'll	shift	resources	from	areas	we've	scaled	
back	or	eliminated	to	projects	that	will	really	boost	our	value.	
Empowering	Our	People:	We'll	give	our	employees	the	training	they	need	on	our	
updated	value	proposition	and	set	them	up	to	provide	outstanding	customer	
experiences.	
Staying	on	Track:	We'll	keep	a	close	eye	on	our	key	performance	indicators	(KPIs)	
and	fine-tune	our	approach	as	needed	to	stay	on	the	path	to	success.	
	
Conclusion:	
Hotels	can	tap	into	the	power	of	Blue	Ocean	Strategy	by	methodically	pinpointing	
and	removing	anything	that	holds	back	value	creation.	This	means	questioning	
standard	practices,	getting	to	the	heart	of	what	customers	really	want	but	aren't	
getting,	and	crafting	a	unique	value	offering	that	sets	you	apart	from	everyone	
else.	By	zeroing	in	on	innovation	and	carving	out	fresh	market	opportunities,	
hotels	can	escape	the	brutal	"red	ocean"	of	head-to-head	rivalry	and	steer	
towards	a	more	successful,	lucrative	future.	The	crucial	part	is	to	think	big,	be	
imaginative,	and	have	the	courage	to	completely	reimagine	what	a	hotel	
experience	can	be.	
	



4.	Describe	the	key	components	of	the	Four	Actions	Framework	and	how	it	can	
be	used	to	drive	strategic	innovation	in	a	hotel	setting.		
The	Four	Actions	Framework	is	a	tool	from	the	Blue	Ocean	Strategy	toolkit	
designed	to	shake	up	the	usual	rules	of	an	industry.	INSEAD	Business	School	
professors	Mauborgne	and	Kim	put	it	together.	The	idea	behind	it	is	that	it	can	be	
smarter	to	create	a	whole	new	market	rather	than	trying	to	beat	established	rivals	
in	an	existing	one.	
Basically,	the	Four	Actions	Framework	pushes	for	tweaking	your	products	to	break	
into	a	market	where	you	can	offer	great	value	at	low	prices	and	face	little	to	no	
competition.	The	key	to	making	this	approach	work	well	is	pinpointing	the	
problems	or	needs	that	only	your	company	is	truly	equipped	to	solve.	
	

	
	
The	Four	Actions	Framework	helps	organizations	figure	out	what	makes	their	
offerings	valuable	and	what	drives	their	costs.	Its	goal	is	to	cut	out	or	get	rid	of	
products	that	don't	quite	fit	or	aren't	really	needed.	By	doing	this,	the	company	
can	focus	on	creating	standout	products	that	have	the	potential	to	win	over	new	
customer	groups.	When	improving	an	existing	product,	this	framework	looks	at	
four	specific	actions:	raising	certain	elements,	eliminating	others,	reducing	some	
aspects,	and	creating	new	ones.	



Driving	Strategic	Innovation	in	Your	Hotel:	A	Practical	Approach	
	
Making	strategic	innovation	happen	at	your	hotel	isn't	a	quick	fix;	it's	an	ongoing	
journey	of	asking	questions	and	fine-tuning	what	you	offer.		
Here's	how	you	can	really	put	the	Four	Actions	Framework	to	work:	
	

• Assemble	a	Cross-Functional	Team:	Let's	pull	together	a	diverse	group	of	
people	from	different	parts	of	the	business	–	think	operations,	marketing,	
food	and	beverage,	sales,	and	even	those	who	are	on	the	front	lines	every	
day.	Having	a	mix	of	viewpoints	is	really	important	for	spotting	things	that	
might	otherwise	be	missed,	both	good	opportunities	and	potential	
challenges.	

	
• Deeply	Understand	Your	Customers:	Also,	it's	vital	to	truly	get	to	know	

your	customers,	not	just	their	basic	details.	Dig	deeper	by	running	surveys,	
collecting	feedback,	watching	how	guests	act,	and	studying	reviews.	This	
helps	you	understand	what	they	actually	need,	what	they're	hoping	for,	and	
where	they	might	be	struggling.	

	
• Analyze	Industry	Competitors:	Figure	out	what's	standard	in	the	industry	

and	what	they're	offering.	Pinpoint	what	they're	doing	right	and	where	
they	might	be	missing	the	mark.	This	info	will	help	you	decide	what	you	can	
do	without	and	what	you	can	pare	back.	

	
• Visualize	the	"New	Value	Curve":	Use	a	visual	aid,	maybe	a	"strategy	

canvas,"	to	chart	the	current	industry	benchmarks	for	different	aspects.	
Then,	plot	your	planned	changes	based	on	the	Four	Actions	Framework.	
This	visual	will	clearly	show	how	your	hotel's	unique	offering	stacks	up	
against	the	competition.	

	
• Let's	get	creative	and	generate	ideas!	:	Host	some	team	sessions	where	

everyone	works	through	those	four	questions,	really	thinking	about	how	
things	are	done	right	now.	Make	it	a	safe	space	for	brainstorming,	
encouraging	wild	ideas	without	anyone	being	too	critical	too	soon.	
	

• Let's	figure	out	what's	truly	worth	pursuing.	Not	every	suggestion	will	be	
practical	or	make	a	big	difference.	Focus	on	the	ideas	that	stand	out	–	the	
ones	that	could	really	set	you	apart	and	make	guests	feel	extra	special.	
Once	you've	picked	the	winners,	try	them	out	on	a	smaller	scale	first.	This	



way,	you	can	test	if	they	actually	work	and	gather	more	feedback	before	
rolling	them	out	further.	

	
Examples	of	Four	Action	Framework	keys	in	Action	
Here	are	those	ideas	rephrased	to	sound	a	bit	more	natural:	
	
Eliminate	&	Reduce:	A	boutique	hotel	could	do	away	with	those	mandatory	
resort	fees	and	pare	down	the	number	of	formal	restaurants.	Instead,	they	might	
focus	on	a	lively,	casual	café	and	a	well-chosen	grab-and-go	market.	
	
Raise	&	Create:	A	luxury	hotel	could	really	step	up	their	in-room	aromatherapy	
game	and	even	develop	personalized	"sleep	menus,"	offering	different	pillow	
choices	and	soothing	sound	environments,	all	to	meet	the	growing	demand	for	
wellness.	
	
Holistic	Innovation:	A	mid-range	hotel	might	ditch	the	old	printed	directories,	cut	
back	on	single-use	plastic	toiletries,	upgrade	their	free	Wi-Fi	to	a	high-quality,	
business-level	standard,	and	set	up	a	"local	artisan	showcase"	in	the	lobby.	This	
could	feature	rotating	local	artists	and	their	handcrafted	goods.	
	
	
5.	Discuss	the	role	of	differentiation	and	low	cost	in	achieving	a	competitive	
advantage	through	Blue	Ocean	Strategy	for	hotels.		
In	today's	tough	hotel	market,	places	are	always	trying	hard	to	get	people	to	
choose	them	and	stay	loyal.	Often,	this	means	just	making	small	tweaks	or	trying	
to	undercut	rivals	on	price	and	features.	But	there's	another	way.	Blue	Ocean	
Strategy	is	about	creating	something	completely	new	and	different,	a	whole	new	
playing	field	where	the	usual	competition	doesn't	matter.	This	piece	looks	at	how	
hotels	can	stand	out	and	still	keep	costs	low	–	key	ideas	from	Blue	Ocean	Strategy	
–	to	really	get	ahead.	
	
Differentiation	and	Low	Cost:	The	Blue	Ocean	Recipe	for	Hotels:	
Differentiation	helps	hotels	carve	out	their	own	space	in	the	market,	which	is	a	
key	idea	in	Blue	Ocean	Strategy.	It	lets	them	offer	unique	and	special	value	
propositions	that	really	set	them	apart	from	other	hotels.	By	paying	close	
attention	to	what	customers	truly	care	about	and	innovating	in	areas	like	service,	
amenities,	or	overall	experiences,	hotels	can	attract	new	groups	of	guests	and	
reduce	direct	competition.	This	effectively	creates	a	"blue	ocean"—a	space	where	
competition	just	doesn't	matter	as	much.	
	



Role	of	Differentiation	in	Blue	Ocean	Strategy	for	Hotel	
• Differentiation	lets	hotels	craft	special	offers	that	really	make	them	shine	

compared	to	the	competition.	Think	cutting-edge	services,	exceptional	
guest	care,	or	one-of-a-kind	experiences	–	these	unique	touches	draw	in	
new	groups	of	travelers	and	cut	down	on	direct	rivalry.	

• Focusing	on	the	customer	is	key	to	making	a	hotel	stand	out,	because	
getting	what	guests	want	and	delivering	on	it	boosts	performance	and	gives	
the	hotel	an	edge	in	the	hospitality	world.	

• For	hotels,	achieving	differentiation	might	mean	adding	exclusive	
features,	tailoring	services	to	individual	guests,	or	weaving	local	cultural	
touches	into	the	stay	that	others	just	don't	have,	thereby	carving	out	their	
own	special	place	in	the	market.	

Role	of	Low	Cost	in	Blue	Ocean	Strategy	for	Hotels	
• Offering	a	mix	of	low	prices	and	unique	features	lets	hotels	provide	

something	special	that	more	people	can	afford,	helping	them	attract	a	
wider	crowd.	

• Hotels	can	cut	costs	without	sacrificing	what	makes	them	special	by	
simply	doing	away	with	or	scaling	back	on	things	the	industry	typically	
includes	but	that	don't	really	add	much	value	for	guests.	

• This	approach	of	being	both	cost-effective	and	distinctive	shatters	the	old	
idea	that	you	have	to	choose	between	being	cheap	or	being	different	–	and	
that's	a	key	idea	behind	Blue	Ocean	Strategy.	

Achieving	Competitive	Advantage	through	Differentiation	and	Low	Cost	
• Pursuing	both	differentiation	and	low	costs	at	the	same	time	leads	to	

"value	innovation,"	which	is	the	heart	of	Blue	Ocean	Strategy.	This	kind	of	
innovation	allows	hotels	to	tap	into	new	demand	and	create	"blue	oceans"	
where	competition	doesn't	really	matter.	

• Research	in	the	hotel	industry	has	shown	that	a	differentiation	strategy	
can	boost	a	hotel's	competitive	edge	and	overall	performance,	especially	
when	it's	backed	by	a	focus	on	the	market	and	a	culture	of	innovation.	

• In	the	hospitality	field,	Blue	Ocean	Strategy	helps	hotels	avoid	fierce	price	
battles—like	those	with	smaller	hotels	or	Airbnb—by	crafting	unique	
offerings	that	either	support	premium	prices	or	draw	in	entirely	new	
customer	groups,	ultimately	boosting	profitability.	

• Understanding	the	market	and	using	strategic	tools	such	as	SWOT,	TOWS,	
and	Blue	Ocean	analysis	are	crucial	for	spotting	chances	to	differentiate	
services	and	cut	costs	effectively.	

	



6.	Explain	how	the	Six	Paths	Framework	can	help	hotels	identify	new	market	
opportunities	and	create	uncontested	market	space.	
The	Six	Paths	Framework	is	a	key	analytical	tool	within	Blue	Ocean	Strategy,	
designed	to	help	hotels	explore	new	market	opportunities	in	a	structured	way.	It	
encourages	hotels	to	look	beyond	the	usual	industry	limits	to	create	unique	
market	spaces	without	direct	competition.	By	guiding	hotels	to	reconsider	their	
strategies	through	six	specific	viewpoints,	this	framework	enables	them	to	
develop	innovative	value	propositions	that	appeal	to	customers	who	haven't	been	
reached	before.	
Here’s	how	the	Six	Paths	Framework	aids	hotels	in	identifying	new	market	
opportunities:	

Path	1:	Look	Across	Alternative	Industries	
Organizations	don't	just	battle	it	out	with	rivals	in	their	own	field;	they	also	face	
competition	from	companies	in	different	industries	that	offer	alternative	products	
or	services	to	what	they	provide.	
One	of	the	biggest	hurdles	we	often	set	for	our	own	organizations	is	assuming	
that	our	products	or	services	only	compete	within	a	fixed,	unchanging	industry.	
This	perspective	tends	to	be	very	narrow	and	overlooks	the	broader	environment.	
The	first	step	in	crafting	a	blue	ocean	strategy	is	to	identify	the	alternative	
industries	to	your	own.	
To	truly	grasp	this	idea,	let's	first	clarify	the	difference	between	substitutes	and	
alternatives:	
Substitutes:	are	products	or	services	that	look	or	function	differently	but	deliver	
the	same	core	benefit	or	utility.	
Alternatives:	are	products	or	services	that	have	different	functions	and	forms	but	
serve	the	same	fundamental	purpose.	
Let	us	consider	an	example	from:	"Hotels	can	really	step	up	their	game	with	
corporate	retreats.	Instead	of	just	renting	out	meeting	rooms,	they	could	partner	
with	event	planners	that	are	experts	in	team-building	activities.	Getting	ideas	
from	corporate	training	firms	or	even	adventure	companies	could	be	a	great	way	
to	do	this.	It	allows	hotels	to	offer	something	special	that	goes	way	beyond	the	
usual	business	travel	experience."	
Hotel	Opportunities:	

• Corporate	Retreats:	Hotels	could	really	set	themselves	apart	by	moving	
beyond	just	providing	meeting	rooms.	They	could	collaborate	with	event	
planners	who	are	experts	in	team-building	activities.	Drawing	ideas	from	
corporate	training	specialists	or	even	adventure	companies	could	be	a	great	
way	to	do	this.	This	approach	would	create	a	truly	unique	package	that	
offers	much	more	than	the	typical	business	travel	experience.	



• Spa	and	holistic	wellness	destinations	are	booming.	Hotels	can	really	
capitalize	on	this	by	going	beyond	just	having	a	small	fitness	center.	They	
could	develop	full-fledged	wellness	programs	that	include	things	like	yoga	
retreats,	meditation	classes,	healthy	cooking	workshops,	and	even	teaming	
up	with	local	wellness	experts.	This	would	create	a	place	where	guests	truly	
feel	like	they're	escaping	to	rejuvenate.	

	

Path	2:	Look	across	strategic	groups	
Strategic	groups	are	essentially	clusters	of	companies	within	the	same	industry	
that	adopt	similar	business	strategies.	These	groups	are	often	arranged	in	a	sort	
of	hierarchy	based	on	two	main	factors:	price	and	performance.	So,	when	looking	
at	these	strategic	groups,	a	company	should	try	to	understand	why	customers	
might	opt	for	the	more	expensive,	higher-performing	options	in	a	top	group,	and	
conversely,	why	they	might	choose	the	more	affordable,	lower-performance	
options	in	a	bottom	group.	
Hotel	Opportunities:	

• Affordable	Luxury"	Concepts:	Think	about	the	really	nice	extras	and	
special,	personal	service	you	get	at	fancy	hotels,	but	imagine	them	being	
offered	at	a	price	more	people	can	actually	afford.	The	idea	comes	from	
taking	what	mid-range	hotels	do	well	(giving	good	value)	and	adding	a	
touch	of	luxury.	So,	you	might	get	carefully	chosen	local	activities	to	enjoy,	
top-quality	toiletries	in	your	room,	and	cool,	simple	design—all	without	
breaking	the	bank.	

• Express	Business"	Hotels:	These	hotels	mix	the	speed	and	tech	you	see	
with	budget	airlines	or	fast-food	places,	but	they	add	all	the	things	business	
travelers	need.	This	could	mean	super	quick	check-ins	and	check-outs,	using	
your	phone	as	your	room	key,	easy	self-service	for	food	and	drinks,	and	
great	spots	to	work,	all	designed	for	busy	business	folks	who	don't	have	
much	time.	

Path	3:	Look	Across	the	Chain	of	Buyers	
In	many	fields,	companies	often	zero	in	on	one	typical	customer	when	planning	
their	marketing	and	sales.	They	tend	to	agree	on	who	their	ideal	buyer	is	and	
target	that	specific	profile.	But,	the	actual	situation	is	usually	much	more	
involved.	There's	often	a	whole	network	of	people	who	are	part	of	the	buying	
decision,	either	directly	or	indirectly.	It's	really	important	to	understand	this	
broader	group	to	make	marketing	and	sales	efforts	effective.	This	network	might	
include	people	like:	travel	agents,	event	planners,	employers	who	book	for	their	
staff,	and	even	the	end-users	of	a	room	(e.g.,	children	on	a	family	vacation)	
	



Hotel	Opportunities:	
• Our	'Family	Fun'	Packages	are	all	about	catering	to	both	kids	and	parents.	

We	offer	special	family	perks,	engaging	kids'	clubs	with	fun	activities,	dining	
options	that	kids	will	love,	and	even	team	up	with	local	attractions.	This	
really	hits	the	mark	with	parents,	who	are	usually	the	ones	making	the	
travel	plans	and	who	have	both	concerns	and	desires	when	it	comes	to	
family	vacations."	

Path	4:	Look	Across	Complementary	Product	and	Service	Offerings	
Hotels	have	a	great	opportunity	to	stand	out	by	creatively	combining	or	offering	
extra	experiences	alongside	their	stays.	Think	local	tours,	wellness	activities,	or	
special	dining	–	these	add	real	value	for	guests	and	help	set	the	hotel	apart	from	
other	places	to	stay.	
Hotel	Opportunities:	

• Entertainment	and	Activities:	offering	bike	rentals,	guided	tours,	kids'	play	
kits,	babysitting	services,	cooking	classes,	and	cultural	experiences	like	
museum	tickets	or	theater	passes.	Combining	these	into	packages	can	help	
guests	stay	longer	and	get	more	involved.	
• Technology-Enhanced	Suites:	Partner	with	tech	firms	to	provide	guests	
with	cutting-edge	in-room	entertainment	setups,	smart	home	capabilities,	and	
perhaps	even	tailored	digital	concierge	services.	You	can	draw	inspiration	from	
the	seamless,	integrated	experiences	seen	in	smart	homes	and	top-tier	tech	
environments.	

Path	5:	Look	Across	Functional	vs.	Emotional	Appeal	to	Buyers	
This	approach	prompts	hotels	to	reflect	on	whether	they're	mainly	focusing	on	
meeting	guests'	practical	needs—like	dependability	and	convenience—or	their	
emotional	desires—such	as	comfort,	excitement,	and	a	sense	of	belonging.	By	
adjusting	or	combining	these	approaches,	hotels	can	carve	out	fresh	territory	in	
the	market.	
Hotel	Opportunities:	

Functional	Appeal	Opportunities	
• Think	comfortable	beds,	spotless	rooms,	speedy	Wi-Fi,	and	smooth	check-

ins	and	check-outs.	Hotel	need	to	deliver	these	fundamental	services	
reliably	and	make	them	convenient,	going	above	and	beyond	guest	
expectations	where	they	can.	While	these	basics	are	crucial	for	keeping	
guests	happy	and	satisfied,	they	usually	aren't	enough	on	their	own	to	build	
deep	loyalty.	



• Smart	Technology:	Adding	smart	controls	for	things	like	lights,	
temperature,	and	entertainment	gives	guests	more	control	and	makes	
things	easier,	which	is	great	for	travelers	who	love	using	the	latest	tech.	

• Business	and	Work	Amenities:	Offering	dedicated	work	areas,	speedy	
internet,	and	helpful	business	services	is	perfect	for	remote	workers	and	
business	travelers,	meeting	their	practical	needs.	

Emotional	Appeal	Opportunities	
• Hotels	have	the	power	to	stir	up	feelings	by	engaging	every	sense.	Think	

about	signature	scents	wafting	through	the	lobby,	the	cozy	warmth	of	a	
fireplace,	carefully	chosen	background	music,	and	the	feel	of	interesting	
materials.	All	these	elements	come	together	to	create	truly	memorable	
environments	that	help	set	the	hotel	apart	from	the	rest.	

• Weaving	local	culture	into	the	fabric	of	a	place—through	design,	art,	and	
genuine	experiences—creates	a	feeling	of	community	and	an	emotional	
bond.	When	guests	feel	truly	seen	with	personalized	interactions	and	
experiences	crafted	just	for	them,	this	connection	becomes	even	stronger.	

• Special	experiences	like	unique	food	events,	wellness	programs,	cultural	
activities,	and	immersive	local	adventures	create	a	special	kind	of	value	that	
goes	far	beyond	just	the	room.	This	helps	encourage	guests	to	return	and	
recommend	the	place	to	others.	

Path	6:	Look	Across	Time	
Hotels	have	the	ability	to	look	ahead	and	predict	upcoming	trends	in	travel	and	
hospitality,	like	sustainability,	digital	advancements,	or	shifts	in	what	travelers	are	
looking	for.	By	innovating	early,	they	can	tap	into	new	demand	before	their	
competitors	even	catch	on.	
Hotel	Opportunities:	

• Seasonal	Experience	Hotels:	Craft	offerings	that	align	with	specific	
seasons	or	holidays,	developing	special	events	and	amenities	to	attract	
visitors	year-round.	This	idea	draws	inspiration	from	amusement	parks	or	
seasonal	festivals,	which	build	excitement	and	draw	crowds	by	offering	
something	unique	at	different	times	of	the	year.	

• Accommodation	Designed	for	the	Future:	It's	smart	to	invest	in	room	
designs	that	can	easily	be	changed,	use	eco-friendly	technology,	and	offer	
flexible	service	options.	This	way,	you	can	keep	up	with	what	guests	want	
as	their	tastes	change	and	as	technology	moves	forward.	Think	about	how	
modern	buildings	often	use	modular	sections	that	can	be	rearranged,	or	
how	subscription	services	can	adapt	to	give	customers	what	they	need.	



• Let's	talk	about	embracing	advanced	tech	in	hotels.	Places	can	really	get	
ahead	by	using	cool	innovations	like	AI	for	super	personalized	guest	
services,	check-ins	you	can	do	right	on	your	phone	without	anyone,	digital	
keys	that	replace	physical	ones,	and	smart	rooms	connected	to	the	IoT	that	
actually	get	to	know	you	and	respond	to	what	you	like,	all	in	real	time.	
These	kinds	of	tech	perks	make	everything	super	convenient	and	create	
smooth,	customized	experiences	that	definitely	catch	the	eye	of	younger,	
tech-savvy	travelers.	

	
7.	Provide	examples	of	successful	implementation	of	Blue	Ocean	Strategy	in	the	
hotel	industry	and	analyze	the	factors	that	contributed	to	their	success.		
"Numerous	hotels	and	businesses	in	the	hospitality	sector	have	really	thrived	by	
using	the	Blue	Ocean	Strategy.	They've	done	this	by	carving	out	completely	new	
market	areas	where	there	wasn't	stiff	competition,	all	thanks	to	innovative	value	
propositions	that	set	them	apart	from	the	usual	competitive	scene.	Let's	take	a	
look	at	some	standout	examples	and	the	key	reasons	behind	their	success."	
	

1. Pixel	Hotel	in	Linz,	Austria,	introduces	a	unique	"horizontal	hotel"	idea.	
Instead	of	being	confined	to	one	building,	its	rooms	are	scattered	
throughout	the	city,	allowing	guests	to	fully	immerse	themselves	in	local	
life.	

-	The	hotel	team	crafted	truly	engaging	experiences	by	blending	the	
accommodation	seamlessly	into	the	neighborhood	fabric.	
-	This	innovative	approach	also	helped	cut	costs,	as	they	sidestepped	the	expense	
of	maintaining	a	single,	large	structure.	

2. CitizenM	Hotels	serve	as	a	prime	example	of	a	successful	Blue	Ocean	
Strategy	in	the	hotel	world.	They	carved	out	a	unique	niche	by	introducing	
the	idea	of	"affordable	luxury"	tailored	for	the	modern,	frequent	traveler,	
whom	they	refer	to	as	"mobile	citizens."	Rather	than	battling	it	out	with	
traditional	three-	or	five-star	hotels,	CitizenM	cleverly	combined	aspects	
from	both.	They	offer	top-notch	design,	cutting-edge	technology,	and	
prime	locations,	all	at	price	points	that	three-star	customers	can	actually	
afford.	This	approach	has	paid	off	handsomely,	leading	to	incredibly	high	
guest	satisfaction.	CitizenM	properties	consistently	receive	"fabulous"	and	
"superb"	ratings,	boast	an	average	occupancy	rate	of	90%	(which	is	a	
significant	80%	higher	than	the	industry	norm),	and	achieve	profits	per	
square	meter	that	are	double	those	of	similar	upscale	hotels,	all	while	
keeping	staffing	costs	50%	lower	than	the	average.	

	
	



Blue	Ocean	Moves:	
Value	Innovation:	They're	mixing	high-end	looks	with	wallet-friendly	prices	by	
using	modular	building	techniques	and	self-service	kiosks	to	cut	down	on	labor	
costs.	
New	Market	Creation:	This	approach	drew	in	a	fresh	crowd	of	young,	digitally	
savvy	travelers	who	aren't	into	traditional	luxury	but	still	want	comfort,	style,	and	
tech-focused	spaces.	
Technology	Integration:	The	guest	rooms	come	with	mood	lighting,	controls	via	
tablet	for	various	room	functions,	and	speedy	Wi-Fi,	all	aimed	at	appealing	to	
customers	who	are	always	connected.	
	
	
8.	Discuss	the	challenges	and	potential	risks	that	hotels	may	face	when	
implementing	Blue	Ocean	Strategy	and	strategies	to	mitigate	them. 

Hotels	aiming	to	follow	the	Blue	Ocean	Strategy	often	run	into	several	hurdles	
and	potential	pitfalls	that	can	make	it	tough	to	pull	off	successfully.	These	can	
come	from	within	the	organization,	from	how	they	operate	day-to-day,	or	from	
the	market	they're	trying	to	tap	into.		
Here's	a	look	at	the	main	challenges,	risks	involved,	and	some	ways	to	lessen	their	
impact:	
Challenges	and	Potential	Risks	in	Hotel	Blue	Ocean	Strategy	
	

1. Significant	Capital	Investment	and	Uncertain	ROI	
Challenge:	Taking	on	the	challenge	of	creating	a	brand	new	market	usually	means	
pouring	a	lot	of	money	into	the	early	stages.	This	often	includes	hefty	investments	
in	research	and	development,	building	new	infrastructure,	adopting	the	latest	
technology,	hiring	the	right	people,	and	marketing	efforts	to	actually	introduce	
the	idea	to	potential	customers.	For	example,	hotels	might	need	to	construct	
special	facilities	like	immersive	VR	rooms,	set	up	wellness	clinics,	or	add	co-
working	spaces.	They	might	also	need	to	develop	unique	concepts	or	integrate	
complex	new	systems.	
Risk:	There's	also	a	significant	risk	involved	since	you're	venturing	into	unknown	
territory.	Predicting	how	much	demand	there	will	actually	be,	and	whether	the	
return	on	investment	(ROI),	is	really	more	of	a	guess	than	a	certainty.	It's	possible	
that	the	initial	spending	won't	start	generating	profits	for	a	very	long	time,	or	
worse,	the	market	might	simply	never	develop	as	expected,	leading	to	substantial	
financial	losses."	
	
	
	



2.	Misjudging	Market	Demand	and	Customer	Education:	
				Challenge:	It's	tough	to	spot	a	need	that's	big	enough	to	support	a	business	but	
one	that	nobody's	currently	meeting.	What	the	hotel	thinks	is	a	great	new	idea	
might	not	excite	customers	at	all,	or	there	might	just	not	be	enough	people	
interested	to	make	it	worthwhile	financially.	
				Risk:	If	the	hotel	doesn't	correctly	gauge	how	many	people	might	want	this	new	
thing,	or	if	they	don't	clearly	explain	why	it's	special,	they	might	struggle	to	get	
enough	customers	through	the	door.	Helping	potential	guests	understand	a	
completely	new	idea	takes	a	lot	of	marketing	push,	and	that	can	end	up	being	
expensive	and	very	time-consuming.	
	
3.	Navigating	Organizational	and	Cultural	Inertia:	
Challenge:	It's	tough	to	shake	things	up	within	hotel	companies,	particularly	the	
big	chains.	Employees	often	get	really	comfortable	with	how	things	are	done,	and	
management	might	be	hesitant	to	take	risks.	Making	the	shift	required	by	a	'Blue	
Ocean'	way	of	thinking	–	moving	away	from	just	competing	and	focusing	on	
creating	new	value	–	is	a	significant	change	for	the	entire	organization.	
Risk:	If	people	inside	the	company	resist,	it	can	really	put	a	damper	on	new	ideas.	
This	resistance	can	slow	down	new	plans	or	even	actively	work	against	them.	If	
both	the	leadership	team	and	the	staff	on	the	ground	aren't	truly	on	board	and	
excited	about	the	changes,	the	execution	will	likely	lack	energy	and	commitment,	
which	ultimately	means	the	whole	strategy	might	fail.	
	
4.	Risk	of	Imitation	and	Red	Ocean	Creation:	
Challenge:	Although	a	blue	ocean	strategy	starts	by	creating	a	market	space	with	
little	to	no	competition,	its	success	is	bound	to	draw	in	imitators	eventually.	Other	
companies	might	be	able	to	quickly	copy	your	successful	innovations,	particularly	
if	those	ideas	aren't	safeguarded	by	patents	or	other	special	intellectual	property	
rights.	
Risk:	Once	these	competitors	move	in,	that	once-safe	blue	ocean	can	swiftly	turn	
into	a	"red	ocean."	This	means	intense	price	competition	kicks	back	in,	and	profit	
margins	start	shrinking.	It	basically	wipes	out	the	original	advantage	and	the	
money	invested	to	create	that	space	in	the	first	place.	
	
Strategies	to	Mitigate	the	Risks	

• Leverage	data	and	market	research:	Dive	deep	into	market	research	and	
use	data	analysis	to	uncover	new	customer	groups	and	grasp	how	tastes	
are	changing.	This	boosts	your	chances	of	spotting	untapped	markets	(blue	
oceans)	and	tailoring	your	products	or	services	perfectly	to	what	people	
want.	



	
• Keep	innovating	constantly:	Remember	that	even	blue	oceans	can	get	

crowded	and	competitive	over	time.	Make	a	commitment	to	keep	
innovating	and	regularly	refresh	what	you	offer.	This	way,	you	can	stay	
ahead	of	the	competition	and	keep	your	unique	edge.	

• Solid	Planning	and	Handling	Risks:	Get	ready	for	potential	problems	by	
planning	carefully,	running	small	test	programs,	and	having	backup	plans	in	
place.	Keep	a	close	eye	on	how	things	are	going	and	tweak	the	processes	to	
maintain	quality	and	dependability	as	you	roll	out	more	services.	

• Resist	Imitation:	Create	a	powerful	brand	that	people	recognize,	nurture	
strong	customer	loyalty,	and	invest	in	special	technology	or	unique	
partnerships	that	your	competitors	will	find	hard	to	duplicate."	

• Before	jumping	into	a	bold,	new	venture,	take	a	close	look	at	the	market	
size	and	potential	for	growth.	Making	sure	there's	a	solid	demand	and	room	
to	expand	is	key	to	ensuring	it	lasts	long-term.	
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