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What Colour is your Strategy? 
 

By Cheenu Srinivasan 
Director, Ganges Consulting- Sydney 

www.gangesconsulting.com 
 

Winston Churchill is credited to have said ‘Plans are nothing; planning 

is everything!”. Others have suggested variations to Churchill, which 
could be read as ‘Plans are nothing; execution is everything!’ 

 
It is only at our peril that we ignore the twin horns of this dilemma- 

planning and execution. Yet what does one execute in the absence of a 
‘Strategy’ in the first place?  

 
We could no doubt provide a long laundry list of issues that may have 

gone wrong for the company to fold in the cartoon below. 
 

 
 

 
 
One on your list would be the catch all term of ‘Strategy’. Yet there is 

no unique definition as to what is meant by ‘Strategy’!  

 
A straw poll of management gurus from both North American and 

European business schools would show that that ‘Strategy’ constitutes 
a veritable smorgasbord of: 
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The above list is by no means exhaustive and at best is only partial! 

 
Through a ‘Strategy’ Bingo game or permutation and combination of 

the above (and others not on the list), you may well have a ‘Strategy’.  
 

And having developed one, would your executives be able to provide a 
30 second elevator pitch of your strategy or draw a picture that clearly 

outlines your strategy and its execution? 
 

If your ‘Strategy’ is predicated on continuing with a competitive focus 
where you fight for market share and try and outwit your competitors, 

you are likely to be fighting eventually for survival in a fierce market 
place where merely a handful survive. 

 
Symptoms of competitive pressures manifest in several ways including 

eroding market share, declining revenues and margins and multiple 

product lines with only marginal value differentiation that adds to your 
overall cost structure. 

 
In this scenario, you are then in the ‘Red Oceans’ of brutal and bloody 

competition according to INSEAD Professors Chan Kim and Renee 
Mauborgne, authors of the seminal book Blue Ocean Strategy (Harvard 

Business School Press, 2005). 

Plan, Ploy, Pattern, Position and Perspective 
Low Cost, Differentiation, Focus or Niche 

Competitive Advantage, First Mover Advantage 
Operational Excellence, Pursuing Excellence, Excelling 

Responsiveness, Agility, Adaptability 
Being Tactical, Cohesive, Co-designing with Customers 

Seeking Alignment, Innovating, Making Choices 
Managing Change, Developing People, Processes and Systems 

Value Proposition, Innovation, Networks, Customers 
Value Engineering, Re-engineering, Outsourcing 
Tipping Point Management, Six Sigma Quality 
Segmentation, Market Fit, Core Competence 
Structure, Skills, Style, Leadership, Teams 

Vision, Mission, Goals, Objectives, 
Managing Performance and Monitoring KPIs 

Values and Culture 
Reconciling Issues, Dilemmas, Paradoxes, Polarities 
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History is replete with success stories of fierce competitors on the one 

side and on the other side those of fallen corporations and businesses 
that failed to out smart their competitors.  

 
Some no doubt were acquired in the ritual of Mergers and Acquisitions, 

be these hostile or friendly. Current growth in world wide M&A activity  
is a sign of lack of organic growth and hence growth via this route. 

Whether the M&A activity has increased shareholder value or eroded 
value is a different matter. 

 
There is nothing wrong with your competing in Red Oceans where you 

relish competition and are looking to new battlefronts. But a time will 
come when the pressures of competition start eroding your market 

share, revenues and margins because others in those market spaces 
are doing exactly the same thing!  

 

In Blue Ocean Strategy, Kim and Maugbornge suggest that you should 
develop products and services in uncontested market spaces in 

addition to your products and services in competitive markets.   
 

They discuss a number of case studies in their book, including Casella 
Wines ([yellow tail] brand) and Curves (a US fitness franchise) both of 

which are now well known and flourishing in Australia. 
 

The [yellow tail] brand of Casella Wines continues to grow in the US 
after having captured over 10% of the imported wine market by 2004.  

This milestone was reached within three years of their entering the US 
market where over 75,000 wine brands are sold!  

 
In the case of Curves, the US based fitness franchise for women is the 

fastest growing franchise in the world and by early 2005, was the 

tenth largest of any franchise in the world! 
 

Blue Ocean Strategy developed by Kim and Mauborgne contrasted to 
Red Ocean Strategy is shown below: 

 

Red Ocean Strategy Blue Ocean Strategy 

Compete in current markets Create uncontested market space 

Beat the competition Make the competition irrelevant 

Exploit existing demand Create and capture new demand 

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

Low cost or differentiation Low cost and differentiation 

 
Source: Blue Ocean Strategy, Kim and Mauborgne, HBS 2005 
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Blue Ocean Strategy is developed via a systemic application of a 
portfolio of interdependent concepts and processes that includes: 

 
Strategy Canvas: Would your executives be able to agree on what are 

the six or seven key factors of competition and their relative value to 
your customers? Would you be able to clearly discern where you stand 

relative to your competitors? 
 

Value Innovation: How would your products and services offer superior 
economic value to your customers at a price point for buyers and at an 

underlying cost structure that gives you above normal profits over a 
long period? 

 
Both/And not Either/Or: Would your organization be able to develop 

both low cost and differentiation at the same time rather than either 

low cost or differentiation? Would your organization’s culture allow you 
to work with both/and while also continuing with either/or thinking? 

 
Developing your Blue Ocean Strategy is a non-trivial exercise that 

requires executive commitment and a suspension of entrenched 
mindsets within organizations.  

 
What colour is your ‘Strategy’? 

 
To find out whether your current strategic focus is Red or Blue, answer 

the following ten (10) questions.  For each question, simply answer a 
‘yes’ or a ‘no’. 

 

1. Your organisation undertakes industry analysis and applies 

these assumptions in developing your strategy and business 

plans. 

Yes/No 

2. Market segmentation is undertaken based on your industry 

and competitive analysis. 

Yes/No 

3. Sales revenues by product and markets are worked out and 

resources allocated based on market segmentation. 

Yes/No 

4. In developing the strategy, your organisation makes choices 
between low cost or differentiation. 

Yes/No 

5. The focus of your strategy is to leverage current assets and 
capabilities to maximise returns. 

Yes/No 

6. The majority of your net profits come from current products 

and services in competitive markets. 

Yes/No 

7. Your Executive Management and the Board have a very 

clear focus of the company’s competitive strategy. 

Yes/No 
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8. There is a need to better communicate your organisation’s 

business strategy across the whole organisation. 

Yes/No 

9. The focus of your business strategy is on beating the 

competition. 

Yes/No 

10. Your organisation’s executives spend most of their time on 

current operational and tactical issues. 

Yes/No 

Total number of times you responded with a ‘Yes’ answer  

 
If you answered 'yes' more times than 'no', then the colour of your 

‘Strategy’ is Red!  
 

Perhaps you may want to consider developing your Blue Ocean 
Strategy and work with both Blue and Red. 

 
As Scott Fitzgerald, the American poet and writer said, ‘The sign of a 

first class mind is to hold two contrasting values in one’s head and yet 
have the ability to function.’ 

 
Strategy after all is about making choices. It is indeed your choice! But 

whatever colour your ‘Strategy’ is, just make sure it is comprehensive 
and addresses Value Proposition, People, Operations and Price.  

 

 

      
 
Or would you rather be waiting for a miracle for your Strategy? 
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 Ganges Consulting  
ABN 808 669 17411 

A confluence of Ideas and Action 

Cheenu Srinivasan- Director, Ganges Consulting, is a Sydney based management consultant 

whose main focus is to help organizations develop Value Innovation using the principles and 

processes of Blue Ocean Strategy. He has successfully completed the Blue Ocean Strategy 

qualification process administered by the Blue Ocean Strategy Initiative Centre established by 

Professors Chan Kim and Renee Mauborgne of INSEAD, Fontainbleau- FRANCE. 

 

For additional details, please visit his website at http://www.gangesconsulting.com 

Cheenu can be contacted via email at cheenu@bigpond.net.au or by phone on 0419828191 in 

Australia or +61 419 828 191 from overseas. 

 

 


