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2 Kim, Chan W. & Mauborgne, Renée. Blue Ocean Strategy. Harvard Business Review, Vol. 82, No. 10, October 2004, p. 77.
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Kim, Chan W. & Mauborgne, Renée. Blue Ocean Strategy: How to Create an Uncontested Market Space and Make Competition

Irrelevant. Boston, Massachusetts: Harvard Business School Publishing Corporation, 2015. Print. p. 13.
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20 Kim & Mauborgne (2015), op. cit., p. 63, Trans.: “Sometimes there is a strong economic rationale for this focus. But often it is the

result of industry practices that have never been questioned.”
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21 Kim, Chan W. & Mauborgne, Renée. Blue Ocean Strategy: How to Create an Uncontested Market Space and Make Competition
Irrelevant. Boston, Massachusetts: Harvard Business School Publishing Corporation, 2015. Print. p. 83.
22 Thid., pp. 86~96.
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23 Kim, Chan W. & Mauborgne, Renée. Blue Ocean Strategy: How to Create an Uncontested Market Space and Make Competition
Irrelevant. Boston, Massachusetts: Harvard Business School Publishing Corporation, 2015. Print. p. 97.

24 Thid., p. 98.

% Tbid., p. 101.
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26 Kim & Mauborgne (1999), op. cit., p. 41, Trans.: “Nor is value innovation about segmenting the market and accommodating cus-
tomers’ individual needs and differences.”

27 Kim, Chan W. & Mauborgne, Renée. Blue Ocean Strategy: How to Create an Uncontested Market Space and Make Competition
Irrelevant. Boston, Massachusetts: Harvard Business School Publishing Corporation, 2015. Print. p. 103.

28 Tbid., pp. 106~115.



12 REBEIIERSE 3%

W 5 DTG OREF ROV S WA IHRBE S 2B L TORBEIER L RS 5o R T 2 I1TI3IER
BOIMBHE K2 =— X BRLURBALEE L 2 —7 v MIT2RETH 2%, EOFBEHE &5
23 2R EEFITL > TRE 22, SHOIBFEMOILBREHRA TS, BFTHSOBE o35l
B OMME 2B IRE 2SI HE OBEN S Iz kT 2, T— « F—3 v VIR IR 2 K& Iz
FHBED»LANES 2 2 L THE OB IR T 2 REBKRO—TETH 2,

2.4 TW— - F— v EBRORERT

T % P T 2 /S A R LT, BFETY & 27 2lEMR 2 /v <. FEOFRITK 2 IFEE T HE
ZALT = 2 AHEME DS R 720 T2 MR 2 21T 3 2 M 3 o o, RENDTES 2B 2 ) 2 7 28T 5 12
DITX L EERNV= 2 1 ZBEMORE RN/ LHEEZELVERTRES 2] 2 & CHEFETHIEMED
BOWEYARETNVEEATE L LRIBLTWSY, ZOELWEFIZIEFICHMTH D, XD 4 >0k
BEEZZ V7 LRVEYEZ TNV — « = v VOERIFEFR L ZVWOTH 5,

F—OWMREBEHIIERIC L > CHLOBMMBMEN T AR L T2 5 Th 2, BFETY OBi4Ht
MEFBIL7HBE R R T 2 20 CRBARIRE L TWwd, FEEEE TS OBE T WHEH 27
WL CTHRILEE S 2EEN T ITE TN TONIERTSIELD 5, —H. FTH 2t 233 S
NBDHR T AMEEAD X 5 & UTHlTFMAEZ LT HEMEMERTZI AT b 72 5 TR TV,
BATELLLVOIEE, [T L . N) 2 —DHEMEIBERT 2 PIRETH D,

WEE LM 2 REE LTV 2 2 3SR A 7 V2T 2, 5 EERV= 2 ZFRREHRY 1 2 v
Al 2 D3E L & B b SRR AL L. R, MR, MR, BEED 6 0D R T —VIZAHLTWw S, £
Lf?¥%%%4aww%xT—yaiAoww%ﬁ#%O ENOITEEOLEENE, vy vs, FlE
P, MBI EEEOFRIED2 ) A7 2R, BLI LA A=Y, BE~ODELSTHL, BETHET
12 EORIRMED & DR A4 2 VOCEMAS N2 EHSRIZX o TRL 2,

IR TR LT 2 5 L IEBEFET IS OBERRY A 7 VD LD R T — YT LD IEEE
DIFERETH 2% MRT 2D FENTH 2, P2 X, HHOR T — Y TIHEEML N ELTHHEA LG
DAT =Dy T VEPENL LB EINT 2 2MOIEFHEBLFEET 2725, HHWIE, B
ADATF—VRB Yy IV THoTHWIEDA T —VPBRENELL TV SHH 2 HR/NREICEEZ Tw3
BIHOBEREOIGFHET 27255, MEEL L2 BERAFET20EMHEL Z L TER WV, R THIUT
EDOREDLTVDEESS, 120, BEOHHLITEIULIET V= T =Yy VEFEBTEL2005% 4
EERNV=2DFRMTH 5,

BhH D FEEE 23 U CEN TR 2R L0 % &, FTS 250 L TR OEAL 2 b K 3 H
WIR D 5 WG ZAfidg 2 3E L TV D 2 RS 5, MERDOBUESIZEAWTIIERE L ) 2 7 28T
oI/ a y b THEEL TR 2L mOITHE L, REMICE 2 & REEEORFHBIZ X ) A
A LHIRHD . KEBIZFEROMED T35, DF D, REFHA 2 I U CHIRH 2478 2 Buh 7z 25, B
THNENN BRSNS Z 2138, BARELZ I TORAIEAROER B2 2HAS RS,

HENNZHE LTy aryDY 7 25355, [Windowsd5D 0S ZRIF T 2Dt~ 7 u Y 7 Mt
BAHEMHEHRE L, FARBOAEEI R NIY 7 V2 ERST 28I LT 4 27 TH 2 12, BAKIIE

29 Kim, Chan W. & Mauborgne, Renée. Strategy, Value Innovation, and the Knowledge Economy. Sloan Management Review, Vol. 4,
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30 Kim & Mauborgne (2015), op. cit., p. 117.
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32 Thid., p. 46, Trans.: “Producing the first copy of the Windows 95 operating system cost Microsoft millions, whereas subsequent

copies involved no more than the near trivial cost of a diskette.”
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33 Kim, Chan W. & Mauborgne, Renée. Blue Ocean Strategy. Harvard Business Review, Vol. 82, No. 10, October 2004, p. 83.
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