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Abstract

Blue Ocean Strategy is a new strategy that business can imply for operations. The main concept

of this strategy is “Real opportunities is in Blue Ocean, that is the space without competition”.
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However, in actual business world, there are many businesses that show interest in this strategy

but uncertainty that it will be worked or not.

This article show example of business in Thailand, Seaweed TaoKaeNoi, with Blue Ocean

Strategy applying. Seaweed Tao Kae Noi employed Ocean Strategy in actions. In contents of

New strategic group, Scope of product of service offering, Functional-emotional orientation of an

industry, and Time. Blue Ocean strategy can initiate customers’ satisfy, firms” growth, and profit.

Key words : Management Strategy, Blue Ocean, TaoKaeNoi
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