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BLUE AND RED OCEANS IN THE TOURISM INDUSTRY:
BOUNDARIES AND COMPETITION RULES

E. B. Toapepiuiko,

acnipaHT Kadeapu ekoHOMIKM Ta ¢iHaHCiB, MyKauiBChRUI AepP>KAaBHUI YHIBEPCUTET

H. M. T'o6ank-Mapxosny,

K. €. H., AOIleHT KapeApU MEHeASKMEHTY, YIPaBAiHHA eKOHOMIYHVMMM IIPOLjeCaMy Ta TYPHU3MY,
MyxkauiBcbKUIT Aep>KaBHUI YHIBEpCUTET

I'. B. Mamiika,

A. T€orp. H., mpodecop, 3as. kadpeapu typusmy, ABH3 "Virropoacsknit HajioHaAbHMIT yHIBepCuTeT"

BAAKUTHI TA YEPBOHI OKEAHU YV TYPUCTUYHIN T'AAY3I: KOPAOHU TA MPABUAA KOHKYPEHIIIT

The study found that both "blue ocean” and "red ocean” strategies exist in the tourism industry, which are
implemented through boundaries and competition rules that business entities must consider to ensure their
effective functioning and high performance. Thus, the research is aimed atidentifying the peculiarities of forming
such boundaries and competition rules. The results of the study showed that in the tourism industry, red ocean
strategies are focused on competition with existing players, which is mostly manifested through price reduction
andthe development of new tourism products. In turn, blue ocean strategies allow businesses to go beyond the
traditional tourism market and attract new clients by providing services aimed at enhancing the ecological
sustainability of tourism, developing new tourism formats, utilizing innovative technologies, automating the
processes of booking and selling tourism services, organizing thematic events, festivals, concerts, excursions,
etc. It has been proven that each of the red and blue ocean strategies in the tourism industry tends to create
various types of monopolies, based on specific rules and boundaries of competition. These concepts are related
because competition rules can be used to control and regulate the boundaries of monopolies and competition
environments. In the blue ocean, there are competition rules, but they are generalized, aimed at preventing
abuse of market monopoly position, avoiding unfair competition, protecting intellectual property rights, and
other forms of competition. If competition rules are considered in terms of the requirements for fulfilling these
conditions, they are oriented towards creating monopolies based on innovation. The study has shown that
competition boundaries are loud and necessary for controlling and regulating the boundaries of such a monopoly.
In the red ocean, competition rules are designed to win over competitors, rather than seeking new markets or
creating new products. In total, competition rules in the "red ocean” are oriented towards creating monopolies
based on the ability to control prices and supply volumes on the market. In addition, in the "red ocean” strategy,
competition boundaries are rigidly limited but are established depending on the desire to win over competitors.

Y mexax gocnigxkeHHs: KOHCTATOBaHO, sIK "61aKknTHWIA okeaH” Tak i "4epBOHWIA OokeaH" y TYPUCTUYHIN ranys3i,
ue cTparerii, peani3auisi SKUX CrIPsIMOBY€ETbCsl KOPAOHAaMM Ta NPaBU1IaMu KOHKYPeHUii, ki MaroTb 6yTy Bpaxo-
BaHi cyb ‘ekramu 6i3Hecy, 00 3abe3neynTn ix e¢pekrueHe PyHKLIOHYBaHHS Ta BUCOKY pe3y/ibTaTuBHICTb. Bigrak
A0CNigXXeHHs opieHTOBaHe Ha BU3Ha4YeHHs1 0COO/INBOCTeV POpPMYBaHHS TAKUX KOPLAOHIB Ta npaBun/1 KOHKYPeHLUil.
3a pesynbraTtamu 4ocnigkeHHs KOHCTaTOBaHO, L0 B TYPUCTUYHIN rasny3i cTpaTterii 4epBOHOIro okeaHy OPiEHTO-
BaHi Ha KOHKYPEeHL,ito 3 iCHYIOYUMU rpaBLsSIMU, L O 34e0i/bLLIOro NposiB/ISIETHCA Yepe3 3HNKEeHHS LjiH Ta po3po0-
Ky HOBUX TYPUCTUYHUX MNPOAYKTIB. Y CBOIO Yepry, cTparerii 6J1aknTHOro okeaHy 403BOJSIOTb Oi3Hecy BUIATH 3a
MeXXi TpaanLifiHOro TypuCTUYHOIr O PUHKY Ta 3aJ1yYUTU HOBUX KJTIEHTIB, LLUJISIXOM HagaHHSs MOCAYr, CIIPSIMOBaHUX
Ha nigBULLIeHHS eKOJIOTiYHOI CTilAKOCTI Typu3my, po3pooKku HOBUX popMaTie Typu3My, BUKOPUCTaHHS IHHOBaLii-
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HUX TeXHOJIOriVi, aBTomarn3auyii npoLecis 6POHIOBaHHS Ta MPOAAXY TYPUCTUYHUX NOCJIYr, OpraHi3auii temaTny-
HUX nogin, pecTnBanie, KOHLEPTIB, eKCKypCii Towo. JoBeaeHo, L0 KOXHa i3 CTpaTerii 4epBoHOro Ta 6/1aknT-
HOIro oKeaHiB B TYPUCTUYHIN rany3i Tsokie 0 CTBOPEHHSI MOHOIMOJIIl Pi3HNX TUIMIB, OPIEHTYIOYUCH HA crieyngidHi
npaBnsia Ta KOPAOHN KOHKYpPeHUii. Lji MTOHSTTs NoB 's13aHi TUM, L0 NpaBu1a KOHKYPEHLT MOXXyTb 6yTyn BUKopuc-
TaHi 4711 KOHTPOJIIOBaHHS Ta pery/ioBaHHsI KOPAOHIB MOHOIMOJII Ta cepeaoBuLLa KOHKYPEeHUii. Y 6/1aknTHoOMy
OkeaHi HasiBHi NpaBusia KOHKYPEHLUiT, asie BOHN MaloTb y3ara/ibHeHUi Xapakrep, CripsiMOBaHUii Ha 3anobiraHHs
3JI0B)XNBaHHSIM MOHOITOJIbHOIO IMO3ULIIEIO HA PUHKY, YHUKHEHHS He 40OPOCOBICHOT KOHKYPEHLIi, 3aXnCT npas iHTe-
JIeKTyaJsibHOI BJIACHOCTI Ta iHLLUNX pOpM KOHKYpeHUii. SIKLO po3rnsgaTtv npaBusia KOHKYPEeHUii Yepes npusamy
BUMOTr [J151 BUKOHaHHS LiX YMOB, BOHU OPi€EHTOBaHi HA CTBOPEHHSI MOHOIOJ1it, iCHYBaHHS IKUX FPYHTYETbCS HA
iHHOBaUiiHOCTI. Y gocnigyxeHHi goBeAeHO, L0 KOPAOHN KOHKYPEeHLii € ry4YKu i MOTPIiOHI 4151 KOHTPOJIIOBaHHS Ta
perysitoBaHHsi KOPAOHIB Takoi MOHOMOJIT. Y 4epBOHOIro okeaHy npaBuia KOHKYPeHUii MaloTb 3abe3neyntu ne-
PeMory Hag KOHKYpPeHTaMu, a He Ha NMOoLLYK HOBUX PUHKIB 200 CTBOPEHHS1 HOBUX NMPOAYKTIB. Y CYKynHOCTI npaBu-
J1a KOHKYPEHUii y "4epBOHOMY OKeaHi" Opi€eHTOBaHi Ha CTBOPEHHSI MOHOIMOJIiN, iCHYBaHHSI AKUX rPYHTYETLCS HA
MOXXJINBOCTSIX 34iliCHIOBATU KOHTPOJIb HAA LiHOIO Ta 06csirom npono3unyii Ha pyuHKy. Kpim Toro y ctparerii "yep-
BOHOIO OkeaHy" KOpAOHU KOHKYPEHL}ii € )XOPCTKO 0OMe xeHUMM, asie BCTAHOBJIIOIOTbCS 3aJ1€)KHO Bif NPparHeHHs!

A0 rnepemMorvi Hag KOHKypeHTamu.

Keywords: strategy; monopolies; business entities; tourism service; effectiveness.
KarouoGBi cnoBa: cmpameeis; moHonoii; cy6 ekmu Gi3HeCy; mypucmuyHa nocayaa; pesyasmamuBHicme.

PROBLEM SETTING (DESCRIPTION OF THE
PROBLEM BEING ANALYZED IN GENERAL

AND ITS CONNECTION WITH IMPORTANT
ACADEMIC OR PRACTICAL TASKS)

In the tourism industry, the term "blue ocean" is used
to describe a market where there is no competition or very
weak competition. This can be an area with an insufficient
number of tourism services or locations that are remote
or difficult to access for many tourists. In such cases,
companies that provide tourist services can easily find
customers and generate profit. At the same time, a "red
ocean" describes a market with high competition, where
companies that provide tourist services are competing for
customers. This can be an area with popular tourist
destinations that are crowded with various companies
trying to attract tourists with their services. In such cases,
competition can lead to adropin prices and a decrease in
profit for companies operating in the industry.

It should be noted that companies that want to be
successfulin the tourism industry must consider both blue
and red oceans and develop their strategies accordingly
to their boundaries and rules of competition. For example,
companies that operate in blue oceans can focus on
developing new tourist destinations and attracting new
customers. Companies that operate in red oceans should
focus on creating a unique proposition that will help them
stand out from competitors and attract new customers.

THE ANALYSIS OF THE LAST
RESEARCH AND PUBLICATIONS
IN WHICH THE SOLUTION
TO THIS PROBLEM IS BEGUN

Currently, among the studies devoted to exploring the
peculiarities of the functioning of business entities under
the conditions of implementing "blue ocean" and "red
ocean" strategies in various sectors of the economy, the
works of Kochkin N., Medvedev ., Kudenko N.V., Melnyk
T.S., Snihur L.V., and several others authors can be

distinguished. These scholars play a leading role in
examining the theoretical and practical principles of
applying the innovative strategy of the blue ocean, as well
as assessing the effectiveness of the strategy using the
Direct Policy Matrix (DPM). These works are the basis for
authors to identify previously unresolved aspects of the
general problem of defining the boundaries and rules of
competition applicable to business entities operating in
blue and red oceans. However, while these works outline
the basic features of such boundaries and limits, they do
not contain sufficient data to determine their content
specifically in the tourism industry, which has its own
peculiarities of functioning, driven by the focus on
providing tourists with the opportunity to rest and enjoy
new experiences in the places they visit. This has led to
the choice of the research topic and direction, as well as
its overall relevance, considering the decisive role of blue
and red ocean models in creating prerequisites for the rapid
development of business entities in the tourism industry.

Formulating of article purposes (the purpose of the
study). The purpose of the article is to identify the
peculiarities of establishing boundaries and competition
rules that arise when applying the blue ocean and red ocean
strategies in the tourism industry.

The paper's main body with full reasoning of academic
results. Within the framework of the study, it's stated that
both the "blue ocean" and "red ocean" in the tourism
industry are strategies, the implementation of which is
directed by their borders and rules of competition. These
components should be considered by business entities to
ensure effective functioning and high efficiency. What is
specific is that such boundaries and rules of competition
are formed based on the characteristics of "blue ocean"
and "red ocean" strategies in the tourism industry (see Fig.
1).

According to the data in the figure, it is evident that
the red ocean strategies in the tourism industry often focus
on competition with existing market players, by lowering
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prices to attract customers, deve-

loping new tourism products based featurcs of
on existing services but with the blue
qualitatively new characteristics (an ocean

example is the improvement of ; strategy

existing tourism services offered on
the market), expanding the geo-
graphy of services, including new
places in tourist routes, and so on.
At the same time, the "blue ocean"
strategy allows a business entity to
go beyond traditional tourism and
attract new customers who value
eco-friendliness and sustainability.
One example of such a strategy in
the tourism industry could be the
provision of services aimed at enhancing the ecological
sustainability of tourism. For instance, a company can
develop an innovative eco-tourism program that includes
responsible behavior in the natural environment, waste
disposal, and other measures to reduce the impact on the
environment. Other examples of "blue ocean"” strategies
in the tourism industry may include:

1) developing new tourism formats that simplify travel
and make it more accessible;

2) creating tour packages for new markets (such as
local tourists or families with children);

3) using innovative technologies to improve the quality
and convenience of tourism services;

4) implementing creative and unconventional
approaches to attract tourists, such as organizing themed
events, festivals, concerts, tours, and etc.;

5) streamlining and automating the booking and sales
processes of tourism services through internet technolo-
gies and electronic payment systems;

6) opening new tourism routes and destinations that
were previously inaccessible or underdeveloped.

According to the content of modern research, each of
these strategies tends to create
monopolies of various types,
based on specific competition

\ the struggle in the
existing space of
the tourist market

operation of
existing demand

competitive
advantage, hard
borders and
competition rules

Fig.1. Specification of features of "blue ocean™ and "red ocean’
strategies in the tourism industry

Source: formulated based on [1].

creation of a competition

features of free space of tourist market

the red ocean
strategy

creation of new demand
on the tourist market and
owning it

the opportunity to avoid
fear of competition and
competition rules that
general nature have

v

as geographical borders, or legal, such as patents or
copyrights. Competition boundaries can also be
established by the government to ensure fair competition
in the market.

In particular, in the "blue ocean" strategy in the tourism
industry, competition boundaries are not rigidly defined
and poorly regulated, and specific competition rules are
absent because they are yet to be established (as illus-
trated by Figure 2).

Accordingly, such competition rules in the "blue ocean"
of the tourism industry can be used to create monopolies,
based on innovation, as well as to control and regulate the
boundaries of such a monopoly.

Thus, regarding competition rules, in the "blue ocean,"
it can be noted that they do exist but have a general
character aimed at preventing abuse of a monopolistic
position in the market, avoiding unfair competition,
protecting intellectual property rights, and other forms of
competition. If we consider competition rules through the
prism of requirements for meeting these conditions, they
can be expressed in the following regulations [1—2; 4—
5]

Competition Rule 1. Creating its own demand by reshaping

rules and boundaries. These con-
cepts are related in that compe-
tition rules can be used to cont-
rol and regulate the boundaries

the traditional market boundaries established in the tourism
industry

Competition Rule 2. Focusing on innovation development
(which is part of the value for tourists) and improving

of monopolies and the com-
petitive environment.

Authors are guided by un-
derstanding of competition rules

efficiency

Competition Rule 3. The focus is on creating innovative

as a set of laws, policies, and
practices that regulate compe-
tition in the market in order to
ensure alevel playing field for all

value, which is facilitated by the four-action model:
eliminate, reduce, raise, create

Competition Rule 4. Shifting the focus from competition to

participants, protect consumer
rights, and create favorable
conditions for economic growth.
Actors refer to the understan-

the competition borders are loud and can change

cooperation with other players in the industry.

Competition Rule 5. The focus is on supporting the

ding of the boundaries of com-
petition as limits or restrictions
that are established in the mar-
ket to limit competition. These
boundaries can be physical, such

commercial viability of the idea.

Fig. 2. Rules and borders of competition in the "blue ocean” of the

tourism industry

Source: formulated based on [1—2; 4—5].
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1. Creating its own demand by resha-
ping the traditional market boundaries
established in the tourism industry. For
instance, efforts can be directed towards
attracting new market segments that have
not been adequately served before. This
can be achieved by developing new
tourism packages for different categories
of tourists such as families with children,
elderly people, young couples, and so on.

2. Focusing on innovation develop-

Competition Rule 1. Battle for existing customers

Competition Rule 2. Focus on efficiency improvement

Competition Rule 3. Focus on continuous improvement of their

ment (which is part of the value for tou-
rists) and improving efficiency. Companies
should be prepared to introduce new
innovations that are of interest to tourists
(such as new travel formats, services that
simplify travel, environmentally sustai-
nable services, etc.) that canimprove their
services and ensure competitiveness in the
market.

3. The focus is on creating innovative
value, which is facilitated by the four-
action model: eliminate, reduce, raise,
create. This value involves balancing a uni-
que proposition where novelty, usefulness
to potential customers, and costs are in
equilibrium.

4. Shifting the focus from competition to cooperation
with other players in the industry. This means that instead
of fighting for market share and competing for customers
with other players, companies can look for joint
opportunities to create new markets and make the industry
more efficient. In the tourism industry, for example,
companies can collaborate to create new routes, joint
advertising, develop joint loyalty programs, and other
initiatives that will contribute to market growth and
improve customer service.

5. The focus is on supporting the commercial viability
of the idea. Business entities must adhere to a strategic
sequence of usefulness for the customer, acceptable cost,
expenses, and utilization (risks associated with the
business model).

The boundaries of competition in the "blue ocean
strategy” in the tourism industry are fluid and can be
adjusted or limited by:

— the government (to ensure fair competition in the
market);

— the business entity (to ensure openness to the use of
new technologies and innovations in providing tourist services).
Business entities can adhere to competition rules and
collaborate with each other, but it isalso important to develop
their own innovative solutions toattract customers and occupy
aniche in the tourism services market. Business entities that
successfully use new technologies and innovations that add
value to provide better services and attractive offers can go
beyond direct competitors who use old technologies;

— the cultural specifics. Related to the peculiarities
of a particular country or region, including language,
culture, and traditions. Business entities operating in this
region should be familiar with the cultural specifics and
appropriate norms of behavior to avoid misunderstandings
with local residents and tourists.

competition boundaries should ensure victory over
competitors

products and services

Competition Rule 4. Focus on price reduction

Competition Rule 5. Focus on improving relationships with loyal
customers

Fig. 3. Rules and borders of competition in the " red ocean "

of the tourism industry

Source: formulated based on [1—3; 5].

In the red ocean, competition boundaries are strict and
regulated, and specific competition rules are clearly
established (as illustrated in Fig. 3).

Accordingly, competition rules in the "red ocean" of
the tourism industry can be used to create monopolies
based on the ability to control the price and supply volume
on the market, which guarantees the ability to maximize
profit, as well as to control and regulate the boundaries of
such a monopoly.

Therefore, regarding competition rules in the red ocean
strategy in the tourism industry, they should ensure victory
over competitors rather than searching for new markets or
creating new products. If we consider competition rules
through the prism of requirements to fulfill these conditions,
they can be expressed in the following regulations:

1. Battle for existing customers (business entities
focus on poaching customers from their competitors);

2. Focus on efficiency improvement (business entities
increase productivity and reduce costs to increase their profit).

3. Focus on continuous improvement of their products
and services (business entities direct their efforts to make
their services better than their competitors to gain an
advantage in the market).

4. Focus on price reduction (business entities direct
their efforts to adopt a low-price strategy to attract more
customers and increase their market share).

5. Focus on improving relationships with loyal
customers (business entities direct their efforts to retain
customers who already use their services).

A specific list of competition rules in the red ocean
strategy is not exhaustive. In fact, the volume of rules
increases with the number of competitors. In the red ocean
strategy, competition boundaries are strictly limited (as
the market is saturated and numerous competitors are
present, all operating in the same market) and are deter-
mined by the following factors:
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1. Limitations dictated by price wars (businesses and
their competitors compete on price by offering discounts
and other promotional activities).

2. The need to reduce costs (businesses and their
competitors offer similar products or services with lower
costs to gain a larger market share).

3. Limited productivity (businesses and their
competitors strive to increase their productivity to increase
their market share and improve their financial performance).

4. Limited innovation space in which businesses and
their competitors create new products and services that
can change the dynamics of the market and provide them
with an advantage over their competitors.

5. Limited information space in which businesses and
their competitors compete for consumer attention using
marketing campaigns and other advertising methods.

In fact, in the "red ocean", the boundaries of
competition are established depending on the desire to
win over competitors and include the struggle for existing
customers, based on available limits for improving
efficiency, improving products and services, prices, and
relationships with loyal customers.

CONCLUSIONS FROM THIS STUDY AND
PROSPECTS FOR FURTHER EXPLORATION
IN THIS AREA

Based on the research results, it has been found that
in the tourism industry, red ocean strategies are oriented
towards competing with existing players, which is mostly
manifested through price reduction and the development
of new tourism products. On the other hand, blue ocean
strategies allow businesses to go beyond the traditional
tourism market and attract new customers by providing
services aimed at increasing the ecological sustainability
of tourism, developing new tourism formats, using
innovative technologies, automating booking and selling
processes for tourist services, organizing thematic events,
festivals, concerts, excursions, etc. The authors emphasize
the following conclusions:

1. Each of the red and blue ocean strategies in the
tourism industry tends to create monopolies of various
types, guided by specific rules and boundaries of
competition. These concepts are related in that
competition rules can be used to control and regulate the
boundaries of monopolies and competitive environments.

2. In the blue ocean, there are rules of competition,
but they have a generalized character aimed at preventing
abuse of a monopoly position in the market, avoiding unfair
competition, protecting intellectual property rights, and
other forms of competition. If we consider the rules of
competition through the prism of requirements for meeting
these conditions, they can be expressed in the following
regulations: creating their own demand by reconfiguring
traditional market boundaries formed in the tourism
industry, focusing on innovation and efficiency, aiming to
create innovative value; and supporting the commercial
viability of the idea. Taken together, the rules of
competition in the "blue ocean" of the tourism industry
can be used to create monopolies based on innovation.
However, the boundaries of competition are flexible and
can change, but they exist because they are necessary to
control and regulate the boundaries of such a monopoly.

3. In the "red ocean" of competition, the goal is to
ensure victory over competitors rather than searching for
new markets or creating new products. If we consider the
rules of competition through the requirements to meet
these conditions, they can be expressed in the following
regulations: fighting for existing customers, focusing on
efficiency improvement, a constant drive for product and
service improvement, and so on. In fact, the volume of rules
increases with the number of competitors. The set of rules
in the "red ocean" is aimed at creating monopolies, which
are based on the ability to control the price and volume of
supply in the market. In addition, in the "red ocean"
strategy, competition boundaries are strictly limited, but
they are established based on the desire to win over
competitors and include the fight for existing customers,
within available limits for efficiency improvement, product
and service improvement, pricing, and relations with loyal
customers.

The prospects for further research in this direction
make it possible to outline the taxonomy of models for
expanding beyond the traditional tourism market and
attract new clients.
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