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EXECUTIVE SUMMARY

The funeral business is considered as a new business as it was part of public service delegated to the city town hall. Law No. 93-23 of 8 January 1993 opened the privatisation and modernisation of the funeral business in France. Since then, thousands of private funeral directors (pompes funèbres) were established and took over the role of the city town hall in taking care of the funerals. Few big groups of funeral directors dominate the funeral market, although independent funeral directors exist too. As big groups, they have been able to develop and digitize their service as well as raising their online visibility which favors them to reach more people in the market. At the same time, the other independent funeral directors stay traditional by offering standard services for funerals and have zero visibility on the internet.

Simplifia emerged in the funeral business in the middle of the aforementioned situation. Offering a three-in-one solution to the independent funeral directors, Simplifia has reached a partnership with more than 700 funeral directors and become the leader of a combination of (i) web hosting and funeral software and (ii) online post-funeral administrative service sector in the funeral industry. The author is keen to analyse Simplifia's business strategy through the lens of Blue Ocean Strategy theory, using the following tools and frameworks : strategy canvas analysis, four actions framework, three characteristics of good strategy, six paths framework and the four principles of blue ocean strategy formulation. Using the tools provided by Blue Ocean Strategy theory, the analysis is intended to break down the applied business strategy which has allowed Simplifia to unlock the unexplored new market in the French funeral business. 

. About the master programme

After spending more than 5 years working in the field of both litigation and corporate lawyering, the author decided to pursue a master programme which would allow him to dive into the field of management and business administration, in order to gain competencies related to corporate management, entrepreneurship and business decision making. The author then chose to take part in the Applied Corporate Management Programme at IAE Grenoble, a master's degree dedicated for students who are not from business or management background. It is within the framework of the aforementioned master's degree, the author did a 4 months-long internship in a Lyon-based french start-up, Simplifia. The internship itself is mandatory and intended to allow the students to apply what they have learned from the programme in a real-life business management situation. It would additionally give them the opportunity to acquire working experience before their graduation.

About the host company

The company where the author did his internship, Simplifia (hereinafter shall be referred to as "Simplifia" of "the Company"), while it was initially created as a student project at EM Lyon, has grown as one of the most promising start-ups in the funeral sector. Maxime Nory et Baptiste Dhaussy, the two founders of the Company, materialized the project back in 2011 with the idea to "revolutionize the funerals" . With this vision in their head, they 1 came up with the idea to help close family mourners to deal with the administrative process related to the deceased, such as : pension, contract subscriptions, life insurance claim and so on. They know for sure how complicated and time-wasting the French bureaucracy is and how it may cause additional burden to the family. Additionally, Simplifia's post-funeral administrative service would allow the family to obtain financial assistance, benefits, help or rights which they never knew ever existed, for instance, the allowance for widow, which is only requested in 10% of cases . The idea to 2 "revolutionize the funerals" is not only to come up with a new product of service, but also to adapt the existing funeral business, which the founders found "archaic", to the modern-day business environment. Instead of taking over the work of the existing funeral directors, Simplifia offers them supplementary services which allows them to give an added value to their existing services. Within its early stage, Simplifia has brought forward 3 unprecedented ideas to the industry : opening a new field of service; using the digitized approach to their service; and applying channel sales method to sell their service while positioning itself as a company offering "white-label product" in the industry. Few years later, Simplifia transformed the above ideas into 3 main products : Post-funeral administrative service, Funeral software and Digital display. By offering those products, Simplifia has now convinced more than 700 independent funeral directors to become its partner . Consequently, it 3 has boosted the number of families taken care of up to 3 500 families per month . Those numbers would then help the Company to grow progressively 4 and recruit more people to accompany both funeral directors and the families.

Today, the Company counts more than 40 employees and is still growing as it aims to triple the number of the Company's partners and families. Although the Company has already reached such promising commercial numbers by offering its main products, it does not stop the Company from developing new products and expanding its business, such as broadcasting live streaming funerals for the people who cannot come to the funerals or providing memory book compiling messages for the deceased and photos shared by people.

About the internship

Amongst many expansions which marks the success of Simplifia, one new business unit has may become the most remarkable business expansion 4 Ibid. the Company has ever seen, and it is the flower delivery for funerals. While the business unit is relatively new, the revenue it generates is somewhat significant. The author had the opportunity to work as a Customer care intern in this department and responsible for managing the Company's e-commerce platform. The day-to-day operation of flower delivery is maintained through 3 main softwares such as Zendesk, Ringover and Woocommerce. Through the expertise of such softwares, the author was responsible for the daily activities of delivery and the improvement of its customer satisfaction level through direct contacts with customers (emails, phone calls and chat).

The idea of this business unit is somewhat simple : build an online platform which allows the public to place an order and pay for it online. And that was how the e-commerce platform for flower delivery was created.

Simplifia then created 2 channels to materialize this project, first by creating obituary space for the website provided to funeral directors they work with, and secondly by launching an independent obituary website "simplifia.fr". Furthermore, the Company embedded its e-commerce platform to those channels to drive and facilitate the order of flower delivery. At this stage, the author was in charge of providing phone assistance to customers who have a problem placing the order online. Principally, the orders, once placed in our e-commerce platform, will be transferred directly to an agency we work with, called Agitateur Floral (hereinafter shall be referred to as "the Agency").

However, orders bearing "irregularity" will not be delivered automatically to the Agency and stay in our platform to be verified by the customer care team. The author, as part of the team, would then check the irregularity and take the necessary actions to follow up the order. "Irregularity" may occur from different aspects, for instance, if the gap between the time of the order placement and the delivery time requested is too short, or if the delivery address is filled in manually from an unknown source. Any irregularity would create a red flag to the customer care team and would require a manual verification for it to be taken into account. Once an order is placed and transferred to the Agency, they will search a florist in or near the locality of the destination to then handover the order to the florist who is able to execute the order. In this stage, many issues may arise, such as unsuccessful attempts to find a florist who can execute the order, unavailability of flowers requested in the stock, the change of delivery time or place and so on. To any issue occurring at this stage, the author would communicate it to the relevant client and take necessary actions to satisfy the needs of all parties. The author was also responsible to maintain and improve the customer satisfaction of this business unit with the help of Zendesk, the customer support software used by the Company to facilitate the treatment of any issue and communication with the Agency or customers. The phone call software, Ringover, and the customer care email address are integrated to Zendesk so that any issue and communication are traceable, centralized and accessible for the whole team.

At this stage, the author would handle any complaints, inquiries and requests.

The internship has given the author the opportunity to obtain his first working experience in the field of management. Through the expertise of using the relevant tools and the experience gained from handling the business unit's both BtoB and BtoC day-to-day activities, the author has developed his management and business administration skills which would be useful for his future professional career. The expertise of customer software support and cloud phone call tools gained from this internship would be a handy skill in any field, not only related to customer care position but also to marketing, business development or operational position. Furthermore, the internship has shaped the author's specific transferable skills which would be applicable in any circumstances, such as communication in French and problem-solving ability.

Subject Matters

Introduction of Competitive Strategy and Blue Ocean Strategy

Under the free market circumstances, competition plays a substantial role as to whether or not a company's activities are good enough to stay sustainable in the market. Michael Eugene Porter, a famous American economics and business strategy academic, affirms his position about competition in his book "Competitive Advantage":

"Competition is at the core of the success or failure of firms.

Competition determines the appropriateness of a firm's activities that can contribute to its performance, such as innovations, a cohesive culture, or good implementation." 5 With this situation applied in any industry wherever competition exists, any company is automatically driven to create an advantage over its competitors or else it will be wiped out from the arena even before it has a chance to enter the competition. Furthermore, Michael Eugene Porter states that to be able to survive under competition, a company must set out its competitive strategy. He additionally says that the importance of competitive strategy is to establish profitable and sustainable position against the forces which determines Although Porter emphasizes the role of competition in evaluating companies performance in the market and in driving companies competitive strategy against the 5 forces of the competition, it is widely agreed that competitive strategy is predatory and creates bloody wars between competitors. Taken from military terminology, "strategy" focuses on confronting an opponent and fighting over a given piece of land that is both limited and constant . Strategy in war perspective is focused on beating the enemy and 8 control over more territory, and if we apply the same spirit in our business strategy, we will consequently pay attention to the same existing market, either in an offensive or defensive way. With this perspective in mind, corporate strategy focuses mostly on low cost and differentiation. It then creates price wars and consequently, it does not create sustainable and high margin profitable activities for most companies. Some others may even fail to survive and become part of the history.

As much as business resembles the military field, it is by fact a totally different discipline and therefore works under unique circumstances. Market in business (if we reflect it as a "territory" or "terrain" in wars or military) is unlimited and variable. Business players have succeeded, over the course of history, to create new markets hence they would break out from the market and create a "new territory" where they would be the only one controlling over the territory . In consequence, they would have control over the price and the "Red oceans represent all the industries in existence today. This is the known market space. Blue oceans denote all the industries not in existence today. This is the unknown market space." 10 From the above studies, we currently understand how important business strategy is for a company, not only to survive, but also determine whether or not a company is able to grow and sustain in the business. Although it is good to have a competitive advantage in the competition, a company needs to jump out of the market boundaries and find a new market where competition will not anymore be relevant. To be able to reach this objective, a company has no choice but to set out its Blue Ocean Strategy. However, it is not that easy to determine and create Blue Ocean Strategy without tools and frameworks which would help us to understand the market situation and where our position is in the market. Once we understand the principles of Blue Ocean Strategy and get the results of our analysis using the tools and the frameworks, then we would get a bigger picture of the market which would help us to create our blue ocean strategy. The tools and the frameworks could also be used to analyse a company's strategy and positioning, then identify how the company applies a set of strategy that is considered as Blue Ocean Strategy.

Introduction of Simplifia's business strategy

While spending 4 months of internship in the Company's flower delivery business unit, the author was intrigued by how the Company has become the rising star in the funeral industry only in the span of 10 years. It is obviously not easy to start a business from scratch and survive the early years of its establishment. It requires a set of strategies which help the Company to break out of the competition and create its own market in the existing industry. With the initial idea, the founders of Simplifia could have established an independent funeral director company and apply their revolutionary digitized idea to compete with the existing 9000 funeral directors in France. Simplifia could also become a company which offers post-funeral administrative service to the public instead of offering such service to independent funeral directors, using its competences in creating websites and using relevant tools to conduct its activities. However, they saw it differently, what they did was to establish a company who could collaborate with those 9000 funeral directors and help them to survive in the industry dominated by big groups of funeral directors.

Simplifia proposes the following main services to funeral directors as their main products : post-funeral administrative service, funeral software and digital display and flower delivery service. In addition to that, the Company has launched its obituary website which contains a flower delivery service for the public.

Subject of discussions

Having the occasion to carry out an internship at Simplifia, the author is interested to analyse Simplifia's business model, including its strategy, market positioning and products/services through the lens of Blue Ocean Theory.

Using the method, tools and frameworks given from the theory, the author would like to discuss the following discussions in this thesis :

1. Using the Strategy Canvas analysis, how is the current state of funeral industry in France and how Simplifia positioned itself in the industry; 2. What are the factors which enable Simplifia to break out from its Red Ocean market and to carry out its activities;

3. Simplifia's Business Strategy : Creating a whole new Blue Ocean Market or simply an extended Red Ocean Market.

Hypothesis

The funeral business is considered as a new field of business as it was part of public service delegated to the city town hall. Law No. 93-23 of 8 January 1993 opened the privatisation and modernisation of the funeral business in France. Since then, thousands of private funeral directors (called "pompes funèbres" in french) were established and took over the role of the city town hall in taking care of the funerals. In 2019, there were more than 9000 active funeral directors in France while 73% of them were competent to organize funerals . According to the French National Institute of Statistics and 11Economic Studies (INSEE), there were 603,000 deaths in France in 2017 and the website Meilleures Pompes Funèbres estimates that the number of deaths should increase by around 16% to approach 700,000 deaths per year by 2030 . Furthermore, the annual turnover of the French funeral directors market is 12 estimated at 2.5 billion euros .

13 Few big groups of funeral directors dominate the funeral market, although independent funeral directors exist too. The biggest group of funeral directors, the OGF Group, itself occupies 20% of the market, followed by 2 other big groups : Choix Funéraire and Roc Eclerc . As big groups, they have 14 been able to develop and digitize their service as well as raising their online visibility which favors them to reach more people in the market. At the same time, the other independent funeral directors stay traditional by offering standard services for funerals and have zero visibility on the internet. Simplifia emerged in the funeral business in the middle of the aforementioned situation.

At first, it offered a "white-label product" to the independent funeral directors, so that they could offer more services to the family, and in this case, offering 14 Thebusinessplanshop.com. "Créer une entreprise de pompes funèbres", consulted on 21/11/2021. help on administrative proceedings after a decease. Simplifia was not the first who offers this service as it has already existed, however, it has never been offered sporadically as a "white-label product" to the independent funeral directors before as it may give an added value to their whole services. After a few years of operations, Simplifia added more products to their partners : digital showcase creation and funeral software. These products would then facilitate and simplify its core service : help on administrative proceedings after a decease; help the independent funeral directors to be visible online; and open a new business unit : flower delivery for funerals.

Looking at how Simplifia has evolved as a company which counts more than 700 independent funeral directors in partnership in its accounts, it seems that Simplifia's business strategy works really well. We could also see it from the growing number of employees and the investment they have placed to rent a big stand in Funeraire Paris 2021, the biggest funeral market exhibition counting more than 5000 visitors from professional funeral background.

Standing on these facts, the author addresses the aforementioned subject of discussions in Chapter 1.2.3 by starting off a hypothesis that Simplifia has found a way to create its Value Innovation, as the key to eliminate the trade-off between differentiation and low cost for itself, achieved from its ability to find out the elements to be questioned in each Blue Ocean action frameworks (Raise, Eliminate, Reduce, Create). In terms of the services offered by Simplifia, it is by fact not 100% original, however, those services were combined and channeled into the right niche market, making it a whole new blue ocean market. The author then relies on the hypothesis that Simplifia's activities would not be possible without several factors that enables it to offers digital-based services without the accessibility to digital platform and softwares and the expertise of manipulating it. Simplifia is in fact equipped with a solid team of web developers, traffic manager and digital project developers.

Furthermore, Simplifia's post-funeral administrative service counsellors are made up fully of people holding the auto-entrepreneur status, which would allow it to reduce the cost of employment.

In order to approve or disapprove of said hypotheses, the author will rely on the analysis of the object of study by putting in place methodologies that the author will discuss later.

Methodology and Object of Study

This thesis is an academic document that adheres to the applicable academic methodology. In order to examine the hypotheses of this thesis and to answer the questions raised in the subject of discussions, the author decided to set up qualitative research methods. Qualitative research is based on a comprehensive aim seeking to answer the questions why and how . This 15 allows the author to respond to complex issues based on the analysis of actions and interactions, taking into account the intentions of the actors. This leaves more space for the author to study the object of study in a more interpretive and dynamic way. Then, qualitative research is the set of methods giving the author access to these data collection methods: documentary research, the Company's products/services, video presentation of the Company made by its employee, interview, direct observation, archives, and physical objects. These methods are considered useful for the author in order for the data to be codified, inductively or deductively. In addition, the data will be analyzed on the basis of theories related to the subject of the research, such as the theories of generic strategy and competitive advantage, Porter's force model, and blue ocean strategy theory.

Plan of Discussions

The objective of this thesis is to understand how Simplifia has grown into a company trusted by more than 700 independent funeral directors in taking care of more than 3500 families per month, as well as becoming the reliable partner to those funeral directors in digitizing their services. Thus the author supposes that Simplifia has a set of unique strategies which allows them to carry out its activities in a new unexplored market within the funeral industry. To achieve this, the author will examine the aforementioned hypotheses by examining the object of study using the research methods the author has chosen. Hopefully this will allow us, in the end, to answer the subjects of discussion raised in this study.

The first part of the discussions will present the concept of Blue Ocean Strategy and why it is important for a company to imply this theory in its strategy. To help understand the concept of Blue Ocean Strategy, this part will introduce the definition of blue ocean strategy and what characterizes it as well as the examples and the success stories of companies who had found its way to take benefits from Blue Ocean Strategy. Afterwards, the discussion will focus on what we call Value innovations, the key element to find the meeting point between differentiation and low cost. This part will then invite the reader to get deeper in this theory through the understanding of tools, principles and frameworks of Blue Ocean Strategy, such as strategy canvas analysis, four actions frameworks, three characteristics of good strategy, four guiding principles of blue ocean strategy formulation and six paths framework.

The author will then display who Simplifia is and what it offers in the second part. The idea of this part is to have a comprehensive image of Simplifia by presenting its history, management structure and departments, values, products/services. This part will also present how Simplifia carries out its activities, from reaching out a potential partner, closing the deal, to maintaining the relation with its partners.

In the third part, the author will analyse the current situation of the Finally, the fifth part will focus on breaking down how Simplifia found its own Value Innovation. Such analysis aims to understand how Simplifia broke out from the traditional competitive (structuralist) strategic thinking into the Blue Ocean (structuralist) strategic thinking and being able to create advantage against its competitors by way of combining low cost and differentiation in parallel.

Based on these analysis, the author will end this thesis by synthesizing conclusions and presenting suggestions / recommendations.

II. Discussions

What is Blue Ocean Strategy and its importance in Strategic Management

The relevance of competition and strategy in business

The author has no intention to start the discussion with the classic debate of "Shareholders vs Stakeholders -Friedman vs Freeman", however it is key to understand the concept of a company (or sometimes called "firm" or "corporation", or "business" or any other terminology -and the author, again, does not want to get into the debate on what is the difference of those terminologies from legal perspective). While Freeman argues that a company can make profit, while in parallel, satisfying the other stakeholders, Friedman does not share the same idea, he said in his book, "Capitalism and Freedom": "There is one and only one social responsibility of business-to use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say, engages in open and free competition without deception or fraud." 16 But both sides agree that a company must, at least, satisfy its shareholders, by making profits from its business. Unlike NGO's, foundations or public institutions, companies are made as a proxy to run businesses and therefore it makes sense for them to make profits, to at least, cover its operational costs.

Along with the concept of a company, we should also consider the world (or we can call it the "global economic system") where companies exist.

As we all already know, the economic system applied on state and global level are market-oriented mixed economies, where some production is done by the private sector and some others are owned by the states . Consequently, 17 companies are competing with each other under the free market competition system. As presented in chapter 1.2 of this thesis, Porter explains the urgency for a company to have a competitive advantage against the five basic competitive forces (presented in Figure 1). He also expresses the role of the 17 Alan V. Deardorff (2006). Glossary of International Economics, Mixed economy. http://www-personal.umich.edu/~alandear/glossary/m.html#MixedEconomy, consulted on 21/11/2021 competition itself in examining whether or not a company's strategy is effective and resulting in a good impact.

Figure 1. Porter's five basic forces as a tool to understand a company's competitive environment

In economics, we learn two types of competition who oppose each other : perfect and imperfect competition. Perfect competition is all of those beautiful stories we heard from economics 101 class, where all the positive criterias are met : homogeneous products; none of the firms are large enough to influence the industry; no transaction costs, and no long-term economic profits . It is interesting to highlight that in perfect competition, no company 18 makes economic profit in the long-term, although as we discussed earlier, companies are designed to maximize profits. Thus basically no company wants a perfect competition as it is against its nature. Any company, in contrast, is willing to create imperfect competition (i.e. monopoly) in which it is alone in the market and is free to decide the number of supply and fix the price to optimize its profits. Monopoly is always labelled as evil. So evil, that even no company would admit that it wants a monopoly, or even companies who are practically doing a monopoly would object to any accusation of monopoly Before we get deeper into the concept of Value Innovation, the author feels the need to present firstly how strategy is constructed to win the competition within the red ocean. As the market in red ocean is full of companies, it is not surprising that companies are competing with each other to be the best in either choosing a strategic position of low cost or differentiation, and unfortunately this has been a dominant strategy for the past twenty five years . W. Chan Kim and Renée Mauborgne explained in 20 their book that this happens mainly due to the influence of which the strategy itself is abstracted from, the military. In chapter 1.2.1, we already discussed how the military point of view is not fully compatible within the business world, as it is more dynamic and not as static as the terrain in the military or as in the monopoly board game. Furthermore, Peter Thiel argues that our obsession towards competition is driven by our educational system, where everybody is measured by the grades which allows a precise measurement to our level of competitiveness .
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To go beyond the red ocean, we need to think differently. Instead of wasting our energy to find a way to beat the competition, we need to focus on creating Value Innovation for our company. Value Innovation is the attempt to avoid the "value-cost trade-off", and in contrast pursue low cost and differentiation simultaneously, as seen in Figure 2 . As it is presented in its suddenly transform a concept into a practical strategy, and the authors of Blue Ocean Strategy, W. Chan Kim and Renée Mauborgne realized it. That is why they provided us with tools, frameworks, grid, paths and principles to help us to formulate our Blue Ocean Strategy. If the set of our Blue Ocean Strategy is food, then they have given us the full kitchen set and the guides to use it. It is then up to us to optimize the tools, mix the perfect ingredients and come out with creative plating so that we deliver a brand new taste and experience to the people we serve.

To begin, we should be able to diagnose the current state of the known market (Red Ocean) in the industry. First of all, we need to start by breaking down the factors which the companies offer to the market. The more detail we break down the factors, the better the image it provides to us to be diagnosed. As we can see on Figure 4, both premium wines and budget wines draw their own value curve which represents its relative performance across the existing factors in the industry. It is visible for us that both value curves are consistent in their position. Premium wines stay at the high level of offering in all factors, including the high price offer. On the other hand, budget wines are consistent to stay in the middle-low level of offerings in every factor and consequently offer low prices to customers. From the above graphics we can see that budget wines are using the same low-cost strategy, while premium wines imply classic differentiation strategy. Each of them obviously serves a different target market, but wines from the same category have maybe only a slight difference and therefore substitutional to each other.

Looking at those existing value curves in the US wine market, a company called "yellow tail" saw an opportunity. The Australian-based wine brand combines new factors that made it different from both premium and budget wines. Not only does it add new factors, it also eliminates and reduces some of the existing factors which may cost a lot during the production process. With less cost in their production, they are able to raise the price above the budget wines thanks to the new factors it added to its product. The combination of those actions has opened a door for "yellow tail" to get access to the alternative wine market in the US. Yellow tail targets the consumer of beer, spirits, and ready-to-drink cocktails which is three times bigger than the wine consumer in the US. Their product is adapted to this market and successfully captured this alternative market alone while the other wine producers are still competing in the traditional wine market.

If we pay attention to the actions yellow tail did to create its own market, we would realize that those actions are basically taken within the following frameworks : Eliminate, Reduce, Create, Raise. The author of Blue Ocean Strategy formulated those frameworks to help us formulate our own Blue Ocean Strategy using the frameworks. Those are actually the questions which we should question ourselves while looking at the strategy canvas of the industry we are going to get in. "Eliminate" is a question related to the principal factors that mark the characteristics of the industry which should be eliminated. Those factors are the ones that the players have long competed on due to the longtime belief that it is impossible to eliminate it, although it may no longer have value. This also, in some cases, the costly ones. Then we move to the second question : "Reduce", to investigate the other factors which play an important role in the industry but are considered complementary. The idea is to reduce the cost of those factors to achieve the low cost objective.

Through those two questions (eliminating and reducing), a company could reflect on how to drop its cost structure over the other players in the market.

After questioning the first two questions, we should then approach the Strategy Canvas with the third question. "Raise" is employed to approach the aspects concerning product, pricing or service standards which should be raised to provide more value to the customers. The last question is maybe the pivot question which marks the innovation of our product. "Create" allows us to reflect on the elements we should add and and combine with the existing factors that we keep and raise. If we are able to answer the last two questions, then we are closer to achieving the differentiation of our product, through the creation of new demand and the rise of certain values within our product. Blue Ocean Strategy, as we have discussed earlier, aims to create a new market beyond the existing market boundaries. For this reason, its authors put "reconstruct market boundaries" as the first principle. As obvious as its name, the first principle guides us to look for an alternative market by redefining the market itself through the six paths framework. The framework would facilitate us to reconstruct market boundaries more easily as it leads us to look up "the places" where we could possibly find an alternative. The six paths are as follows : (1) Look across alternative industries; (2) Look across strategic groups within industry; (3) Look across buyer groups; (4) Look across complementary product and service offerings; (5) Look across the functional-emotional orientation of an industry; and (6) look across time. Figure 7 shows how a company approaches the same paths with different mindset in mind.

Figure 7. Difference approach between Blue Ocean and Red Ocean mindset

The next principle to approach is to "focus on the big pictures, not the numbers". This principle is considered essential by the authors of Blue Ocean Strategy because they found that most companies' strategic planning do not result in driving them the blue ocean, instead they are stuck in the red ocean doing the same strategy that the competitors are doing. This happens due to the traditional process of formulating strategy which is based on the numbers and standard competitive benchmarking process with the aim to increase market share, capture new segments, or cut costs, followed by an outline of numerous goals and initiatives. The "focus on the big pictures, not the numbers" principle offers a new way to formulate a strategic planning by drawing a strategy canvas as an alternative to preparing a document. To be able to do that, his principle provides a guidance called the Four Steps of Visualizing Strategy, presented in Figure 8 below. As we found a way to create a Blue Ocean Strategy, we would then ask ourselves : how to maximize the scale of the new market ? The third principle will help us to answer this question. The "reach beyond existing demand" principle invites us to focus on noncustomers, instead of the customers, and to build on powerful commonalities in what buyers value as the alternative to focusing on customer differences. This principle opens our mind about finding noncustomers and breaking it down into three tiers of noncustomers (presented in Figure 9). The first tier are those who are the closest to our market. Practically customers to the existing market, but mentally not loyal customers. They are ready to be the first customers in our market. Then there is the second tier, consisting of people who refuse the existing industry. Lastly, the third tier noncustomers. They are unexplored noncustomers that the players in the industry belong to other markets. The idea of identifying these tier of noncustomers is to look for the key commonalities across the three tiers and existing customers so that a company could aggregate the new market. The fourth principal will be the examination guide of what we have formulated getting through the first three principles. It helps us to ensure that our Blue Ocean Strategy is feasible and profitable to be implemented. Figure 10 draws the sequence we should pass before executing our Blue Ocean Strategy. The sequence starts with the "buyer utility" question, which provokes us to test whether or not there is a compelling reason for people to buy our product. The next one is the "price" question. We should make sure that the offering price is in line with our target customer. This question will examine your pricing strategy. Then we move onto the "cost" question where we are asked to prove that our cost matches the pricing strategy. The idea of this question is for us to strive for a cost structure that is both profitable and hard for potential followers to match. The last question is "adoption", which examines the strategy to deal with the three main stakeholders: its employees, its business partners, and the general public. The concepts, tools, frameworks, characteristics of good strategy and principles which are presented in this part are "the bible" to achieve a company's Blue Ocean Strategy in a targeted industry. At the same time, it could also be used as an instrument to analyse a company's strategy to see whether or not its strategy is considered a blue ocean. The author is keen to examine the strategy implemented by Simplifia in the next part, but before that, the author finds it important to know who Simplifia is and what it offers in the market.

Who is Simplifia and what it offers

Simplifia then and now

As presented earlier in the previous chapter, Simplifia has evolved from a student project into a leading startup in the French funeral industry. Many things have developed since its foundation in 2011. Its legal status has changed from "Société à Responsabilité Limitée" to "Société par Actions Simplifiée" Its capital has grown from 1000 € when it was established to 152 881,00 € as of the third semester of 2019 . In 2015, the Company had a 24 turnover of 1.3 millions euro . Its notoriety has even started beyond the the 25 industry, as it has obtained some labels and awards from various institutions such as "leader national" and "choix des utilisateurs" from Appvizer, Pass French Tech, Pépites, BPI excellence and Réseau entreprendre . 

Three-in-one Solution for independent funeral directors

The evolution of an aspect may have an impact on the other aspects in a company. For example, the change of a company's legal status may allow the increase of capital in the company. The increase of capital may give a company the ability to expand its business in the market or to develop its product and so on. The same thing happens with Simplifia, the aforementioned evolution of the Company since its establishment has allowed the development of the Company's products, from a single product into three integrated products. Simplifia has the objective to accompany the digital transformation of the independent funeral directors by offering an integrated three-in-one Saas solution : Post-funeral administrative service, Funeral software and Digital display (presented in Image 2).

Image 2. Simplifia offers three integrated products providing three advantages to independent funeral directors

The first product is the Funeral Software. Simplifia has successfully developed software dedicated to the funeral business. The layout and the function of this software is totally adapted to the needs of funeral directors for their daily activities. It provides easy-to-use templates of documents equipped with the auto-filled function which helps the invoicing, quotation, and other paperworks process faster. It may also help to organize the planning of funerals to the agenda better and more effectively. Furthermore, it is compatible and could be integrated to the existing external softwares such as the accounting software. Image 3 presents the layout of the software.

Image 3. The software allows the funeral directors to save time in preparing documents and organizing funerals Simplifia will then provide its partners with the Digital Display service. In this service, Simplifia will help them to launch a personalized website which may help them to create online visibility. This will help the independent funeral directors to compete against big group funeral directors which are more advanced in their digitalization. To strengthen the online visibility, Simplifia will help their website and information to appear in google business and integrate it with Google Review. Image 4 presents the display of the website and how it appears on google search. The website is also equipped with the "tribute space", a space dedicated to publish an obituary of a deceased including the important information related to the funeral. It also allows people to drop a condolence message and tribute to the deceased or his/her family. It is through this page, that the Company's partner could obtain an additional revenue, as the page will be equipped with the option of flower delivery and tribute book. The funeral director will gain 5 € commission for each tribute book ordered and get 10% commission of the amount of flowers ordered. The overall revenue generated from flower delivery is 18 € per tribute space.

Furthermore, the page is equipped with features to allow anyone to share the obituary page on various instruments and media. If requested by the family, Simplifia would also provide a free streaming link of the funerals accessible for those who cannot attend the funerals. Image 5 shows how tribute space is presented on the website. As obvious as it is displayed on the above strategy canvas analysis, the post-funeral administrative service providers do not offer the factors offered by the web hosting and funeral software providers, and vice versa. According to the author's research, some post-funeral administrative service providers offer the service directly to the family, for example avis-de-deces.net, it offers 3 product ranges, including the full service formula at 249 € . Simplifia, at the 27 same time, offers the same service to funeral directors at a way cheaper price : 110 €. Some others offer its service the way Simplifia offers its service : to the funeral directors. Adecia for example, takes charge of the service for some independent funeral directors such as pompes funebres Touchard and pompes funebres Mussidan . PFG, the biggest funeral director group offers 28 the same service for the price of 299 € . We could then summarize that 29 Simplifia and other players in this industry offer exactly the same service with the only difference being that Simplifia offers an extremely cheaper price.

Furthermore, thanks to the integration of this service in Simplifia's funeral software, it is easier for the family to prepare the paperworks as the informations are partially filled in.

As for the web hosting and funeral software sector, we can see the difference between the level of offering of the factors offered in the sector. It is obvious that Simplifia's funeral software is far more complete and advanced then the others. According to the research conducted by the author, there are not many providers offering funeral software in the market. Simplifia has the best and the most completed features compared to the other competitors and it is proven by the award given by Appvizer, professional software comparator, for Leader National and User Choice for funeral software category . In 30 addition to that, Simplifia distinct itself from the other competitors also by assuring their clients with the data security as it has a RGPD certification, a certification that other providers do not have. Furthermore, Simplifia has successfully formulated a better pricing strategy with the result of offering a better price compared to the other competitors (the above Image 7 showed the comparison between using Simplifia and other providers).

2.4

What enables Simplifia to break out of its red ocean market 30 Simplifiaforbusiness.com, "Simplifia élu leader français des solutions digitales pour pompes funèbres par le comparatif Appvizer", https://blog.simplifiaforbusiness.com/comparatif-appvizer-solutions-Digitales-funeraires, consulted on 21/11/2021 29 Pfg.fr, "service-formalite-apres-obseques", https://www.pfg.fr/obseques/produits-services /service-formalite-apres-obseques, consulted on 21/11/2021

We have seen how Simplifia positions itself in both post-funeral administrative services and web hosting and funeral software service providers. The author finds it important to then analyse how Simplifia could set out its strategy and attain such positioning in the market which allows them to be the leader in both sectors. To answer the aforementioned question, we could analyse it through the four frameworks and the four principles provided in Blue Ocean Strategy theory. Those frameworks and principles are basically a guidance to reach a blue ocean strategy, however, it may also serve as the instrument to break down the aspects which allows Simplifia to go beyond the red ocean of the funeral industry.

As we follow the steps of formulating a blue ocean strategy, the next instrument we should follow is the four action frameworks. Through this instrument, we could see which factors were to be eliminated and reduced to attain the low cost strategy, and at the same time, were to be raised and created to reach a differentiation strategy. If we reflect on the strategy canvas analysis of Simplifia, then we could identify the factors adjusted by Simplfia at this stage, as presented in Figure 12 below. The first factor which marks the difference for Simplifia is the price for its services. If we return to the previous part of this chapter, we found out that Simplifia offers a more competitive price in both post-funeral administrative process and funeral software service. This strategy is reached due to the elimination of website maintenance service fee which is implied by other providers annually/monthly. Simplifia offers a pricing formulation where this service is included in the configuration fee and document fee charged to its partners. Furthermore, Simplifia has reduced its product range for both services which allow them to offer the best price in the market as a whole service. Other web hosting and funeral software providers, as opposed, offer different product ranges based on the features included in the product. Take Carbone14 and Twist Funeraire For example, they provide 3 different 31 32

products with different prices and features. As for the post-funeral administrative process service, Simplifia made it free as it is integrated to the funeral software and the website service. Although, it offers an on demand premium service price for 110 €. In comparison, Avis-de-deces.net offers 3 product ranges on its website.

We then move to the next stage to analyse the factors included in the next two frameworks : Raise and Create. For this part, it is visible which factors were to be upgraded and created by Simplifia to reach its differentiation strategy. Simplifia seems very concerned by the features of its funeral software and no wonder it is the leader in this sector. Simplifia seems to understand enough that if it offers services to a business organization, such as funeral directors, the functionality is everything. It is the reason why Simplifia raised the adaptability and compatibility of its product to meet the needs of the funeral directors. Furthermore, the idea of creating an integrated product which serves three services as one solution is the element which Simplifia has created to get to the level where no competitors could match in the market. This attempt was also done by combining three products from two red ocean markets in the same industry, which resulted in a three-in-one solution product.

Simplifia

III. Conclusion

Limitation of Study

Prior to concluding the discussion of the topics of this thesis, the author would again reaffirm his adherence to apply the applicable academic methodology during the process of this thesis. Through the methodology set out in part 1.4 Methodology and Object of Study of the thesis, the author provides the reliable data and information to set up the base of the research provided in the thesis and to help the author to achieve the objective of this thesis. However, the author still found limitations related to details of the data and information which may be useful in the process of analyzing the subject matters and may provide more comprehensive results in this thesis. The data with regards to the cost of the Company, for instance, would be useful to analyze how Simplifia could set up a competitive pricing strategy, or the yearly turnovers of the Company and of its competitors would provide us a more well-constructed conclusion on how successful is Simplifia's Value Innovation.

The author also found challenging constraints in finding out the extensive data of the players who offer similar products to Simplifia in the industry and therefore the data concerning this subject provided in this thesis is limited to the data collected from the internet, whether from the official website or news website. The data regarding the price and the services offered by the competitors were sometimes difficult to find as such information in some cases is not published and requires an official inquiry to be obtained.

Recommendations

The reason why the author chose the topics of this thesis is due to the combination of the interesting approach of the Blue Ocean Strategy as well as the uniqueness of the market targeted by Simplifia. With this analysis provided in this thesis, the author wishes to open the door to further research and study in the funeral industry which may help the opening of the next blue ocean market. This thesis could also be used as a reference to further research related to the invention of strategy in digitizing other traditional industries. In order to have more credible and comprehensive results for further research, the author recommends an extended data collection, especially with regards to the cost, turnover and specific statistics. With detailed and extensive data collection, the factors provided in the analysis could be more specific and therefore provide more well-grounded analysis to the subject matters.

As for Simplifia, the analysis provided in this thesis could also be used use the approach provided in the six paths framework, "look across time", to create more features for their products by looking over trending external factors. We take an example of the growing e-wallet, e-money and e-payment industry. By looking at the growth of this industry and its potential in the future using the "look across time" approach, it would help us to provoke the idea to create a link between that industry to our existing or future product. The idea could be, for example, to create a platform of funding pool to help the close family mourners, and facilitate the transfer of funding using the existing e-money, e-wallet or e-payment platform. There are many other ideas that could be generated using the analysis and the theory presented in this thesis which may be beneficial for Simplifia.

Conclusion

This thesis has the objective to break down Simplifia's business strategy using the instruments provided by the Blue Ocean Theory.

Furthermore, the author hopes that this thesis could be a useful reference, in particular, for Simplifia to reflect on how it is positioned in the industry and to help create another new blue ocean market for the Company. Hopefully, this thesis could also be used as a source of reference for any studies conducted in the French funeral industry or any research carried out concerning strategy in digitizing other traditional industries.

Through the analysis presented in the strategy canvas analysis on Simplifia's product and target market, we can see that Simplifia is basically not a 100% original in terms of the service they offer, as we could find few other companies offering the same service. However, Simplifia has successfully combined the service provided by two different sectors into a three-in-one solution that makes it the only one in the market offering the said solution. In addition to that, Simplifia offers the best product with the best features adapted fully to the needs of the funeral directors, which helped close the barrier to entry to the market targeted by Simplifia. In parallel, Simplifia has the most competitive price in the market for the whole service, which allows them to grow rapidly as more and more partners trust its service, and therefore would help them to reduce the cost as it has more customers in its portfolio. In this regard, Simplifia has found its Value Innovation, the core concept of the Blue Ocean Strategy.

Following the analysis carried out in this thesis, the author hopes that Simplifia could focus on the factors which allow competition irrelevant for Simplifia : innovation. Simplifia should keep on developing more features in its funeral software and digital display in order to be more advanced compared to its competitors. 
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  industry competition . He then breaks down the forces into what we know as 6 the famous Porter's Five Forces Framework : Threat of new entrants, Threat of substitutes, Bargaining power of customers, Bargaining power of suppliers and Competitive rivalry .

  7

  , W. Chan, and Renée Mauborgne, both Professors of Strategy and Management at INSEAD, define this market as "Blue Ocean" to distinguish it from the other one called "Red Ocean", in their book "Blue Ocean Strategy: How to Create Uncontested Market Space and Make the Competition Irrelevant." :

  funeral industry and what strategy profiles are implied by the players in the industry. With the help of Strategy Canvas Tools, the author will analyze what Simplifia offers to the market and compare it to its competitors. Here, through a two-dimensional chart, we will see the difference of value proposition proposed by Simplifia and the other companies in the market. After identifying the existing factors in the current funeral market and where Simplifia positioned itself in the market, we will then discuss how Simplifia set out its Blue Ocean Strategy through the lens of four action frameworks. In the fourth part, the author will present the elements which have been reduced, eliminated, raised and created which would help us to understand what Simplifia how the pillars of Simplifia's Blue Ocean Strategy were founded.

  addressed to it. However, Peter Thiel, the co-founder of Paypal argues in his book that creative monopolists actually provide more choices by adding entirely new categories of abundance to the world, instead of leaving customers no choice but to buy from you and force them to pay an overly expensive price . He then argues that the sustainability provided by monopoly 19 would guarantee investments in more projects and innovations for such companies. His stance on monopoly in his book "Zero to One: Notes on Startups, or How to Build the Future." is the perfect introduction as to why the Blue Ocean Strategy is important in strategic management :"Monopoly is the condition of every successful business….. Tolstoy opens Anna Karenina by observing: "All happy families are alike; each unhappy family is unhappy in its own way." Business is the opposite. All happy companies are different: each one earns a monopoly by solving a unique problem. All failed companies are the same: they failed to escape competition." 2.1.2 Understanding the concept of Blue Ocean Strategy Blue Ocean Strategy was firstly introduced by two research professors at INSEAD, W. Chan Kim and Renée Mauborgne in their book "Blue Ocean Strategy: How to Create Uncontested Market Space and Make the Competition Irrelevant", published in 2004. As discussed in chapter 1.2 of this thesis, the concept of Blue Ocean Strategy is basically simple : to break out of the competition where all the competitors are competing (Red Ocean) and create a new market where there is no competition (Blue Ocean). If we want to create a link to our previous discussion in chapter 2.1.1, then we can simply say that Blue Ocean Strategy is (not a way, but) the way to create a monopoly in our own market. However, we are not talking about the monopoly which includes the dirty practices like corruption with the authority or predatory pricing. What we are going to discuss is a monopoly based on Value Innovation, the key concept of Blue Ocean Strategy.

  22 name, Value Innovation contains both value and innovation elements. Value Innovation is more than adding value to our products or inventing a new technology. It is instead a set of strategy of matching innovation with utility, price, and cost positions. An innovation which may only decrease the cost of production, for example, would not be considered as Value Innovation. If we keep the Value Innovation perspective in mind, we would never see any industry the same again. The structure and market boundaries of the industry which we always thought were given and as is, would appear differently in the eyes of people having Value Innovation spirit in their mind. This view is called 22 Ibid. 21 Ibid 20 Kim, W. Chan, and Renée Mauborgne. Blue Ocean Strategy: How to Create Uncontested Market Space and Make the Competition Irrelevant. Boston, Mass: Harvard Business School Press, 2005.the reconstructionist view, while the structuralist view is to describe the opposite view . In Figure3, we can see the key differences between Red 23 Ocean Strategy and Blue Ocean Strategy.

Figure 2 .

 2 Figure 2. By offering new elements or experience to the market, the value will rise. Then at the same time put in place a cost saving strategy by eliminating and reducing the factors an industry competes on. The cost will further decrease as our sales rise.

Figure 3 .

 3 Figure 3. the key defining features of red and blue ocean strategies After having the understanding concept of Value Innovation and the features which mark the characteristics of Blue Ocean Strategy, we should then implement those concepts into practice. It is obviously not easy to

  The idea is to know where the competition is currently investing and to know what the customers receive from the existing competitive offerings on the market. Then we put those factors into the tool called Strategy Canvas Analysis. The tool is in the form of a graphic consisting of horizontal and vertical axes. The horizontal axis represents the factors which the industry competes on and invests in and the vertical axis picture the level of offering of each factor. Figure 4 draws an example of strategy canvas graphics presented in the book "Blue Ocean Strategy: How to Create Uncontested Market Space and Make the Competition Irrelevant".

Figure 4 .

 4 Figure 4. the example of strategy canvas graphics of yellow tail, an Australian wine producer within the US market wine industry in the 1990's

Figure 5

 5 Figure 5 outlines the concept of the Four Actions Frameworks.

Figure 5 .

 5 Figure 5. The notion of the Four Action Frameworks and how to use the grid

Figure 6 .

 6 Figure 6. The key ideas of Four Principles to Formulate Blue Ocean Strategy (plus two execution principles).

Figure 8 .

 8 Figure 8. The Four Steps of Visualizing Strategy gives us the guidance to draw the Strategy Canvas Tools.

Figure 9 .

 9 Figure 9. Three tiers of noncustomers.

Figure 10 .

 10 Figure 10. The sequence of Blue Ocean Strategy helps us to ensure that our strategy is commercially viable

26Image 1 .

 1 The Company's organizational chart Internally, Simplifia is led by three C-level executives. The Founder and Co-Founder, Maxime Nory and Baptiste Dhaussy, sit respectively as the COO and the CEO of the Company, while Jean-Baptiste Vercruysse takes the role 26 Simplifia for business, la societe, official website [online],https://simplifiaforbusiness.com/la-societe/, viewed on 16/11/2021 25 Meilleures-pompes-funebres.com, "Présentation de Simplifia, spécialiste des démarches funéraires", https://meilleures-pompes-funebres.com/reseau/simplifia , viewed on 21/11/2021. of CTO. The company then carries out its activities with the support of people who work in different departments serving different tasks and roles in the Company, comprising 43 employees. Image 1 shows the Company's organizational chart. The author finds it important to show the Company's organizational chart in order to understand the sequence of the Company's business activities and the role of each department in each activity. But first, we will see what Simplifia offers to the market.

Image 4 .

 4 The online visibility is consisted of three pillars : website, google business and business reviews state if the funeral director still has a yearly quota. Additionally, for every funeral organized by the partner, Simplifia will charge 30 € per funeral. Image 7 outlines the advantages of using Simplifia's services compared to using the same services separately with other companies. Image 7. A simulation of the cost using services offered by Simplifia on the left and using other services separately on the right. A potential partner would save almost half of the current priceApart from the above product, Simplifia has developed, in parallel, another important source of revenue, "Simplifia.fr". This website contains a database of obituaries with the possibility of sending flowers for the funerals.The obituaries are sourced from the newspapers and reposted on the website by an outsourced offshore company. The obituaries are updated daily and accessible for the public who are looking for information of funerals of a deceased. Once we find the name of the deceased and the information related to his/her funerals, there will be an option of sending flowers to the funerals.Image 8 shows the layout of the website. The option of sending flowers embedded on the tribute page as mentioned in Image 5 is in fact redirected to the e-commerce platform on Simplifia.fr. a company for the digitalization of their brand. As discussed in the previous part of this chapter, Simplifia offers a three-in-one solution to the independent funeral directors, which in consequence covers two different services in the industry : (i) web hosting and funeral software provider and (ii) online post-funeral administration service. Although both sectors are not crowded, few players are identified carrying out their activities there. The author has identified important factors in both sectors and the level of offering offered by the existing providers for each factor. We will then see the difference on how Simplifia offers the level of those factors to the market, as presented in Figure11below.

Figure 11 .

 11 Figure 11. Factors offered by both post-funeral administrative and funeral software providers in funeral industry compared to what Simplifia offers to the market

Figure 12 .

 12 Figure 12. Simplifia's four action frameworks grid analysis

  as a constructive reflection to the current business strategy and activities and help the Company to extend and raise the factors which they have already invested in. The author recommends the Company to even invest more in the innovation aspect of the products the Company offers to the market. The instruments provided by the Blue Ocean Strategy theory could help the Company to keep on advancing and therefore would automatically close the barriers to entry to the new market it has created. Simplifia could, for example,

  

  

  

  

  

  

's Business Strategy : Creating a whole new Blue Ocean Market or simply an extended Red Ocean Market ?

  , we understand which factors are the focal points of Simplifia's business strategy which allow it to break out of the red ocean of the traditional funeral industry. Although the idea of Simplifia's business strategy is not wholly original, yet it has successfully reached its "value-cost trade-off" by raising the value to its product through innovations. Having the best features in its funeral software in the market makes it interesting to many independent funeral directors to become its partners. The integrated service offered in the product adds another compelling factor to the potential partners. The price it offers is even more compelling to any funeral directors who need a company in their digital transformation. Who is going to refuse the best product with the best price in the market ? No wonder Simplifia has convinced more than 700 funeral directors in only a couple years of operations. By giving the best price in the market, it gets partners more rapidly than the other competitors, thus, as the sales rise, the cost will decrease automatically. It is by matching innovation with utility, price, and cost positions that Simplifia reached its Value Innovation.

	We have seen in the previous part of this chapter on how Simplifia set
	out its business strategy through the tools and frameworks of the Blue Ocean
	Strategy. By way of analysing the business strategy using such tools and
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funeral information and allow the funeral directors to obtain additional revenue.

The third service included in this solution is the "Post-funeral administrative service". Simplifia integrates this service within the other two other products. The close family mourners will have access to the "family space" provided on the funeral director's website. In this family space, the family will be asked to fill in the columns related to the institution to which the family will send a letter for different interests. This could be a letter to a bank in order to close the account in the name of the deceased or a letter to terminate a subscription to an internet provider. As it is integrated to the funeral software, the column is pre-filled although the family needs to adjust and update the information provided if needed. Simplifia's counsellor is accessible for the family to answer any question and problem that occurs. Image 6 shows a preview of Simplifia's family space. Image 6. Family space has a set fixed template of letters dedicated to specific institutions.

Simplifia also offers "service tranquilité" for those who prefer having the assistance to fill in the form. In this case, Simplifia's counsellors will set up a call appointment with the family and do an interview so that with the information obtained from the interview, the counselor may fill in the form then print it out. Then Simplifia will send the letters to the family to be signed and resent to the related institutions. Simplifia will charge the funeral director 110 € for this service and it is up to them to set the price to the family.

A potential partner will be charged 2400 € for the configuration of all the services mentioned above, including a set of training for two persons. For any additional person in the training, Simplifia will charge an additional 500 € per person and as it will be formal training, the additional charge is reimbursable to Image 8. The Obituaries website containing an e-commerce platform managed by Simplifia as a separate business line from the product offered to funeral directors

How Simplifia convince a potential partner

After having the idea of what Simplifia offers to the funeral market and knowing what kind of customers it is targeting, the author will present the sequence of how Simplifia runs its business. With its unique offering to its customers, Simplifia's A to Z activities would be interesting to discuss.

The sequence starts with the lead from the Marketing department of the Company. Then it is followed up by a Sales Development Representative Officer to take the appointment with the targeted funeral director. Simplifia sometimes organizes events and invites numerous targeted funeral directors to attend the events, and in this case, the Officer contacts the target to make sure they come to the events. Once an appointment is fixed, a Business Developer will take over the role to present the product and close the deal. If a deal is reached, it means that Simplifia will introduce a project manager from the Customer Onboarding Department to get in touch with the new customer.

In this phase, the project manager will listen and discuss what the customer wants and how they want their website to be realized. Then they will go through the configuration, training and practice process until the website is ready to launch and the funeral director is prepared to use the software. This process would take two to four months. To respond to any question and problem or to get feedback from the partners, the Customer Success Department will keep in touch regularly with them. As for the Customer Care Department, it will take care of the questions and problems related to post-deceased administrative service from the funeral directors or the family directly. It is at the same time the department handling the daily operations of the Company's e-commerce platform.

Simplifia : Strategy Canvas Analysis

Previously in the first part of this chapter, we have broken down the aspects on which the Blue Ocean Strategy stands. We have even uncovered the core concept of the strategy itself. With the help of the tools and the principles provided in the theory, we do not need to become a PhD in business strategy to create our own blue ocean market. As we discussed earlier, the same tools, frameworks, principles and concepts are also useful instruments to analyse a company's business strategy.

In this part, the author presents how Simplifia's business strategy, represented by its range and type of product, as well as the market its targeting, is being examined using the instruments provided in Blue Ocean Strategy. To begin with, we should understand the market circumstance where Simplifia carries out its activities. As presented in the first chapter of this thesis, the funeral business in France has grown into a billion euro industry after the privatization of the sector. It is undeniable that the funeral director companies are in the center of the industry as it plays an important role to the core business of the industry itself : the funerals. The organization of funerals covers various different aspects which support the industry. The procurement of coffin and tombstone, car rental for the convoy, funeral home rental, the arrangement with the cremation house or with the town hall and many more aspects are organized by the funeral directors. With thousands of funeral directors existing in France, it is important to them to work more effectively, to offer a better value to their service and to set a competitive price to be able to survive in the market, especially the so-called independent funeral directors.

Facing big groups of funeral directors like PFG, Roc Eclerc and Le Choix Funeral, the independent funeral directors are quite left out in this industry in terms of digitalization. Simplifia saw these circumstances as an opportunity by offering, at the same time, an added value to their services and a support and