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Abstract: This paper is a literature review study that investigates the adoption of the Blue Ocean strategy by Christian INGOs in Kenya in growing their donor base.  The paper first highlights the importance of adopting the Blue Ocean Strategy in the not-for-profit sector with an emphasis on growing the donor base.  It then summarizes the essential analytical tools that are used in the Blue Ocean Strategy relating these to Christian INGOs.    An analysis is presented on the strategies adopted by INGOs in attracting donor funding vis-à-vis the three characteristics of a good Blue Ocean Strategy, which serves as a litmus test for a good Blue Ocean Strategy.  Findings are presented on how these Christian INGOs reflect adoption of the Blue Ocean Strategy in growing or expanding their donor base.  Recommendations are given on further research that can be done in the not-for-profit sector to equip them to develop donor-centred fundraising strategies.
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1. Introduction – The Blue Ocean Concept 
To understand the Blue Ocean Strategy, one needs to understand its contrast; the Red Ocean.  The terms Blue Ocean and Red Ocean were coined by Profs. Kim Chan and Renee Mauborgne, in response to explaining the business universe.  Red Oceans exist where the typical industry boundaries are known, accepted and companies compete to outperform their rivals, hence get a greater share of the demand.  The increasing competition thereby “turns the water bloody” (Kim & Mauborgne, 2017b).  In contrast, Blue Oceans denote unknown market spaces, untainted by competition.  In Blue Oceans, there is room to grow rapidly and profitably as demand is created rather than fought for.  Blue Oceans can be created by giving rise to completely new industries or by altering the boundaries of an already existing industry within a Red Ocean.  The logic behind the Blue Ocean Strategy is therefore to create a new uncontested market space, creating and offering innovative value that opens up new demand, while keeping costs low, thereby changing the focus from competition to rapid growth (Kabukin, 2014).
The Blue Ocean Strategy is increasingly gaining importance in the not-for-profit sector for two convincing reasons: in almost every strategic analysis of the external environment, the competitors are similar; and secondly, many ‘donor’ markets are mature, meaning giving is growing slowly (Cluff, 2015).  According to Cluff (2015), these circumstances offer the not-for-profit an opportunity to create a leap in value for the donor (consumer) by creating new markets or developing category breaking offerings, while reducing costs at the same time, thus rendering the competition irrelevant.  This is the concept of Value Innovation, the heart of the Blue Ocean Strategy.  This paper makes an assessment of the adoption of the Blue Ocean Strategy in expanding the donor base of Christian INGOs operating in Kenya by offering insights on the extent to which INGOs can expand, beyond their current donors and supporters, to inspire current non-supporters to engage with them and offer support.  
2. The Problem
Over the years, there has been increasing competition for the ‘share of wallet’ of donors by not-for-profit NGOs worldwide.  This has been occasioned by the increase in global needs vis-à-vis the available funds to address these needs.  Development aid champions have called for an increase in funds in order to lift more people out of poverty (Christensen et al., 2011).  In addition, there has been a steady growth in the number of not-for-profit organizations worldwide as noted by Gawish (2016).  Despite the general increase in development assistance since the onset of the SDGs in 2015, as observed through a highlighted story by Seek Development, funds reached an all-time peak in 2016 (“Are We Making Progress?,” 2018).  Even with this noted increase, it was observed that the increase in funding showed different funding patterns across sectors, with donor funding heavily concentrated between two or four donors.  Such a trend would pose a risk in funding should the priorities of one donor change.  Furthermore, with the onset of the Coronavirus (COVID 19) pandemic worldwide, the amount of donor support is likely to decrease.  In the discussions surrounding fundraising, NGOs are constantly competing to have their brands or their organization’s name at the forefront.  For NGOs to continue to build support that helps to solve the world’s most pressing problems, there needs to be a way to grow donor bases to guarantee support.  

In contrast, in Kenya, NGO funding has been increasing almost steadily from 2009 to 2015, with a slight decline experienced in 2015, but a further steady increase experienced from 2016 to 2019, according to the NGO board report of 2019 (NGOs Coordination Board, 2019).  Key to note in this report is that 20% of the INGOs that contributed to this report were Christian INGOs with the two top INGOs leading in the utilization of funds on projects being Christian INGOs.  This leads us to ask the next logical questions: What strategies are these Christian INGOs adopting in growing their donor base?  Is it possible that they could have rendered their competition irrelevant by creating a leap in value for their customers, who in this case are the donors, and by reducing costs?  If these Christian INGOs have indeed adopted a unique strategy in growing their donor base, that would be worth exploring, as it would create a great opportunity for not-for-profits. This paper thus, seeks to assess whether Christian INGOs in Kenya have indeed demonstrated the adoption of the Blue Ocean Strategy in growing their donor bases.  
3. Objectives of this paper 
The objectives of this study are as follows:

1. To conduct a Blue Ocean litmus test on the donor strategies of Christian INGOs in Kenya.  
2. To assess whether the donor strategies of Christian INGOs in Kenya reflect Blue Ocean strategies. 
4. Literature Review

Blue Ocean Strategy

The Blue Ocean Strategy is a marketing theory proposed by Chan Kim and Renee Mauborgne in 2005 that proposes a concurrent pursuit of differentiation and low cost in opening up a new market space while creating new demand (Kim & Mauborgne, 2005b). The proponents of this strategy present it as one that is about creating and capturing uncontested market space, thereby making the competition irrelevant.  The Blue Ocean Strategy approach suggests that it is more beneficial for an organization to search for uncontested market spaces as opposed to engaging exclusively in an existing market space. 
The Blue Ocean Strategy cannot be explained without referring to red oceans and blue oceans concepts. According to Kim and Mauborgne (2005a), red oceans are industries that are already defined and accepted, with known competitive rules.  This is where you find a crowded market space with rivalry for existing demand.  Companies are always trying to outperform their rivals and the industry is marred with reduced prospects for profits and demand.  In contrast, a blue ocean is an untapped market space, where demand is created and it exhibits high, profitable, growth.  In blue oceans, competition is irrelevant as the rules of the game are waiting to be set.  Blue oceans can be created by expanding the industry boundaries of already existing red oceans, though some can be created beyond existing red ocean boundaries (Kim & Mauborgne, 2005a).   The idea is to be great both at creating new markets and competing in already existing markets because blue oceans eventually turn into red oceans.
Blue Ocean Strategy Analytical Tools and their application in the INGO industry
The Blue Ocean Strategy analytical frameworks and tools attempt to make the strategy systematic and actionable.  The following are Blue Ocean analytical tools and frameworks that can be adopted by not-for-profit organizations in building compelling blue ocean strategies as identified by Cluff (Cluff, 2010):
4.1. The Strategy Canvas

The strategy canvas is both a diagnostic and action framework designed to enable an organization to first understand their competition by capturing the current state of the market space, or the key success factors that the organization and its competitors compete on, and thereafter to capture the offering level that buyers receive against the identified key competing factors, in other words, the extent to which value is delivered.  This then enables the plotting of the organization’s and its competitor’s value curves, which is a graphic representation of their relative performance across their industry’s factors of competition.  A comparison of the value curves enables an organization to identify areas of convergence and divergence and thereby inform the organization on what strategic moves to make.  
In order to make a shift in the strategy canvas of an industry, the strategic focus should shift from competitors to alternatives and from customers to noncustomers of the industry.  A shift in strategic focus is when the organization gains insight on how to redefine the problem the industry focuses on and in that way reconstruct elements of buyer value that exist across industry boundaries.  In this way, an organization moves away from offering better solutions than its rivals, to the already existing problems defined in the industry.   Pursuing both value and cost means that the organization resists benchmarking competitors and choosing between differentiation and cost leadership (Kim & Mauborgne, 2005b).    Christian INGOs could, for example, assess how good they are at demonstrating how the faith basis of their work aligns with the religious values of the donor or perhaps how well they appeal to religious donors (Cluff, 2010).  In this way, they would be focusing on alternative value additions to donors while redefining the industry problem.  When a new value curve is required, then the Four Actions Framework is employed.
4.2. The Four Actions Framework

The Four Actions Framework is a framework that enables the organization reconstruct buyer value elements in crafting a new value curve.  A new value curve disengages the compromise between differentiation and cost leadership by presenting four key questions that challenge and industry’s strategic logic and business model.  
The first question forces an organization to evaluate and deliberate on removing factors that companies in an industry have long competed on.  It is very often assumed that such factors have value while on the contrary, they may even weaken the value.   Buyers value is often compromised when organizations are focussed on benchmarking one another.  One would thus ask the question “which of the factors that the industry takes for granted should be eliminated?”  
The second question forces a company to assess products and services, checking whether they have been over-designed in the race to match and beat the competition.  Such scenarios comprise of over-served customers and increased cost structures for no gain.  The question here would thus be, “which factors should be reduced well below the industry’s standard?”  By eliminating and reducing, an organization gains insights on how the cost structure can be drastically reduced vis-à-vis the competitors (Kim & Mauborgne, 2005a).
The third question pushes an organization to expose and remove the compromises customers have been forces to make by an industry.   Here, one would ask the question, “which factors should be raised well above the industry’s standard?”  This question allows an organization to develop insights on how to raise the buyer value.  
Lastly, the fourth question helps an organization to discover entirely new sources of value for buyers, creating new demand and shifting the strategic pricing of the industry.  Here, one would ask the question “which factors should be created that the industry has never offered?”.  Applying the Four Actions Framework to the Strategy Canvas of an industry brings out the assumptions made in the old perceived truths within that industry.  The actions of eliminating and creating push organizations to go beyond value maximization exercises with existing factors of competition and invoke organizations to change the factors themselves, hence eliminating the existing rules of competition.  In this case, competition becomes irrelevant as the framework offers a break from the competition (Kim & Mauborgne, 2005a).  
According to Cluff (2010), the Four Actions Framework can be used to recreate higher  value donor/supporter advantage as the four actions are used to create a new value curve.  A Christian INGO might, for example, ask questions about the importance of certain stewardship approaches and whether, perhaps, they add much value as believed.  These questions challenge the industry’s strategic assumptions, hence help to recreate higher value for the donor or supporter.  
4.3. The Eliminate-Reduce-Raise-Create (ERCC) Grid

This is the third tool used in creating Blue Oceans and is a supplementary analytic tool to the Four Actions Framework.  The ERRC framework goes further to push an organization to act on the four questions raised in the Four Actions Framework so as to create a new value curve (Kim & Mauborgne, 2005a).  When companies are driven to fill in the grid with the actions of eliminating and reducing as well as raising and creating, an organization realizes the following four benefits:
· Organizations are pushed to target differentiation and low costs concurrently to break the value/cost compromise.

· This tool helps to flag organizations that concentrate their focus on raising and creating only, which would ordinarily lead them to lifting their cost structure and often over-engineering products and services, which is a common dilemma for most. 
· This tool is easily understood by managers at any level of the organization making it easy to engage with and apply.  
· Given that completing the grid is a thought-provoking task, organizations that participate in this exercise are compelled to vigorously examine every factor that the industry competes on, teaching organizations to identify the diverse unspoken assumptions that are unconsciously made while competing (Kim & Mauborgne, 2005b).
4.4. The Three Tiers of Non-customers

This is a Blue Ocean Strategy framework that focusses on the different classes of customers and in the case of the not-for-profit industry, the donors or supporters, who would not normally engage with the organization.  This framework enables an organization to find a way of engaging with different potential donors or supporters.  It helps to pull an organization away from focussing on the current donors and supporters leading the organization to finer tailoring of offerings in order to suit the specific donor preferences (Cluff, 2010).  According to Mohammed (2019) , an industry can be easily disrupted if it focusses on existing users only.  In the same way, not-for-profit organizations can easily be disrupted if they do not focus on their non-donors or potential donors.   The Blue Ocean Strategy prescribes that “Focusing on existing customers will break the existing market into finer segments, forcing us to tailor the offerings further, and reducing the market further. To break away from this, the first step is to shift your focus from “Customers” to “Non-Customers” (Mohammed, 2019).  

The three tires of non-customers according to the Blue Ocean Strategy are as follows: 
· First Tier or “Soon-to-be” non-customers, and in the case of not-for-profit organizations, non-donors, who are at the edge of sponsorship.  
· The second tier or “Refusing” customers, in this case, refusing donors, are those who deliberately ignore supporting the organization.
· The third type or unexplored non-customers, again, in this case non-donors, are those who are in distant to the organization.
In order to grow the donor base of INGOs, there is need to focus on and target new non-donors.
Value Innovation

Kim and Mauborgne  state that the centre of the Blue Ocean concept is the idea that costs can be reduced and value for the buyers can be increased simultaneously (Kim & Mauborgne, 2005b).  This can be done by eliminating or reducing costs in relation to the standards of your industry or eliminating or reducing the factors that your industry competes on, and of course, understanding and adding value to buyers, in this case, donors.  Buyer value is boosted by raising and creating elements that have never been offered by the industry.  Value innovation is therefore created where an organization’s actions positively affect both its cost structure and its value proposition to its donors.  They  reiterate that the key to value innovation is to define the total solution that buyers are seeking when they choose a product or service and then move further to eradicate the pain points of intimidation across the total solution (Kim & Mauborgne, 2017a).  This, applied to the not-for-profit industry, means that organizations need to find out what donors are looking for and eliminate the factors that discourage them from supporting them.  
4. Blue Ocean Strategy assessment methodology 

This section reviews what donors are looking for when they support organizations and identifies the characteristics of a good Blue Ocean strategy.  A summary of the latest statistics on Christian INGOs in Kenya is presented and an assessment of the top Christian INGOs in Kenya is made checking whether they meet the criteria of what donors are looking for and whether their donor strategies can be related to Blue Ocean strategies.
What donors are looking for

According to a study carried out by Penelope Burk (2010), there is a 91% attrition rate after a donor gives support to a not-for-profit organization.  In her study, she wanted to understand how not-for-profit organizations and charities could retain and build their donor base in her quest to build a donor-centred fundraising methodology.  Burk discovered a few major things that donors want the most and what they disliked.
Donors highly value communication that is private, direct and one-on-one.  Acknowledgement of the support given is critically important.  Failure to give can easily result in donors not giving additional support.  Failure to communicate may also mean that the charity is not fulfilling its mandate.  Acknowledgement of the gift given by a donor with a ‘thank you’ may be the starting point of the next solicitation.  Communication has a great impact on the donor, determining whether to give again, and how much to give. Communication can be done through bulletins, newsletters, emails, providing useful information on the specific programs and services to which the donor has contributed.  Donors appreciate targeted information on how their donations have been used.  

Donors also value recognition given through personal contact with those whom they support.  They value being invited on site, through personal visits, to see the work of the not-for-profit organization first-hand.  They value photographs and personal letters from the people who have benefitted from their support.  Many donors expressed negative impressions on any gifts, tokens, plaques or certificates that acknowledged their philanthropy.   Donors also disliked categorization of gift values.  

Three Characteristics of a good Blue Ocean strategy
According to Kim and Mauborgne (2005b), the litmus test of any commercially feasible business idea is embedded in the three characteristics of a good strategy.   These three characteristics are identified as focus, divergence and a compelling tag line.  These three qualities are complementary and are expressed through the value curve of an organization.  The Conopus Business Management Group (2020) further explains these three characteristics. Through the strategy canvas, the value curve should portray focus.  An organization may have a few factors where it distributes its efforts and should focus on key factors on its strategy canvas.  Focussing on a key factor means that the organization will raise its performance or standards on that key factor in comparison to its industry peers.  This is what will differentiate the organization from its peers.  Focus helps not-for-profit organizations to retain their donors.
Divergence refers to reducing or eliminating certain factors within the strategy canvas that will have a bearing on the cost without affecting the product or service quality as well as the voice of the customer.  This means that the value curve of a Blue Ocean Strategy will always stand out when compared to that of its competition, carrying with is its uniqueness. Divergence is what brings out the element of differentiation, where an organization achieves a leap in value on the strategy canvas, such as a low-cost business model.  The divergent curve on the strategy canvas denotes differentiation, not by merely providing ‘more’ but on the contrary, could mean providing ‘less’ by looking across alternatives.  Divergence causes an industry to counterattack the logic of benchmarking the competitors by focussing on alternatives.  Divergence helps not-for-profit organizations reduce costs.
A compelling tag line is a clear and easy to communicate strategy statement that enables employees and customers, or donors in this case, to be informed of the strategy and to appreciate the strategy.  A clear tag line communicates those factors that are created by an organization but are not present in the competitors of that industry.  A compelling tag line communicates clearly on the cost-value offering and builds the interest of the donor.  A strong and effective strategy is reflected in a strong tag line.  A compelling tag line will always invite donors to the organization.  
Christian INGOs in Kenya
According to the Kenya annual NGO sector report of 2018/19, there was a noted significant growth in the number of organizations registered under the Non-Governmental Organizations Co-ordination Act, since 2001 (NGOs Coordination Board, 2019).  The information contained in this report was derived from data provided by the 3,028 NGOs that filed in their annual reports for that reporting year, as well as from audited accounts of newly registered NGOs. The report noted that by June 2019, the Board had registered a total of 11,262 NGOs in Kenya.  According to the report, NGO funding in Kenya has been almost steadily for 2009/10 to 2014/15, declining in 2105/16 but steadily increasing after that. There was a steady increase from Ksh 111.8 billion in 2015/2016 to Ksh 165.9 billion in 2018/2019.  In terms of utilization of funds, the following table represents the leading NGOs.
	No.
	Name of NGO 
	Funds spent in Kenya      (Ksh)

	1
	World Vision Kenya
	5,937,281,718.00

	2
	Compassion International Inc
	4,090,505,263.23

	3
	Give Directly Kenya
	3,331,258,138.00

	4
	Centre for Health Solutions – Kenya
	2,710,532,946.00

	5
	AMREF Health Africa in Kenya
	2,651,726,999.91

	6
	African Academy of Sciences (AAS)
	2,102,639,959.90

	7
	Plan International
	2,007,130,888.00

	8
	Programme for Appropriate Technology in Health (PATH)
	1,808,408,610.00

	9
	Population Services Kenya
	1,706,673,003.00

	10
	Save the Children International (Kenya)
	1,600,008,287.97

	11
	Family Health International (FHI 360) / Kenya
	1,335,476,513.00

	12
	Ima World Health
	1,169,396,602.00

	13
	Windle International –Kenya
	864,425,134.00

	14
	Childfund Kenya
	804,158,260.00

	15
	David Sheldrick Wildlife Trust
	793,777,493.00

	16
	Christian Aid (UK/1)
	752,148,511.00

	17
	Marie Stopes Kenya
	677,196,785.00

	18
	Medicins Sans Frontieres – France
	676,754,734.00

	19
	Elizabeth Glaser Pediatric Aids Foundation
	654,230,863.00

	20
	Action Aid International Kenya
	632,309,999.98

	21
	Danish Refugee Council
	591,803,205.00

	22
	Worldwide Fund for Nature Kenya (WWF-Kenya)
	581,680,186.00

	23
	Population Council 
	573,441,058.00

	24
	Lutheran World Federation Department for World Services
	557,351,717.56

	25
	International Rescue Committee
	513,657,202.88


Table 1: Leading NGOs in utilization of funds on projects in Kenya (NGOs Coordination Board, 2019)
It is worth noting that 10 out of the top 50 NGOs in Kenya, in terms of utilization of funds in Kenya, are Christian based INGOs.  The top two, namely World Vision Kenya and Compassion International Inc, are Christian INGOs.  Denoted for the NGO Board report of 2019, the amount of funds spent in the country by INGOs increased as the INGOs received more funds.  This therefore implies that funds increased in the INGOs that spent more on projects.  World Vision Kenya and Compassion International Inc were in fact among the top leaders in the leading sectors that benefitted from NGO funding.  World Vision Kenya led in the sectors of education and relief/disaster management while Compassion International led in the sector of children.  A brief focus on these two Christian INGOs may enable an assessment as to whether they have adopted the Blue Ocean Strategy in expanding their donor bases.
World Vision Kenya funding has been on a steady increase since 2013, registering  USD 2.67 billion then, rising to USD 2.75billion in 2018 (Going Further than We Imagined - World Vision Partnership Update, 2019). The report states that in 2018, the organization spent 83% of the funds received on programming activities.  Their partnership report gives personal stories of those who have benefited from donor support and highlights the impact they have generated in communities, showing how they have kept their promise by keeping true to their vision and mission.  In order to expand sustainable sources of funding, the report indicates that they have been joining forces with likeminded institutions and individuals. They have also improved organizational effectiveness through increased collaborations.  World Vision has rolled out a bold new global strategy which they call ‘Our Promise 2030’.  This strategy has five imperatives as follows:
· The organization will deepen their commitment to the most vulnerable children even if it calls for shifting from where they work and how they allocate resources.
· Focussing their ministry for greater impact, where they will focus on a limited number of programme types and sectors and become excellent in each.

· Collaborating and advocating for broader impact, where they will be deliberate to form joint ventures, partnerships and advocacy with those who share their goals.

· Delivering high quality, sustainable funding by engaging in the right funding mix, getting the right funds from the right donors, for the right programmes in the right places.

· Living out their Christian faith and calling with boldness and humility in all they do, in harmony with those of other faiths and none.
Running the ‘litmus test for a Blue Ocean Strategy’ on World Vison indicates that the organization is focussed.   This is shown in their commitment to focussing on a limited number of programme types and sectors ensuring that they attain excellence in each.  World Vision demonstrates divergence by being deliberate on collaborating with like-minded organizations for greater impact.  They are looking for alternatives that will enable them cut costs but continue to deliver value.  They have moved away form benchmarking competitors and have instead embraced working in partnership with them.  The new global strategy is brief and is clear, to both staff and donors.  The strategy is further explained through five imperatives, which demonstrate how the organization will work towards achieving each of these imperatives.  This is clearly outlined on the organization’s website. The compelling tag line following the organizations’ global strategy is “a courageous commitment to vulnerable children”.  The cost-value offering focusses on the recipients of the donor support and is likely to build the interest of the donors and pull them in.  Any donor keen to support children is likely to be convinced that their funds will reach the intended recipients.
Compassion International Inc sets itself apart immediately through its ‘three-cord approach to ministry”.  The organization is Christ-centred, church based, and child focussed.  This clearly outlines why they serve, who they serve and how they serve.  Being Christ-centred means that in everything they do, Jesus Christ is the core, and they strive to reflect God’s heart.  Being Church based means that they work through partnerships with local churches, to equip churches to fulfil their mandate.  This may primarily explain why they refer to their work as ministry.  Being child focussed means that they primarily work with churches to support vulnerable children.  The entire program is hedged around their child sponsorship program, where each child taken through the program has a holistic experience that is personal, individualized, relational, and tailored to the child’s age, gender, health, culture and family situation.  Their focus on the child thereby involves a commitment to a long-term involvement in the life of the child, thereby investing in and for the life of that child.  Compassion International Inc stands out through its child sponsorship program but also has other areas for donation, that are centred around initiatives that support the child, for example, medical assistance (e.g., surgeries, transplants, casts, wheelchairs and canes, cancer treatment, etc.), extra food and nutritional supplements, income-generation training, emergency home repairs and disaster relief, access to clean and safe water, education assistance, and other necessities.  This three-cord approach to what they do is what makes them unique. 
Compassion International communicates substantively through stories and pictures of those they serve, the children.   Their child sponsorship framework is cost effective; it requires a donation of USD50 per child, per month, to keep the child in the sponsorship program.  Donors have personal contact with the children they support, communicating through letter writing.  Donors can also visit their sponsored child.  All the activities related to linking the child with the donor are coordinated through the organization.  The organization also prides itself in standing out for financial accountability and openly share their audited accounts through their website.  Compassion International Inc prides itself as the world’s leading authority in holistic child development through sponsorship.   The organization makes a clear commitment to donors, through the website, which allows donors to hold them accountable to what they commit and give donors confidence in supporting them (What Makes Compassion International Distinct?, n.d.).
Running the strategy of Compassion International Inc through the ‘litmus test for a good strategy’ suggests that the organization is indeed focussed in their approach to poverty reduction.  They have chosen the three-cord approach that is easy to understand.  They focus on one are of poverty reduction that has the potential of exponentially changing a community, the child.  Their focus helps them retain their donors and attract more potential donors.  Divergence in the organization is clearly brought out through their child sponsorship program.  They differential themselves through their low-cost sponsorship strategy, sponsoring one child at a time.  The USD50 cost of sponsoring a child per month may not be a burden for most economic middle-class citizens, even in Kenya.  This aspect also gives the organization a unique edge of differentiation.  When it comes to a compelling tag line, the organization’s tag line speaks for itself; “Releasing children form poverty in Jesus’ name”.  It is evident that they are focussed on dealing with poverty as it affects children and doing this in a way that reflects God’s heart. Donors are clear that the organization’s activities are centred around the child through the church.  
Can it be said that the donor strategies of World Vision Kenya and Compassion International Inc reflect the three characteristics of a Blue Ocean Strategy?
From the literature reviewed, it would be correct to state that the donor strategies of the two organizations indeed reflect the three characteristics of a Blue Ocean Strategy; they have shown that there is focus, divergence and a clear, compelling tag line.  At this point, it can be concluded that these two top, Christian INGOs have adopted Blue Ocean strategies in expanding their donor bases and that what they present to their donors can explain how they have managed to retain their donors and to expand their donor base.  
5. Recommendations and areas for further study 

The above study is a literature review on the adoption of Blue Ocean strategies by Christian INGOs in expanding or growing their donor bases.  This study gives results from secondary data derived from these organizations.  In order to obtain more comprehensive results to drive the conclusions, a deeper analysis could be done through developing the value curves of the organizations under study.  This would include obtaining primary data from staff within the organization and perhaps from their donors.  A more comprehensive analysis through developing a value curve would be very useful information for the INGO, that can help it develop their donor strategy further or realign it to be more effective.  A detailed study will enable the organization make decisions using measured information.  
References 
Are We Making Progress? (2018). In Donor Tracker. https://doi.org/10.1089/jpm.2017.0120

Burk, P. (2010). What Donors Want.

Canopus Business Management Group. (2020). Characteristics of a Good Blue Ocean Strategy. https://www.collaborat.com/characteristics-of-a-good-blue-ocean-strategy/

Christensen, Z., Nielsen, R., Nielsen, D., & Tierney Michael. (2011). Transparency Squared: The Effects of Donor Transparency on Aid Receipients’ Corruption Levels. International Political Economy Society Meeting, 1, 42. https://doi.org/10.16309/j.cnki.issn.1007-1776.2003.03.004

Cluff, A. (2010). Does your big idea look red or blue? =mc the Management Centre, 8.

Cluff, A. (2015). Blue Ocean - a new approach to strategy and an opportunity for fundraisers? International Fundraising Congress 2015 Series. https://101fundraising.org/2015/08/blue-ocean-strategy-a-new-approach-to-strategy-and-an-opportunity-for-fundraisers/

Gawish, R. (2016). Studying the Relationship Between Foreign Donors and NGOs in Developing Countries: An Effective or Volatile Partnership? American University in Cairo.

Going Further than We Imagined - World Vision Partnership Update. (2019).

Kabukin, D. (2014). MBA Thesis: Reviewing the Blue Ocean Strategy - Is the Blue Ocean Strategy valid and reliable? [University of Twente]. https://doi.org/10.1016/j.sbspro.2014.07.093

Kim, W. C., & Mauborgne, R. (2005a). Blue Ocean Strategy: From Theory to Practice. Carlifornia Management Review, 47(3), 105–122.

Kim, W. C., & Mauborgne, R. (2005b). Blue Ocean Strategy: How to Create Uncontested Market Space and Make the Competition Irrelevant. In Harvard Business School Publishing Corporation. Havard Business School Press.

Kim, W. C., & Mauborgne, R. (2017a). Blue Ocean Shift. Hachette Book Group. https://doi.org/10.1017/CBO9781107415324.004

Kim, W. C., & Mauborgne, R. (2017b). Blue Ocean Strategy Reader. Havard Business Review Press. booksales@harvardbusiness.org

Mohammed, S. (2019). Understanding Non-Customers -A Blue Ocean Strategy for Business Growth. Medium. https://medium.com/@shahmm/understanding-non-customers-a-blue-ocean-strategy-for-business-growth-4d0d255ed745

NGOs Coordination Board. (2019). Annual NGO Sector Report 2018/19.

What Makes Compassion International Distinct? (n.d.). Retrieved August 31, 2020, from https://www.compassion.com/about/what-makes-us-distinct.htm


2

