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Introduction

This report is about Norwegian Air and the company’s strategic analysis in dealing with central issues. The report will include a company background for Norwegian Airlines that began over thirty years ago, although they were established in 1993, the airlines didn't start flying low-cost Boeing 737 planes until 2002. The essential principles of the company haven't changed since they first started, they want to make travel accessible for everyone and provide consumers with value and options along the route so they can travel wisely. (Norwegian, 2023). The report will include Norwegian Air’s mission and objectives, a Macro-environmental analysis, PESTLE analysis. As well as a Micro-environmental Analysis, Industry Life Cycle, Porter’s Industry Five Forces Analysis. Internal Analysis, Norwegian Air’s Strategic Resources and Capabilities analysis, The Value Chain analysis, VRIO Analysis of Resources and Capabilities, SWOT Analysis, strategies to sustain the competitive advantage, growth strategies, green strategy and Corporate Social responsibilities, to conclude it will have recommendations for Norwegian Air.










Norwegian Air Background
Norwegian Airlines began over thirty years ago, although they were established in 1993, the airlines didn't start flying low-cost Boeing 737 planes until 2002. The essential principles of the company haven't changed since they first started, they want to make travel accessible for everyone and provide consumers with value and options along the route so they can travel wisely (Norwegian, 2023).
As the airline began offering short-haul flights throughout Europe and then penetrated the long-haul market, servicing the US, Asia, and South America, the Norwegian brand spread around the world. In response to consumer demand and overall industry shifts, the firm revised its strategy in 2018 to concentrate on its core routes and the proper scale of the airline (Norwegian, 2019).
This process was accelerated by the wide impact of COVID-19 throughout 2020 and into 2021. In January 2021, the company announced a simplified organisational structure and a dedicated short-haul only network that would focus on a wide variety of domestic routes in Norway, across the Nordic countries, and to significant European destinations (Norwegian, 2023).
In 2021, Norwegian significantly simplified the corporate structure to reflect the new business strategy. The major objective of activities for Norwegian, which has its corporate headquarters in Fornebu, Norway, is to link Norway and the Nordic countries to Europe (Norwegian, 2023).
In addition to having personnel in other Nordic nations and important European markets, the airline has developed a structure that encourages adaptability and stability and guarantees vital market access (Norwegian, 2019).
With the requisite operating permits, the Group is divided into three business sectors that are responsible for aircraft assets, personnel, and air operations (AOC). The parent firm Norwegian Air Shuttle ASA (NAS) now oversees the commercial airline operations, and the fully owned, operating AOCs are headquartered in Norway and Sweden (Norwegian, 2019).
The company investigate additional add-ons that provide the clients with more options and flexibility so they may travel at a price and service quality that meet their specific requirements.
The airline will keep supplying crucial air linkages that will help the leisure, business, and commerce industries in order to sustain employment, tourism, and the larger economies in the places they serve. The Nordic region will be strengthened as the core of the Norwegian corporate strategy (Norwegian, 2019).
Norwegian Airlines has sustainability as a priority. Short-haul network is serviced by a current and fuel-efficient fleet of Boeing 737 series aircraft. Norwegian Airlines pledged to work methodically of becoming carbon neutral by 2050 to become the initial airline worldwide to undertake the UN Climate Secretariat's climate action plan in 2019. Currently, the company uses the EU Emission Trading System to offset more than 40% of our total CO2 emissions.
In order to make it simple for consumers to offset their environmental impact when purchasing a ticket, Norwegian Airlines have introduced a voluntarily offsetting alternative for their customers in 2019 with partner CHOOOSE. (Norwegian, 2023).
Norwegian introduced Sky Breathe in 2019, which is another method for lowering fuel use and emissions. Utilizing Big Data techniques created by the EU-funded Clean Sky Project, the Sky Breathe application. By implementing new technology as soon as it becomes commercially viable, the company hopes to become the most resource and carbon sustainable airline in the world. (Norwegian, 2019)

Norwegian Air’s Mission and Objectives
In order to develop a business strategy, a firm requires a clear understanding of who it is as well as what it stands for. A mission statement clearly states how much a company does and how it connects people. The stated objectives are the desired results, such as customer service, coping with change, and sustainable growth (Whittington, 2020).
The principles and operational priorities of Norwegian Air serve as a framework for how the company transact and follow their values, by offering competitively low prices and a high-quality travel experience to draw clients (Norwegian, 2023).
Maintain minimal operating expenses, top-notch performance, and amiable, helpful service. Giving customers the "Freedom to Choose" between a basic, offer affordable and complete bundles for those who want more. Offering a variety of locations for leisure travellers in along with frequent business destinations to major airports (Norwegian, 2023).
The company maximise profits using modern passenger revenue management and continue to create products and services that are both high-quality and affordable. The company utilise their reputation and effective channels of distribution to boost supplementary income, keeping an eye on and enhance the cost basis (Norwegian, 2023).
Creating a lean, flat organisation with straightforward decision-making processes. Adopt an original, unconventional approach to how they conduct business. To thrive as a benevolent, innovative organisation where anybody can contribute to improvements (Norwegian, 2023)
Macro-Environment Analysis
The macro-environment is comprised up of substantial environmental factors that, to varied degrees, have an impact on several organisations, enterprises, and sectors.  (Whittington, 2020)

(Whittington, 2020)
A macro environmental analysis is a tool that helps organizations understand the potential outside influences on their business. Politics, economics, society, technology, the environment, and law are a few examples of these influences (Whittington, 2020).
Government rules, trade agreements, and political stability are examples of political influences. Interest rates, inflation, and economic growth are examples of economic variables.
Social elements are things like values, culture, and demography. New discoveries, technical advancements, and the rate of technological progress are examples of technological factors. Environment-related variables include topics like resource availability, natural catastrophes, and climate change. Laws, rules, and court decisions are a few examples of legal considerations (Whittington, 2020)
By understanding these factors, organisations can better prepare for potential challenges and opportunities. They can also identify new markets and develop new products and services.
Here are some examples of how macro environmental factors can impact businesses:
A change in government regulations can make it more difficult or expensive for businesses to operate. A recession can led to a decline in consumer spending, which can hurt businesses that sell goods or services to consumers. A change in demographics can create new markets for businesses or make existing markets more competitive. A technological breakthrough can make it possible for businesses to produce goods or services more efficiently or to reach new customers. A natural disaster can damage businesses' property or disrupt their operations, for example the unexpected Covid-19 pandemic. A change in laws or regulations can make it more difficult or expensive for businesses to operate. (Whittington, 2020)
By conducting a macro environmental analysis, businesses can better understand the forces that could impact their business and take steps to mitigate the risks and capitalize on the opportunities. (Whittington, 2020)

PESTEL Analysis

A PESTLE study is a method for thoroughly comprehending the ecosystem of an industry. Political, Economic, Social, Technological, Legal, and Environmental aspects are often referred to as PESTLE components. Understanding the factors that might affect a new business or sector is beneficial for a corporation. To identify the elements that might bring opportunities or risks to the organisation, management must acquire information on the external forces affecting the organisation (Whittington, 2020).


	
POLITICAL		The regulatory environment in Norway and other countries where Norwegian Air Shuttle operates.		The political stability of the countries where Norwegian Air Shuttle operates.		The government's policies on aviation, such as subsidies, taxes, and regulations.
ECONOMICAL			The state of the global economy.		The exchange rate between the Norwegian krone and other currencies.		The cost of fuel and other inputs.		The level of consumer spending.
SOCIAL			The demographics of the population, such as age, gender, and income.		The level of education and literacy.		The cultural values of the population.		The level of environmental awareness.
TECHNOLOGICAL		Developing new aircraft and technologies.		Develop new communication and navigation technologies.		Develop of new security technologies.		Development of new marketing and sales technologies.
ENVIRONMENTAL		The impact of climate change on the aviation industry.		The impact of air pollution on the environment.		The need to reduce noise pollution.		The need to conserve fuel.
LEGAL	The aviation laws of the countries where Norwegian Air operates.		The labor laws of the countries where Norwegian Air operates.		The environmental laws of the countries where Norwegian Air operates.		The competition laws of the countries where Norwegian Air operates.


(MarketLine, 2023)
Micro-Environment Analysis
The components of the microenvironment are assessed using microenvironment analysis. They are composed of up of all the aspects and circumstances that make up an organisation's immediate environment, and have an impact on how the business is conducted. (Whittington, 2020)

A micro environmental analysis is a tool that helps organisations understand the external factors that are close to the organisation and can influence its performance. These factors include customers, suppliers, competitors, general public, and the company itself. (Whittington, 2020)
Customers are the people or organisations that buy the organisation's products or services. By understanding their needs and wants, organisations can develop products and services that meet those needs. (Whittington, 2020)
Suppliers are the people or organisations that provide the organisation with the goods or services it needs to operate. By building strong relationships with suppliers, organisations can ensure that they have a reliable source of the goods and services they need. (Whittington, 2020)
Competitors are the other organisations that sell the same products or services as the organisation. By understanding their strengths and weaknesses, organisations can develop strategies to compete effectively. (Whittington, 2020)
General public is the community in which the organisation operates. By understanding the public's concerns, organisations can develop policies and practices that are in line with the public's values. (Whittington, 2020)
The company itself is also a part of its micro environment. By understanding its own strengths and weaknesses, organizations can develop strategies to improve their performance. By conducting a micro environmental analysis, organisations can better understand the forces that are close to them and can influence their performance. This information can be used capitalise on the opportunities and to develop strategies to mitigate the risks (Whittington, 2020).

Industry Life Cycle

The notion of the industry life cycle outlines the phases that an industry experiences throughout time (Lynch, 2018) (Whittington, 2020).

Source: (Whittington et al., 2020)
Norwegian Air Shuttle is a low-cost airline that was founded in 1993. The airline has grown rapidly in recent years, and it is now one of the largest low-cost airlines in Europe (MarketLine, 2023).
The airline industry is in the maturity stage of its life cycle. This means that the industry is no longer growing as rapidly as it did in the past, and there is a lot of competition between airlines.
Norwegian Air Shuttle is facing a number of challenges in the maturity stage of the industry. These challenges include: (Norwegian, 2022)
Rising costs of fuel.
Competition increased from other low-cost airlines.
Economic downturn.
The airline is responding to these challenges by focusing on efficiency and cost-cutting. The airline is also investing in new technologies, such as fuel-efficient aircraft, to help it to reduce its costs. (Norwegian, 2022)
Norwegian Air Shuttle is a well-managed airline with a strong track record of growth. The airline is well-positioned to succeed in the maturity stage of the industry by focusing on efficiency, cost-cutting, and innovation. (Norwegian, 2022)
Overview of the Norwegian Airline industry life cycle:
Introduction
The introduction stage is the first stage of the airline industry life cycle. During this stage, the industry is new and there are few competitors. This means that there is a lot of potential for growth, and airlines can charge high prices. (Whittington, 2020) (Lynch, 2018)
Growth
The growth stage is the second stage of the airline industry life cycle. During this stage, the industry is growing rapidly and there are more competitors entering the market. This means that prices start to come down, and airlines need to find ways to differentiate themselves from their competitors. (Whittington, 2020) (Lynch, 2018)
Maturity
The maturity stage is the third stage of the airline industry life cycle. During this stage, the industry is no longer growing as rapidly and there is a lot of competition between airlines. This means that prices are relatively low, and airlines need to focus on efficiency and cost-cutting in order to be profitable. (Whittington, 2020) (Lynch, 2018)

Decline
The decline stage is the fourth and final stage of the airline industry life cycle. During this stage, the industry is shrinking and there are fewer and fewer airlines operating. This can be due to a number of factors, such as rising fuel costs, increased competition from other modes of transportation, or economic downturn. (Whittington, 2020) (Lynch, 2018)
The airline industry is currently in the maturity stage of its life cycle. This means that the industry is no longer growing as rapidly as it did in the past, and there is a lot of competition between airlines. Norwegian Air Shuttle is facing a number of challenges in the maturity stage of the industry, but the airline is well-positioned to succeed by focusing on efficiency, cost-cutting, and innovation. (Norwegian, 2022)

Porter’s Industry Five Forces Analysis

A framework for business model analysis and company strategy formulation is Porter's Five Forces. Michael E. Porter first mentioned it in his 1979 book "Competitive Strategy: Techniques for Analysing Industries and Competitors."

Rivalry among existing firms: The intensity of competition among existing firms in an industry. (Michaux, 2015)
Bargaining power of buyers: The power of buyers to negotiate lower prices or better terms from sellers. (Michaux, 2015)
Bargaining power of suppliers: The power of suppliers to negotiate higher prices or better terms from buyers. (Michaux, 2015)
Threat of new entrants: The likelihood that new firms will enter the industry and compete with existing firms. (Michaux, 2015)
Threat of substitutes: The availability of substitute products or services that can satisfy the same needs as the products or services offered by the industry. (Michaux, 2015)
Here is a how Five Forces affect Norwegian Air Shuttle:
Rivalry among existing firms: The airline industry is highly competitive, with a number of major players, including Norwegian Air Shuttle, Ryanair, and EasyJet. This means that Norwegian Air Shuttle faces intense competition from its rivals on price, service, and route network ‌(Marketpublishers,2023). 
Bargaining power of buyers: The bargaining power of buyers is relatively high in the airline industry. This is because buyers have a number of alternative options, such as driving, taking the train, or flying with another airline. This means that Norwegian Air Shuttle must be careful to keep prices competitive and to offer a high level of service (Marketpublishers,2023). 
Bargaining power of suppliers: The bargaining power of suppliers is relatively low in the airline industry. This is because there are a number of suppliers of aircraft, engines, and other materials, and they are all competing for the business of airlines. This means that Norwegian Air Shuttle has a strong bargaining position with its suppliers (Marketpublishers,2023). 
Threat of new entrants: The threat of new entrants is relatively low in the airline industry. This is because there are a number of barriers to entry, such as the high cost of aircraft, the need for government approval, and the competitive nature of the industry (Marketpublishers,2023). 
Threat of substitutes: The threat of substitutes is relatively high in the airline industry. This is because there are a number of alternative ways to travel, such as driving, taking the train, or using video conferencing. This means that Norwegian Air Shuttle must be careful to keep prices competitive and to offer a high level of service (Marketpublishers,2023). 
By understanding the five forces that affect its industry, Norwegian Air Shuttle can develop strategies that will help it to succeed. For example, the airline could focus on developing a strong brand and a loyal customer base, or it could invest in new technologies that will give it a competitive advantage (Marketpublishers,2023). 
A sixth component in many firms may be the government's trade, tax, and regulation policies.
(Michaux, 2015)
Internal Analysis
An internal analysis is a thorough investigation of a company's internal elements, including both physical and non-physical ones like employees, assets, and processes. Internal analysis helps a firm identify areas that need improvement or alteration in order to create a successful corporate strategy or business plan. An internal analysis looks at the setting of an organisation to analyse its resources, assets, characteristics, competencies, and skills in order to achieve a competitive edge. Five main elements comprise an internal analysis: Examples of strategic competitiveness include assets, competencies, competitive strength, comparable position, and strategic competitiveness. Each element forms the basis for the one that follows it. An organisation's health is evaluated internally. It gives vital details on both its areas of strength and weakness. and warns of prospective problems. Without an internal study, organisations operate in the dark, which might end up costing them dearly in the road (Whittington, 2020).
The organisation's capabilities information is needed to identify development areas and alert to potential dangers. The team might use this information to create development and success plans (Whittington, 2020).


Norwegian Air’s Strategic Resources and Capabilities

Norwegian Air is a low-cost carrier headquartered in Fornebu, Norway. It is the largest airline in Scandinavia and the seventh-largest low-cost carrier in Europe. Norwegian Air operates a fleet of over 70 aircraft and flies to over 150 destinations in Europe, North America, and the Middle East. (Norwegian, 2022).
Norwegian Air's strategic resources and capabilities include:
A young and experienced workforce: Norwegian Air has a young and experienced workforce that is passionate about aviation. The airline's employees are highly skilled and are committed to providing customers with a safe and enjoyable travel experience (MarketLine, 2023).
A modern fleet: Norwegian Air has a modern fleet of aircraft that are fuel-efficient and environmentally friendly. The airline's fleet includes Boeing 737 MAX, Airbus A320neo, and Airbus A330neo aircraft (MarketLine, 2023).
A strong financial position: Norwegian Air is in a strong financial position. The airline has a low debt-to-equity ratio and a positive cash flow. This financial strength allows Norwegian Air to invest in its fleet, its employees, and its marketing (MarketLine, 2023).
A global network: Norwegian Air has a global network of destinations. The airline flies to over 150 destinations in Europe, North America, and the Middle East. This global network gives Norwegian Air a competitive advantage over other low-cost carriers (MarketLine, 2023).
A low-cost business model: Norwegian Air has a low-cost business model that allows it to offer competitive fares. The airline's low-cost business model is based on a number of factors, that includes a young and experienced workforce, modern fleet, strong financial position, global network and focus on efficiency (Norwegian, 2023).
Norwegian Air's strategic resources and capabilities have allowed the airline to become a leading low-cost carrier in Europe. The airline is well-positioned to continue to grow in the years to come (Norwegian, 2023).

Value Chain Analysis
	
Value chain analysis was developed by Michael Porter in his 1985 book, Competitive Advantage: Creating and Sustaining Superior Performance. It is a framework for analysing a company's activities and how they contribute to the creation of value for customers.
When an organisation employs a value chain model, it is compelled to consider how each stage contributes to or subtracts from the service or item being delivered. The value chain illustrates how a company is divided into many departments, and how these departments work together to deliver a good or service. To achieve a competitive edge, the company must provide consumers with value and the capacity to perform that (Johnson, 2017).

Source: Whittington et al., (2020)
	
The value chain is divided into two main categories: primary activities and support activities. Primary activities are the activities that directly add value to the product or service. Support activities are the activities that support the primary activities (Johnson, 2017).
Primary activities are:
Inbound logistics: This includes the activities involved in receive, store, and distribute inputs to the product or service (Johnson, 2017).
Operations: This includes the activities involved in transform inputs into the final service or product (Johnson, 2017).
Outbound logistics: This includes the activities involved in collect, store, and distributing the final product or service to customers (Johnson, 2017).
Marketing and sales: This includes the activities involved in creating awareness of the product or service, generating demand, and selling the product or service to customers (Johnson, 2017).
Service: This includes the activities involved in providing support to customers after they have purchased the product or service (Johnson, 2017).
Secondary activities are:
Firm infrastructure: This includes the activities that provide the general support for the organization, such as general management, finance, accounting, legal, and government affairs (Johnson, 2017). 
Human resource management: This includes the activities involved in recruiting, hiring, training, and developing employees (Johnson, 2017).
Technology development: This includes the activities involved in developing new products or services, improving existing products or services, and developing new production processes (Johnson, 2017).
Procurement: This includes the activities involved in purchasing the inputs that are needed to produce the product or service (Johnson, 2017).
Value chain analysis can be used to identify the activities that add the most value to the product or service. It can also be used to identify opportunities for improvement. For example, a company may be able to reduce costs or improve quality by improving its inbound logistics or its operations. Value chain analysis is a valuable tool for businesses of all sizes. It can be used to improve efficiency, reduce costs, and improve customer satisfaction (Johnson, 2017).

VRIO Analysis of Distinctive Resources and Capabilities

VRIO analysis aids in determining whether, how, and the amount to which a firm or organisation have resources and competencies that are valuable, uncommon, unique, and embraced by the organisation (Lynch, 2018).
VRIO stands for Value, Rareness, Imitability, and Organisation. It is a framework for analysing a company's resources and capabilities to determine whether they can be a source of sustained competitive advantage (Lynch, 2018).
A resource is valuable if it helps a company to improve its efficiency or effectiveness, or to create new products or services that customers value. A resource is rare if it is not possessed by many other companies in the same industry. A resource is inimitable if it is difficult or impossible for other companies to copy. And a resource is organized if the company has the systems and processes in place to exploit it effectively (Lynch, 2018).
To conduct a VRIO analysis, a company should identify its most important resources and capabilities. Then, it should assess each resource or capability on the four dimensions of VRIO (Lynch, 2018).
If a resource or capability is valuable, rare, inimitable, and organized, it can be a source of sustained competitive advantage. However, if a resource or capability is not valuable, rare, inimitable, or organized, it is unlikely to be a source of sustained competitive advantage (Lynch, 2018).
For example, a company may have a valuable resource, such as a patent for a new technology. However, if the technology is easily copied by other companies, it is unlikely to be a source of sustained competitive advantage (Lynch, 2018).
On the other hand, a company may have a rare resource, such as a unique location or a talented workforce. However, if the company is able to organise its resources and capabilities effectively, it may be able to achieve a sustainable competitive advantage (Lynch, 2018).
VRIO analysis is a valuable tool for companies that are looking to improve their competitive position. By identifying their most valuable, rare, inimitable, and organized resources and capabilities, companies can develop strategies to exploit these resources and capabilities and achieve a sustainable competitive advantage (Lynch, 2018).

Source of image: (De Bruin, 2017)

Value refers to whether a resource or capability is valuable to the organization. For example, Norwegian Air Shuttle's fleet of young, fuel-efficient aircraft is a valuable resource. 
Rareness refers to whether a resource or capability is rare. For example, Norwegian Air Shuttle's low-cost business model is relatively rare in the airline industry.
Imitability refers to whether a resource or capability is difficult to imitate. For example, Norwegian Air Shuttle's culture of innovation is difficult to imitate.
Organization refers to whether the organization is able to effectively utilize its resources and capabilities. For example, Norwegian Air Shuttle's management team has a strong track record of success.

SWOT Analysis

A SWOT analysis may be used to evaluate these four components of your company. SWOT stands for Strengths, Weaknesses, Opportunities, and Threats. You may use the SWOT analysis approach to identify your company's current strengths and develop a winning strategy.  (Whittington, 2020).

Source of image: created by author.
Strengths of Norwegian Air Shuttle
While analysing the company's strengths, the key components of Norwegian Air operations that give it a competitive edge in the market are analysed. A brand's strength may be ascribed to a number of factors, including its financial condition, qualified staff, the uniqueness of its goods, and intangible components like brand value. (MarketLine, 2023)
1. It has a strong grasp on the domestic market since it provides frequent domestic flights.
2. Market share expansion and net income generation are improving and outpacing rivals.
3. Prominent location in the operating region
4. The business prioritises its customers well and has a positive reputation among its clients.
5. Has an excellent market position. (MarketLine, 2023)
Weaknesses of Norwegian Air Shuttle
A brand's weaknesses are certain aspects of its operations that should be addressed to boost its position. Some weaknesses can be characterised as characteristics that the company lacks or in which the rivalry excels (MarketLine, 2023)
1. Does not participate in any airline alliances
2. The limited regularity of flights to overseas locations has an impact on patron loyalty.
3. Airline business is in decline.
Opportunities for Norwegian Air Shuttle
 Any company has the capacity to advance in certain directions to increase the size of its consumer base. Opportunities for a company might include international expansion, product improvements, and enhanced communication (MarketLine, 2023)
1. It intended to establish itself as one of the world's first long-haul Low-cost carriers. 
2. Extend its network by opening up new routes to distant overseas locations
3. Improved client service to promote patronage.
4. There is a growth in the youth and student travel market. (MarketLine, 2023)
Threats to the Norwegian Air Shuttle
Risks might come in the shape of things that could hurt a company's operations. Increasing rivalry, changed political goals, competing goods and services, and other factors can all pose threats (MarketLine, 2023)

1. SAS has an advantage over Norwegian companies thanks to financial backing from the Scandinavian governments.
2. Increased gasoline costs
3. Competitors' stronger marketing initiatives might weaken the brand's reputation.
4. Shortage of pilots.
5. The Covid- 19 pandemic has an huge impact on the airline industry. (MarketLine, 2023)
Strategies to Sustain Competitive Advantage 
To achieve a unique balance of value, it is necessary to choose a certain spectrum of activities. Porter also claims that choosing to do operations in a distinct way from competitors is the basis of strategy (Barney, 2019). Developing a distinct and substantially effected by a variety of actions is what is meant by strategy. If a company's profit is higher or lower than the industry average determines where it stands within its organisation. Long-term above-average revenue creates a favourable climate for maintaining competitive advantage (Grant, 2018). Low cost or distinctiveness can be a company's competitive advantage. When the two primary sources of competitive advantage are combined with the extent of the organisation that requires, they are sought, three fundamental tactics for exceeding average accomplishment in a sector emerge: a low-cost approach, distinctiveness, and focus. There are two kind of emphasis strategies: focus differentiation and cost differentiation. (Grant, 2018) (Barney, 2019).


Source of image: created by author. 
1. Cost Benefit
An organization's competitive strategy calls for it to become the sector's most efficient producer. Different industrial structures place different emphasis on cost advantage. These might be things like the desire for size and scope economies, proprietary technology, privileged access to raw resources, and other things (Barney, 2019). All cost benefits must be identified and used by a low-cost producer. If a company can charge prices that are at or close to the source, it will be operating above median in its industry and will have achieved and maintained total cost leadership. (Grant, 2018)
2. Individuality
A corporation uses a diversification strategy when it wants to stand apart from the competition in ways that customers will value. It chooses one or more qualities that are important to many customers in a certain sector and positions itself in a special way to fulfil those demands. It receives a substantial award for being unique. (Grant, 2018)
3. Intense focus
The choice of a limited strategic attitude within an industry forms the basis of the overall objective strategy. The focuser selects a market segment or group of industry segments, and then modifies its approach to suit those categories at the cost of others.  (Grant, 2018)
Norwegian Air Shuttle is a low-cost airline that has been able to sustain a competitive advantage in the highly competitive airline industry. The airline has a number of strategies that have helped it to succeed, including:
Focus on efficiency: Norwegian Air Shuttle is one of the most efficient airlines in the world. The airline has a number of initiatives in place to reduce its costs, such as using fuel-efficient aircraft, operating lean operations, and negotiating favourable contracts with suppliers (Norwegian, 2022).
Differentiate from the competition: Norwegian Air Shuttle has a number of unique features that differentiate it from the competition. The airline offers a wide range of low-cost fares, it has a strong brand, and it offers a high level of service (Norwegian, 2022).
Invest in innovation: Norwegian Air Shuttle is constantly investing in new technologies and initiatives that will help it to stay ahead of the competition. The airline has been a pioneer in the use of new technologies, such as fuel-efficient aircraft and online check-in (Norwegian, 2022).
Expand into new markets: Norwegian Air Shuttle has been expanding into new markets at a rapid pace. The airline now flies to over 150 destinations in Europe, North America, and Asia.
By focusing on efficiency, differentiation, innovation, and expansion, Norwegian Air Shuttle has been able to sustain a competitive advantage in the highly competitive airline industry (Norwegian, 2022).
Focus on customer service: Norwegian Air Shuttle could focus on providing excellent customer service. This could include things like offering more legroom, free meals, and on-time arrivals (Norwegian, 2022).
Expand its network: Norwegian Air Shuttle could expand its network to new destinations. This would allow the airline to reach more customers and increase its market share (Norwegian, 2022). 
Invest in new technology: Norwegian Air Shuttle could invest in new technology, such as self-service kiosks and online check-in. This would make it easier for customers to book flights and check in for their flights (Norwegian, 2022).
Partner with other airlines: Norwegian Air Shuttle could partner with other airlines to offer codeshare flights. This would allow the airline to offer more destinations and increase its market share. By implementing these strategies, Norwegian Air Shuttle can continue to sustain its competitive advantage in the airline industry (Norwegian, 2022).
Growth Strategies
The Ansoff Matrix is a strategic planning tool that helps businesses grow by exploring four different market expansion strategies: (Fortin, 2017). 
Market penetration: This strategy involves increasing sales of existing products or services to existing customers.
Market development: This strategy involves selling existing products or services to new customers.
Product development: This strategy involves developing new products or services for existing customers.
Diversification: This strategy involves developing new products or services for new customers.
	Existing Products/Services	New Products/Services
Existing	Market	A.	Penetration of the Market		B.	New Product and service
New Market		C.	 Development of the Market	D.	Unrelated diversification

Source of image: created by author.
The Ansoff Matrix can be used to help businesses identify the best growth strategy for their situation. It is important to consider the company's resources, capabilities, and objectives when choosing a growth strategy (Fortin, 2017).  
Market penetration: Norwegian Air Shuttle is focused on increasing its market share in its existing markets. The airline is doing this by expanding its network, offering new routes, and increasing its frequency on existing routes.
Market development: Norwegian Air Shuttle is also focused on expanding into new markets. The airline has been expanding into new markets in Europe, North America, and Asia.
Product development: Norwegian Air Shuttle is also focused on developing new products and services. The airline has been developing new products, such as its low-cost long-haul flights, and new services, such as its in-flight entertainment system.
Diversification: Norwegian Air Shuttle is also exploring opportunities for diversification. The airline has been investing in other businesses, such as its travel agency and its cargo business.


Source of image: (De Bruin, 2017)

An international strategy is a company's plan for how it will operate in the global marketplace. It should consider the company's resources, capabilities, and objectives, as well as the opportunities and threats posed by the global environment (Collis, 2014). 
Norwegian Air Shuttle is a low-cost airline that has been expanding rapidly into new international markets in recent years. The airline has a number of factors in its favour, including a young and growing fleet, a strong brand, and a low-cost business model (Norwegian, 2022) (De Bruin, 2017). 
Norwegian Air Shuttle's international strategy is focused on three main areas:
Expanding its network: Norwegian Air Shuttle is constantly expanding its network of routes. The airline now flies to over 150 destinations in Europe, North America, and Asia. (Norwegian, 2022) (De Bruin, 2017). 
Targeting new customer segments: Norwegian Air Shuttle is targeting new customer segments with its low-cost fares. The airline is attracting business and leisure travellers, and families with its affordable prices. (Norwegian, 2022) (De Bruin, 2017). 
Partnering with other airlines: Norwegian Air Shuttle is partnering with other airlines to offer codeshare flights. This allows the airline to offer more destinations and increase its market share. (Norwegian, 2022) (De Bruin, 2017). 
By implementing these strategies, Norwegian Air Shuttle is well-positioned to continue its rapid growth in the years to come. (Norwegian, 2022).
Here are some of the challenges that Norwegian Air Shuttle faces in its international expansion:
Competition from other low-cost airlines: Norwegian Air Shuttle faces competition from other low-cost airlines, such as Ryanair and EasyJet. These airlines are also expanding rapidly into new markets, which is putting pressure on Norwegian Air Shuttle's profits. (Norwegian, 2022).
Government regulations: Norwegian Air Shuttle faces government regulations in the countries where it operates. These regulations can make it difficult and expensive to start new routes. (Norwegian, 2022).
Economic conditions: Norwegian Air Shuttle's business is sensitive to economic conditions. A recession can led to a decline in travel demand, which can hurt the airline's profits. (Norwegian, 2022).
Despite these challenges, Norwegian Air Shuttle is well-positioned to continue its rapid growth in the years to come. The airline has a strong track record of success, a young and growing fleet, and a low-cost business model. By implementing its international strategy, Norwegian Air Shuttle can continue to grow its market share and become a leading global low-cost airline (Norwegian, 2022).
Green Strategy and CSR
Green business practises will benefit the firm as well as its larger stakeholders, including the local community, shareholders, and workers. Being realistic about the implementation of green strategy policies is crucial since there will be financial and organisational advantages (Norwegian, 2023).

Source of image: photo taken by author from Norwegian 2023 Sustainability report

Fleet renewal: Norwegian is constantly replacing its older aircraft with newer, more fuel-efficient models. The airline's average fleet age is just 5.5 years, which is one of the youngest in the industry (Norwegian, 2023).
Sustainable aviation fuel: Norwegian is a major investor in sustainable aviation fuel (SAF). The airline has committed to using 30% SAF by 2030. SAF is made from renewable sources, such as waste oils and agricultural residues, and it produces significantly less emissions than traditional jet fuel (Norwegian, 2023).
On-board efficiency: Norwegian is working to reduce its environmental impact on the ground as well as in the air. The airline has implemented a number of initiatives to improve fuel efficiency, such as optimizing its flight paths and using more efficient ground equipment (Norwegian, 2023).
Waste reduction: Norwegian is also committed to reducing waste production. The airline has implemented a number of initiatives to recycle and compost waste, and it has also installed waterless urinals in its aircraft (Norwegian, 2023).
Customer engagement: Norwegian is committed to engaging its customers in its sustainability efforts. The airline has launched a number of initiatives to educate customers about the environmental impact of air travel and to encourage them to make more sustainable choices (Norwegian, 2023).


According to Whittington (2020), an organisation has a social duty to act in a way that benefits society as a whole.  This can be accomplished in a number of ways, including: Utilising eco-friendly products, cutting back on trash, and using less energy are all ways that businesses may lessen their influence on the environment. Additionally, via social responsibility, which enables businesses to promote charitable organisations, engage in employee volunteerism, and offer fair salaries and working conditions. In addition to ethical responsibility, businesses may conduct themselves ethically by abiding by all rules and laws and treating their staff, clients, and vendors respectfully (Whittington, 2020). Organisations that embrace social responsibility, have benefits that can include, improved brand image, because consumers are increasingly looking for businesses that are socially responsible, thus attract more customers (Whittington, 2020).  
As workers are inclined to be content and effective when they believe they are working for an organisation that is having a beneficial impact on the world, it can boost employee morale. Additionally, it can lessen the possibility of receiving boycotts or other unfavourable press. (Whittington, 2020).  

















Conclusion

This report was about Norwegian Air and the company’s strategic analysis in dealing with central issues. The report included Norwegian Air’s mission and objectives, a Macro-environmental analysis, PESTLE analysis. As well as a Micro-environmental Analysis, Industry Life Cycle, Porter’s Industry Five Forces Analysis. Internal Analysis, Norwegian Air’s Strategic Resources and Capabilities analysis, The Value Chain analysis, VRIO Analysis of Resources and Capabilities, SWOT Analysis, strategies to sustain the competitive advantage, growth strategies, green strategy, and Corporate Social responsibilities, to conclude it has some recommendations for Norwegian Air.

















Recommendation 
Norwegian Air should expand into new international markets again. 
Target new customer segments with its low-cost fares and its affordable prices. For example fly to more European destinations. 
Norwegian Air could partner with other airlines to offer codeshare flights. 
Norwegian Air should invest in new technology to improve its operations and customer service.
Norwegian Air should focus on providing excellent customer service, unlike other low-cost airlines they could offer more legroom, free meals, and on-time arrivals.
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