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[bookmark: _Toc130392786]Introduction
The process of developing and putting into practice plans that aid a company in achieving its long-term goals and objectives is referred to as strategic management (Awan and Sroufe, 2022, p. 9). It entails examining an organization's internal and external environments, establishing objectives, and creating strategies to meet those objectives. Any organization's ability to respond to changes in the business environment and stay ahead of the competition depends on its ability to implement effective strategic management. In this regard, it is critical to perform a strategic analysis of Norwegian Air to determine the important elements that have led to its success and the difficulties it faces. 
This report will make it possible to pinpoint the airline's advantages and disadvantages as well as opportunities and risks in the commercial environment. By doing this, one can create plans that will both help Norwegian Air overcome its difficulties and accomplish its long-term goals and objectives.
[bookmark: _Toc130392787]Norwegian Air Background
Bjrn Kjos launched Norwegian Air, a low-cost carrier with operations in Norway, in 1993. With a fleet of more than 160 aircraft and operations in more than 150 destinations, the airline has subsequently experienced tremendous growth and global operating expansion. Norwegian Air specializes in low-cost, low-priced travel and offers both short-haul and long-haul flights.
Norwegian Air employed about 10,000 people worldwide as of 2021. The airline has recently suffered several financial difficulties, such as high debt levels, rising fuel prices, and the COVID-19 pandemic's effects on the airline industry. Norwegian Air filed for bankruptcy protection in Ireland in December 2020 and disclosed plans to reorganize the business.
Norwegian Air is well-represented in Europe, with hubs in Norway, Spain, and the UK, among other nations. The airline also offers service to locations in Asia, the Middle East, and North and South America. The growth of Norwegian Air has largely been attributed to its expansion into new markets, which allowed the airline to target new client demographics and boost its revenue sources (Florido-Benítez, 2022, p. 8).
Norwegian Air's 2019 financial results included revenue of NOK 20.6 billion and a net loss of NOK 1.6 billion. The COVID-19 pandemic has, nonetheless, harmed the airline's financial status, with a large decline in revenue as a result of travel restrictions and a decline in demand for air travel (Dube, et al., 2021, p. 78).
[bookmark: _Toc130392788]Norwegian Air Mission and Objectives
Norwegian Air's mission is to provide affordable and convenient air travel to customers, enabling them to explore the world and connect with people and cultures (Meyer, 2020, p. 90). The airline aspires to accomplish this purpose by providing inexpensive flights to a variety of domestic and international locations while upholding a high level of service and safety. 
To fulfil its mission, Norwegian Air has established several essential goals, such as becoming the go-to airline for passengers on a budget by providing cheap rates and a variety of flight options, increasing its presence in important markets, and developing new channels that would help it to expand operations across the globe. to uphold a high quality of service and safety, making sure that passengers enjoy their time on flights with Norwegian Air, and to lessen its influence on the environment by developing eco-friendly procedures and purchasing more fuel-efficient planes.
[bookmark: _Toc130392789]Macro-Environment Analysis
Examining the external elements that have an impact on the airline sector and Norwegian Air's operations is a component of a macro environmental analysis of the company. The political, economic, social, technological, environmental, and legal aspects of Norwegian Air's performance are the main topics of the analysis.
[bookmark: _Toc130392790]PESTEL Analysis
The PESTLE or PESTEL analysis is the examination of the external elements that are associated with the organisation that is being investigated. PESTLE is an abbreviation for "Political, Economic, Social, Technology, Legal, and Environmental analysis," which is an analysis conducted by the organisation. This can be utilised in a variety of settings to direct researchers in the direction of the external elements that influence the organisation, which will help in the process of making strategic decisions. 
In the following section, Norwegian Air's operations are examined using a PESTLE analysis, which takes into account external factors that have an impact on the aviation sector. Political, economic, sociocultural, technological, legal, and environmental factors are all considered in the investigation.
	Political
	Government regulations can have a big impact on the operations of airlines because the aviation industry is so extensively regulated. Norwegian Air has experienced several political difficulties, such as limitations on its ability to operate in particular markets and elevated taxes and fees (Alstadsæter, et al., 2020, p. 78). Also, the airline's operations in the UK and Europe may be impacted by the ongoing Brexit negotiations.

	Economic
	The demand for air travel may be impacted by factors related to the economy, such as changes in GDP and consumer expenditure (Azam, et al., 2023, p. 67). The COVID-19 epidemic has affected Norwegian Air, which has resulted in a sharp decline in demand for air travel and financial losses. The airline has also experienced difficulties because of increased fuel prices and exchange rate changes.

	Social
	The demand for air travel may change as a result of shifts in societal trends and tastes. Norwegian Air has prioritized providing consumers with affordable travel options, which has proven to be popular with travelers on a tight budget (Alfaro and Chankov, 2022, p. 54). Long-term changes in cultural patterns, such as worries about climate change, could, nevertheless, have an impact on the demand for air travel.

	Technological
	The use of digital technologies for booking and customer service, as well as better aircraft efficiency, are just a few of the ways that technological advancements can affect the airline sector. Norwegian Air has made investments in digital technologies to improve customer service and boost productivity (Bednarčíková and Repiská, 2021, p. 44). The aviation business has, however, also had to deal with issues with data security and privacy.

	Environmental
	The pressure on the airline sector to address its environmental effect, particularly airplane emissions and the usage of single-use plastics, has increased. Norwegian Air has made a commitment to lowering its carbon footprint and making investments in environmentally friendly activities, like putting recycling programs in place and operating more fuel-efficient aircraft.

	Legal
	A vast range of legislative requirements relating to security, safety, and labor laws must be followed by airlines. In several areas, labor laws and employee contracts, as well as rules governing airline safety and security, have presented legal difficulties for Norwegian Air.



Therefore, Norwegian Air faces several possibilities and difficulties, according to a PESTLE analysis. The airline faces numerous regulatory hurdles as well as financial difficulties brought on by the COVID-19 outbreak and rising fuel costs. Norwegian Air also has the chance to engage in sustainable methods to meet the growing worries about climate change while expanding its operations internationally. Norwegian Air can more effectively position itself for long-term success in the aviation business by comprehending and tackling these external concerns.
[bookmark: _Toc130392791]Micro-Environment Analysis
Norwegian Air's internal elements that affect its operations and interactions with stakeholders, including suppliers, competitors, customers, and workers, are taken into account in a micro environment analysis of the airline. Norwegian Air must manage its ties with rivals to maintain its market position in the fiercely competitive airline sector. Other low-cost airlines like Ryanair and EasyJet as well as more established airlines like British Airways and Lufthansa are the company's main rivals. Norwegian Air must set itself apart from its rivals by providing distinctive services at affordable prices while upholding a high level of security and customer care.
[bookmark: _Toc130392792]Industry Life Cycle
The word "industry life cycle" is a concept that is used to explain the development of any business or corporation through a variety of procedures that involve both growth and losses. It is the history of the organisation being considered, beginning with its founding and ending with its dissolution. It is primarily composed of four stages, which are the Introduction, the Beginning, Middle Ages, and Later Years. 
Like any other industry, the aviation sector has various phases in its life cycle, each with its special opportunities and challenges. Being a low-cost carrier, Norwegian Air competes in a dynamic business that is extremely competitive, and its life cycle may be broken down into four phases: introduction, growth, maturity, decline, and restructuring stage.
	Introduction stage
	Several airlines, including Norwegian Air, were founded in the early 20th century, heralding the airline industry's introductory stage. During this time, domestic travel was the main focus of airlines, and flying was a luxury reserved for the affluent. When it first began operating in 1993, Norwegian Air was a minor airline that flew only within Norway (Gudmundsson, 2023, p. 65). With time, the business grew and soon started providing inexpensive flights to foreign locations.

	Growth stage
	The liberalization of air transport rules, which resulted in more competition and lower customer pricing, defined the airline industry's growth stage. Norwegian Air increased its global operations during this time, providing inexpensive flights to several locations in Europe, Asia, and the Americas. The company's inventive business plan, which put a strong emphasis on providing affordable pricing, flexible booking options, and effective operations, was the primary driver of that company's growth (Straubinger, et al., 2021, p. 45).

	Maturity stage
	Intense competition, price wars, and consolidation characterize the airline industry's mature stage. Norwegian Air encountered several difficulties during this time, including growing fuel costs, heightened rivalry from other low-cost carriers, and shifting passenger preferences (Renehan and Efthymiou, 2020, p. 54). In response, the business increased operations and made investments in fuel-efficient aircraft, although this caused financial losses and a drop in the company's market share.

	Decline stage
	The airline sector is in its decline stage right now, which is characterized by decreased demand, more regulation, and consolidation. The COVID-19 epidemic has had a major effect on the aviation sector, causing a sharp fall in demand for air travel as well as financial losses for carriers (Suk and Kim, 2021, p. 77). The pandemic has severely affected Norwegian Air, which has been obliged to reorganize its business, scale back its fleet, and concentrate on its primary routes.

	Restructuring stage
	Norwegian Air is amid reorganization, intending to reestablish its business in a post-pandemic future. The airline has announced plans to resume flights to popular locations in Europe and the United States after securing finance from investors. The airline has also made plans to concentrate on the internal Norwegian market, where it will have less competition and be better able to serve passengers' demands.



Hence, from the launch stage to the restructuring stage, Norwegian Air has gone through many stages in the industry life cycle. The airline has seen fierce rivalry and financial difficulties but has persevered and adapted in the face of difficulty. The airline's future success will depend on its capacity to meet the demands of a continuously evolving market and offer its clients high-quality, reasonably priced air travel.
[bookmark: _Toc130392793]Porter’s Industry Five Forces Analysis
The Five Forces Model of Porter An analysis provides a structure for presenting the current state of the environment in which a particular company or sector operates. It is primarily comprised of five different competing factors, each of which has an impact on the position of the industry and reveals both the industry's strengths and weaknesses in relation to the market. The five forces are Competitive rivalry, the Potential of new entrants, the Bargaining power of suppliers, and the Bargaining power of customers.
Popular methodology for assessing an industry's competitive climate is Porter's Five Forces study. The framework examines five major factors that affect an industry's competitiveness and profitability. The threat of new competitors, suppliers' and buyers' bargaining power, the threat of replacements, and the ferocity of rivalry in the market are the five forces.
	The threat of New Entrants
	High entrance barriers are typical in the airline sector. For businesses to be established, fleets to be built, and licenses and permissions to be obtained, new entrants must make large capital investments. The advantages of scale that established airlines enjoy also offer them a price advantage over newcomers (Niemeier and Forsyth, 2023, p. 54). As a result, the airline industry faces little threat from new competitors.

	Bargaining Power of Supplier
	Manufacturers of aircraft, fuel suppliers, and maintenance companies all serve the airline sector as suppliers. Due to the low number of suppliers, high switching costs, and significance of their goods and services to the airline industry, suppliers in the aviation sector have very strong negotiating leverage. The airline sector is particularly susceptible to changes in fuel prices, which can have a big impact on how profitable airlines are (Maung, et al., 2022, p. 34).

	Bargaining Power of Buyer
	In the airline sector, consumers have a moderate to the high degree of negotiating leverage. Due to their price sensitivity and ease of switching to competitors, customers have a big impact on the sector. Also, consumers can now compare rates and services online, making it simpler for them to bargain with airlines for better terms and conditions (Hanna, et al., 2019, p. 67).

	Threat of Substitutes
	In the airline sector, substitutes pose a moderate to a significant threat. Short-haul flights can be replaced by other modes of transportation, such as trains and buses. A key source of income for the airline sector, corporate travel has also decreased as a result of the development of video conferencing and other communication technology (Hanna, et al., 2021, p. 78).

	The intensity of Competitive Rivalry
	With numerous well-established airlines and low-cost carriers competing for market share, the airline sector is extremely competitive. Airlines compete on pricing, routes, and service quality, and there is intense market competition (Khudhair, et al., 2019, p. 8). Intense pricing rivalry and a desire to cut expenses are also brought on by the industry's high fixed costs and low-profit margins.



Therefore, high entry barriers, high supplier bargaining power, moderate to high buyer bargaining power, moderate to high threat of substitutes, and high intensity of competitive competition are characteristics of the aviation sector. Airlines must negotiate these forces, find ways to set themselves apart from rivals, manage expenses, and uphold high standards of service quality to succeed in this sector.
[bookmark: _Toc130392794]Internal Analysis
[bookmark: _2s8eyo1]To determine areas for improvement and areas where it can keep its competitive edge, an internal analysis of Norwegian Air looks at the company's strengths and weaknesses.
[bookmark: _Toc130392795]Norwegian Air Strategic Resources and Capabilities
Norwegian Air's performance as a low-cost carrier has been aided by a variety of strategic assets and competencies. The following are some of the most important assets and skills:
· Fleet: The fleet of aircraft operated by Norwegian Air is made up of Boeing 737 and 787 Dreamliner aircraft (Collings, et al., 2022, p. 90). This has allowed the business to maintain low costs and provide its clients with competitive pricing.
· Brand Reputation: Norwegian Air has a solid brand name as a dependable low-cost carrier in the aviation business. The business has a solid customer base and has received multiple honors for its services.
· IT Infrastructure: Norwegian Air has made significant investments in its IT infrastructure, which allows it to efficiently manage flight operations, reservations, and customer support (Silling, 2019, p. 67). The organization has been able to reduce costs and streamline operations as a result.
· Human Resources: Norwegian Air's personnel are highly motivated and skilled, and they are dedicated to providing exceptional customer service. The business has made investments in the training and development of its employees, which has aided in its growth.
· Network: Norwegian Air connects cities in Europe, Asia, and the Americas with a comprehensive network of flights (Keeling, 2020, p. 66). To broaden its reach, the firm has also partnered with other airlines.
· Cost Control: Norwegian Air has put in place several cost-cutting strategies, such as operating a single kind of aircraft, contracting out maintenance and repair work, and providing supplementary services to boost income.
· Unique Business Model: By providing low-cost flights to long-distance locations, Norwegian Air has been able to upend the established airline business (Cook and Billig, 2023, p. 77). Due to its unique business strategy, the company has been able to stand out from its rivals and draw in new clients.
Hence, Norwegian Air has become a top low-cost carrier in the aviation sector because of these resources and competencies. But the business also has to contend with issues like fierce competition, rising gasoline prices, and uncertain economic conditions. Norwegian Air will need to keep making strategic investments in its capabilities and resources while also responding to shifting market conditions to keep its competitive advantage.
[bookmark: _Toc130392796]Value Chain Analysis	
The incoming logistics, which include the purchase of fuel, aircraft, and other goods required for the airline's operations, are the first area of the value chain analysis for Norwegian Air (Hellesund, 2022, p. 56). To ensure dependable and economical procurement, the organization has built ties with suppliers.
The company's operations also include tasks like boarding, in-flight amenities, and passenger check-in. The low-cost business model of Norwegian Air prioritizes effectiveness and speed, and it uses self-service kiosks and digital boarding cards to speed up the check-in procedure.
The movement of travelers and their belongings to their final destinations is referred to as outbound logistics. In addition to outsourcing luggage handling and transportation to ground handling firms, Norwegian Air has a fleet of aircraft that are serviced and maintained by outside companies. Advertising, promotions, and joint ventures are all part of Norwegian Air's marketing and sales efforts to draw passengers to its budget flights. To increase revenue, the airline also provides auxiliary services like seat selection and baggage allowances.
Last but not least, customer care and post-flight follow-up are included in Norwegian Air's service and support efforts to guarantee client satisfaction (Read, 2019, p. 77). The business solicits feedback from customers through digital platforms including social media and its website. The value chain analysis of Norwegian Air demonstrates how the company's strategic assets and competencies support its competitive advantage in the low-cost carrier industry. Norwegian Air can save costs, boost customer satisfaction, and keep its position as a top low-cost carrier by consistently upgrading its value chain.
[bookmark: _Toc130392797]Primary Activities
The primary activities of Norwegian Air include:
· Norwegian Air's primary business is transporting passengers on local and international flights to several locations in Europe, Asia, Africa, the Americas, and the Middle East. In addition to owning, it's fleet of Boeing 737 and 787 Dreamliners, the airline also uses leased aircraft from other businesses.
· Transporting goods is another service that Norwegian Air provides in addition to moving passengers (Halvorsen and Lamvik, 2021, p. 7). The airline uses specialized cargo aircraft to fly packages and cargo to a variety of locations across the globe.
· AerCap Holdings N.V. and International Lease Finance Corporation (ILFC) are two businesses that Norwegian Air leases aircraft. Also, the airline rents its aircraft to other carriers.
· Norwegian Air operates its aviation training facility, which provides ground employees, flight attendants, and pilots with training programs. The Norwegian Civil Aviation Authority (NCAA) and the European Aviation Safety Agency (EASA) both accredit the institution (NCAA).
· Norwegian Air also offers several travel-related services, including reservations for hotels, car rentals, and travel insurance. The airline's website and mobile app, as well as travel agencies and other channels of distribution, all provide these services.
[bookmark: _Toc130392798]Secondary Activities
[bookmark: _35nkun2]The secondary activities of Norwegian Air include:
· [bookmark: _tz9s3frk97v1]Through its subsidiary, Norwegian Ground Handling AS, Norwegian Air offers ground handling services to other airlines, such as baggage handling, aircraft towing, and refueling services.
· [bookmark: _66ux4bvsofb0]Through its subsidiary, Norwegian Technical Services AS, Norwegian Air offers MRO services to other airlines, such as maintenance, repair, and overhaul of aircraft engines and components.
· [bookmark: _e3r740zb6453]Norwegian Air provides a loyalty program called Norwegian Reward, which enables participants to accumulate points for flights and other purchases (Stourm, et al., 2020, p. 79). These points can then be exchanged for a variety of benefits, including free flights, upgraded seats, and cash discounts.
· [bookmark: _ufci5ugb8vy6]Norwegian Air provides retail and duty-free sales on board its flights, where a selection of goods including snacks, beverages, mementos, and duty-free goods are sold.
· [bookmark: _k8z9dcpz4owb]Norwegian Air participates in a range of advertising and sponsorship operations, including supporting athletic teams and events and working with other businesses on marketing initiatives.
· [bookmark: _q5kwihvt9vp3]Norwegian Air offers specialized travel packages to a variety of destinations by operating charter flights for tour operators and other groups.
[bookmark: _Toc130392799]VRIO Analysis of Distinctive Resources and Capabilities
VRIO stands for Value, Rarity, Imitability and Organisation. It is a framework which can be used to analyse industries internal resources and capabilities which should help to find out the position of the industry in the market. It also gives the position of the company with respect to its potential competitors in the market.
The VRIO analysis of Distinctive Resources and Capabilities includes:
	Value
	Due to its low-cost business model, Norwegian Air can provide clients with affordable flights, making it a valued asset in the airline sector (PAUL, et al., 2020, p. 55). This resource is unique because few airlines can run at such a cheap cost while maintaining high standards of service. Because it needs a lot of skill in cost control, operational effectiveness, and revenue management, the resource is challenging to replicate. Generally, this resource is regarded as valuable and uncommon, which gives Norwegian Air a competitive advantage.

	Rarity
	In the airline sector, Norwegian Air has access to a fleet of cutting-edge, fuel-efficient aircraft, which is a valuable and uncommon resource. This asset is valuable because it enables the company to provide clients with affordable flights, and it is uncommon because not many airlines have a fleet that is this size and up to date. Since it takes a sizable investment and extensive knowledge of aircraft management and maintenance, the resource is also challenging to duplicate and organize. Generally, this resource is regarded as valuable and uncommon, which gives Norwegian Air a competitive advantage.

	Inimitability
	Because it draws and keeps consumers, Norwegian Air's solid brand reputation in the airline sector is a valuable asset. This resource is uncommon since not many airlines enjoy the same level of brand recognition, and it is challenging to duplicate because it necessitates the continual provision of high-quality products and services. Since it might be damaged by unfavorable situations or bad client experiences, this resource might not be regarded as a reliable source of competitive advantage.

	Organization
	In the airline sector, Norwegian Air was a pioneer in integrating digital solutions for booking, check-in, and other services. This resource is unique and precious since it enables the organization to provide clients with effective and convenient services. Few airlines have adopted such cutting-edge technology solutions. Since competitors can copy it over time, this resource might not be a reliable source of competitive advantage.



Therefore, Norwegian Air's fleet of aircraft and low-cost business strategy are seen as valuable, uncommon, and hard to replicate, and as a result, they are a source of long-term competitive advantage. Technology innovation and brand reputation are both significant, but they might not be as uncommon or difficult to replicate, making them less likely to provide a persistent source of competitive advantage.	
[bookmark: _Toc130392800]SWOT Analysis
The Strengths, Weaknesses, Opportunities, and Threats (SWOT) analysis is a model that assists in determining a company's or industry's individual strengths, weaknesses, opportunities, and threats. This framework is beneficial to the study of strategic planning and management strategies since it reveals the internal structure, as well as weaknesses and opportunities for change.
The SWOT Analysis of Norwegian Air is mentioned below:
	Strengths

· Norwegian Air uses a low-cost business strategy to provide consumers with affordable flights and keep a competitive edge over other airlines.
· The airline runs a fleet of cutting-edge, cost-effective aircraft, which enhances the travel experience for passengers, lowers operating expenses, and promotes sustainability.
· In the airline sector, Norwegian Air has developed a strong brand reputation that aids in luring and keeping consumers.

	Weaknesses

· Norwegian Air has recently experienced severe financial difficulties, including high debt levels and losses brought on by expansion and competition (Zuidberg, et al., 2019, p. 12).
· Route network is limited compared to other major airlines, which can prevent the airline from expanding and becoming profitable in some areas.
· Norwegian Air has had workplace conflicts with its pilots and cabin staff, which can cause disruptions and harm the company's reputation.

	Opportunities

· To reach new consumer demographics and boost income, Norwegian Air can broaden its route network into other regions like Asia and South America.
· The airline can join forces and form alliances with other carriers to broaden its network of routes, boost productivity, and boost profitability.
· By making investments in new technologies and implementing more sustainable practices, Norwegian Air can benefit from the expanding trend of sustainable aviation.
	Threats

· The airline is up against fierce competition from both legacy airlines and other low-cost carriers that are joining the low-cost sector.
· Economic downturns can affect the airline sector since passengers may spend less money on travel and there may be fewer passengers.
· The airline may encounter regulatory difficulties that could affect operations and profitability, such as modifications to safety requirements or limitations on international flights.



[bookmark: _Toc130392801]Strategies to Sustain Competitive Advantage
	Cost Leadership Strategy
	A significant part of Norwegian Air's competitive advantage stems from its low-cost business model, and the airline can continue to pursue a cost leadership strategy to hold onto its market share (Bauer, et al., 2020, p.  67). Through operational effectiveness, revenue management, and procurement strategies, the airline can concentrate on cutting costs while upholding quality standards to draw in and keep customers.

	Differentiation Strategy
	By providing special services or features that clients value, Norwegian Air can set itself apart from rivals. For instance, the airline might provide customized services or loyalty programs to set itself apart from other low-cost carriers. Norwegian Air can draw clients with higher spending power by differentiating itself and offering superior travel experiences.

	Focus Strategy
	A focus strategy, in which Norwegian Air focuses on a certain market segment or niche, might be another tactic. For instance, the airline may concentrate on serving a specific group of customers or an area with less competition. Norwegian Air may better understand and meet the demands of its customers by concentrating on a certain market sector, which might result in a long-lasting competitive advantage.

	Expansion Strategy
	To maintain its competitive advantage, Norwegian Air may think about extending its operations into other markets. The airline may reach new client segments and boost revenue by growing its route network. This can be done independently, through forging joint ventures with other airlines, or through mergers and acquisitions.



[bookmark: _Toc130392802]Growth Strategies
Growth strategies are the strategies of a company or industry or organisation to come out from the current situation or to tackle any future challenges. This framework gives the reasonable strategies which should be utilised for the achievement of short time or long-time goals of the company or industry. Strategies to improve market share and revenue, acquire assets, improvement of products are some examples of growth strategies.
Ansoff Matrix
	Market Penetration
	By boosting flight frequency, enhancing customer experience, and lowering pricing, Norwegian Air can concentrate on expanding its market share in its current markets. This tactic falls under market penetration, which is boosting market share by offering more of the same goods or services to the same clientele, according to the Ansoff Matrix.

	Product Development
	To meet the evolving needs of clients, Norwegian Air can create new products or services (Mei, 2022, p. 7). To enhance the client experience, it might, for instance, roll out additional routes, provide more individualized services, or create new technology. This tactic fits under product development, which is developing new goods or services for markets that already exist, according to the Ansoff Matrix.

	Market Development
	Targeting various clientele groups or geographical areas will allow Norwegian Air to expand into new markets. For instance, it might concentrate on developing nations where air travel is becoming more popular. This tactic falls under market development, which is offering current goods and services in new markets, according to the Ansoff Matrix.

	Diversification
	By moving into new markets or industries unrelated to its core industry, Norwegian Air can diversify its operations. For instance, it might make investments in airport operations or provide travel-related services like lodging and car rentals. This tactic fits under diversification, which entails developing new goods or services for new markets, according to the Ansoff Matrix.



International Strategies
Norwegian Air can use foreign approaches to broaden its operations internationally. To obtain access to new markets, it could, for instance, form joint ventures with regional airlines or buy regional airlines. The airline may also think about using advertising and event sponsorship to build its global brand. When entering new markets, the international strategies framework highlights the significance of adjusting to local customs and laws.
Entry Mode Strategies
Norwegian Air may take into account several entry modes tactics, such as joint ventures, acquisitions, and greenfield investments when entering new markets. For instance, partnerships or acquisitions could provide the airline access to resources and knowledge unique to the area, while greenfield investments might let it start operations from scratch. The framework for entrance mode strategies highlights the significance of taking into account elements including market size, the regulatory landscape, and competition when selecting an entry mode.
[bookmark: _Toc130392803]Green Strategy and CSR
Norwegian Air is dedicated to going green and lowering its carbon footprint. The airline has set goals to become carbon neutral by 2050 and lower its carbon emissions by 30% per passenger by 2030. Norwegian Air has made investments in more fuel-efficient aircraft, established operational steps to cut fuel usage, and started using sustainable aviation fuel on a few flights to meet these goals (Kozuba and Ojciec, 2019, p. 77).
Norwegian Air is committed to corporate social responsibility in addition to its green strategy (CSR). The airline has put in place measures to ensure ethical business practices, diversity, and inclusion throughout the organization. It supports several causes, including the Norwegian Red Cross, UNICEF, and Save the Children. The CSR initiatives of Norwegian Air show the company's dedication to acting as a good corporate citizen and improving society.
[bookmark: _Toc130392804]Conclusion
In conclusion, to maintain its competitive advantage in the airline sector, Norwegian Air has used several measures. Norwegian Air has been able to identify its strengths and weaknesses, opportunities and threats, and develop effective strategies to achieve growth and remain competitive by using strategic management and analysis tools like the VRIO analysis, SWOT analysis, Porter's generic strategy, Ansoff Matrix, and international and entry mode strategies. Additionally, the airline's dedication to CSR and a green strategy shows that it places a priority on being a good corporate citizen while fulfilling its strategic goals. Norwegian Air can maintain its development and competitiveness in the airline sector by continuing to adapt to shifting client demands and market conditions.
[bookmark: _Toc130392805]Recommendation 
· Reduce Costs: To be competitive, Norwegian Air needs to keep reducing costs. This can be accomplished by taking steps like renegotiating supplier agreements, increasing fuel economy, and putting operational changes in place.
· Enhance Customer Experience: Norwegian Air should invest in technology to streamline booking procedures, offer consumers individualized services, and enhance the in-flight entertainment and dining experiences.
· Increase Market Reach: Norwegian Air should think about extending its market reach by investigating new routes and destinations, concentrating on new customer groups, and spending money on marketing initiatives to raise its profile and draw in additional clients (de Regt, et al., 2021, p.  7).
· Invest in Technology: To increase operational effectiveness and improve customer experience, Norwegian Air should invest in technology. This can involve employing artificial intelligence to improve customer experience, creating mobile applications to streamline booking and check-in, and adopting predictive maintenance technologies to lower maintenance costs.
· Enhance Partnerships: To grow its network and give passengers more travel options and destinations, Norwegian Air should keep fortifying its alliances with other airlines.
· Improve Sustainability Efforts: Norwegian Air should continue to improve its sustainability efforts by purchasing aircraft with a higher fuel efficiency, reducing waste, and utilizing a form of aviation fuel that is more environmentally friendly.
By putting these recommendations into action, Norwegian Air will be able to continue its rapid expansion while also preserving its position as the industry leader in the aviation sector. Also, the airline ought to evaluate and adjust its strategy on a consistent basis in order to guarantee that it accurately reflects the evolving preferences of customers and the realities of the market.
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