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[bookmark: _Toc134460488]Introduction
Strategic management is the process of creating and implementing plans that help a business achieve its long-term goals and objectives (Fuertes, et al., 2020, p.  6). It comprises assessing the internal and external environments of an organization, setting goals, and developing plans of action to achieve those goals. Any organization's capacity to conduct efficient strategic management determines its ability to adapt to changes in the business environment and stay ahead of the competition. In this sense, it is crucial to conduct a strategic analysis of Norwegian Air to identify the key factors that have contributed to its success and the challenges it currently faces. 
With the help of this report, it will be easy to identify the benefits and drawbacks of the airline as well as potential chances and hazards in the market. By doing this, one can design strategies that will assist Norwegian Air in overcoming its challenges and achieving its long-term goals and objectives.
[bookmark: _Toc134460489]Norwegian Air Background
Low-cost airline Norwegian Air Shuttle ASA also referred to as Norwegian, is based in Norway. The business was established in 1993 and initially ran as a small airline in Norway. The airline didn't start running low-cost flights until 2002, and it only started providing long-haul flights in 2012.
Norwegian Air employed roughly 6,000 people in 2021, and its fleet consists of about 140 aircraft. Due to high levels of debt, fierce rivalry, and the COVID-19 pandemic's effects on the travel sector, the corporation has recently had financial troubles. In late 2020, the business disclosed that it had applied for bankruptcy protection and underwent a significant reorganization, which included decreasing its fleet and staff.
European, North American, South American, African, and Asian markets are just a few of the ones where Norwegian Air has operations. With bases in various nations, including Norway, Denmark, Sweden, Spain, and the UK, the corporation has created a significant position in the European market. 
Norwegian Air has been praised for its aviation sector innovation despite its financial difficulties. One of the first airlines to offer in-flight Wi-Fi on all of its long-haul flights, the company has been a pioneer in the use of technology to improve business processes and cut costs (Taneja, 2020, p. 67).
[bookmark: _Toc134460490]Norwegian Air’s Mission and Objectives
The mission of Norwegian Air is to make air travel accessible and inexpensive for all passengers (Albers, et al., 2020, p. 61). With its low-cost flights, the airline hopes to increase the number of people who can travel while maintaining high standards of quality and safety. Additionally, innovation and sustainability are highly valued by Norwegian Air, which is constantly looking for innovative methods to increase productivity and lessen its environmental impact.
When it comes to objectives, Norwegian Air wants to keep being the top low-cost carrier in Europe and grow its footprint in other markets, especially on long-haul routes to and from the United States. Additionally, the business wants to keep increasing profitability, cutting costs, and operational efficiency. 
Furthermore, Norwegian Air is dedicated to sustainability and has established objectives to lower its carbon emissions and advance eco-friendly practices throughout all facets of its operations. By attaining these goals, Norwegian Aviation hopes to offer top-notch aviation travel at a reasonable cost while reducing its environmental effect.
[bookmark: _Toc134460491]Macro-Environment Analysis
The macro environmental analysis of the business includes looking at the external factors that affect the airline industry and Norwegian Air's operations. The main topics of the examination are the political, economic, social, technological, environmental, and legal elements of Norwegian Air's performance.
[bookmark: _Toc134460492]PESTEL Analysis
The PESTEL analysis is a strategic management tool that aids in the identification and study of the external factors that may have an impact on an organization's operations. Political, Economic, Sociocultural, Technological, Environmental, and Legal Factors are what the acronym stands for. Organizations can discover opportunities and dangers that can result from changes in these elements by using the analysis to better understand the external environment in which they operate. Organizations can create efficient strategies to deal with external difficulties, seize opportunities, and reduce potential dangers by performing a PESTEL study.
	Political
	Norwegian Air is impacted politically through taxation, international trade agreements, and aviation-related laws and policies. For instance, the EU Emissions Trading System's installation has increased expenses for the airline because carbon permits must now be purchased. Another illustration is the EU-US Open Skies Agreement, which has permitted Norwegian Air to increase the number of its long-haul flights to the US (Kuljanin, et al., 2021, p. 6).

	Economic
	Norwegian Air's operations can be impacted by economic variables such as inflation, inflation rates, and economic growth rates. For instance, changes in currency rates may affect how much it costs the airline to import fuel and planes. The demand for air travel may also shift in response to variations in economic growth rates. For instance, the COVID-19 pandemic had a substantial influence on the aviation sector due to decreased demand for travel as a result of lockdowns and limitations.

	Social
	Norwegian Air's operations can be affected by sociocultural variables including shifts in consumer behaviour and fashion trends. For instance, as environmental concerns have grown, the demand for eco-friendly practices in the aviation sector has soared. In response to this tendency, Norwegian Air introduced its "Reduce, Reuse, Recycle" program, which aims to cut waste and promote environmentally friendly behaviors (Williams and Rangel-Buitrago, 2022, p. 8). Another illustration is how consumer travel habits are changing, with a rise in the need for customized and unique experiences.

	Technological
	Norwegian Air's operations could be influenced by technological variables such as technological advancements and changes in consumer expectations for digital services. For instance, the way customers book and manage their flights has changed as a result of the rising usage of mobile devices and internet platforms. By making investments in its digital platforms, Norwegian Air is bucking this trend and enhancing the customer experience, and offering individualized services. Another illustration is the adoption of innovative technology to lower carbon emissions and encourages sustainable practices, such as sustainable aviation fuel and electric airplanes.

	Environmental
	The operations of Norwegian Air can be influenced by environmental variables like climate change and environmental restrictions. Regulations, for instance, about noise pollution and carbon emissions may affect flight operations and raise expenses. By implementing eco-friendly practices like waste reduction and encouraging sustainable aviation fuel, Norwegian Air has responded to this trend. Another illustration is how inclement weather can affect aviation operations, causing schedule disruptions and rising costs.

	Legal
	Norwegian Air's operations may be adversely affected by legal aspects like labor laws, intellectual property laws, and safety rules. As an illustration, the airline is required to abide by safety standards established by aviation authorities in the many nations where it operates. The labor costs and employee relations of the airline may be affected by labor laws and regulations about employment contracts. The ability of the airline to safeguard its brand and merchandise from infringement can also be impacted by intellectual property regulations.



Therefore, the PESTEL analysis of Norwegian Air shows that many external factors might affect the company's operations, expenses, and competitiveness. In response, the airline has invested in technology, adopted environmentally friendly practices, and adjusted to shifting customer expectations. Norwegian Air can stay competitive in the intensely dynamic and cutthroat airline market by continuing to monitor and adjust to developments in the external environment.
[bookmark: _Toc134460493]Micro-Environment Analysis
The microenvironment analysis is a procedure for assessing the internal elements that have an impact on a company's performance and operations (Subagja, 2023, p. 9). Internal elements including the company's culture, employees, suppliers, customers, competitors, and stakeholders are identified and analyzed. A corporation can improve its operations and competitiveness by undertaking a micro-environment study to better understand its strengths and weaknesses, spot potential opportunities and threats, and establish improvement plans. In the case of Norwegian Air, the micro-environment analysis would entail assessing the firm's internal resources and capacities as well as its interactions with suppliers, customers, rivals, and other stakeholders.
[bookmark: _Toc134460494]Industry Life Cycle
According to the industry life cycle, the airline sector is thought to be at a mature stage. The stages of development that the industry goes through are described by the industry life cycle, which begins with the introduction stage and continues with the growth, maturity, and decline stages. The industrial life cycle is characterized by shifts in consumer demand for goods and services, competition intensity, and technical developments. In the case of Norwegian Air, the airline sector is currently at the maturity stage after having already gone through the introduction and expansion periods.
Introduction Stage
The industry life cycle's introduction stage, which is when new players first enter the market, is characterized by this. At this time, low-cost airlines like Norwegian Air started operating, upending the airline sector with their low tickets. Demand for air travel increased as it also got more economical and available to a wider range of people.
Beginning in 1993, Norwegian Air offered inexpensive flights between Bergen and Trondheim in Norway (Strandenes, 2022, p. 54). After then, it began operating in other European locations and giving customers cheap flights. By providing a low-cost alternative to the market's major companies, Norwegian Air's entry into the market upended the existing order in the sector.
Growth Stage
The second stage of the industry's life cycle, known as the growth stage, is characterized by an increase in demand for air travel. To accommodate the rising demand for air travel, Norwegian Air throughout this phase grew its operations into new markets and introduced new routes.
For instance, Norwegian Air began offering long-haul flights to cities like Bangkok and New York City in 2013. The airline also increased the number of destinations it served in Europe, including additional locations in Italy, France, and Spain. During this time, Norwegian Air expanded quickly, expanding its market share and becoming a major force in the airline sector.
Maturity Stage
The third stage of the industry life cycle, known as the maturity stage, is characterized by declining growth rates and fierce rivalry. The airline sector has grown extremely competitive at this point, with both established players and recent entrants vying for market dominance. Because of the strain this has put on profit margins, airlines have had to concentrate on reducing costs and increasing efficiency to compete.
The fierce rivalry in the airline business has affected Norwegian Air. The airline announced in 2018 that it was discontinuing several flights due to the competitive landscape and worries about profitability (Renehan and Efthymiou, 2020, p. 54). To stay competitive, Norwegian Air has also had to concentrate on cost-cutting measures like decreasing its workforce and selling off planes.
Decline Stage
The fourth and last stage of an industry's life cycle, known as the decline stage, is characterized by declining earnings and demand. In this phase, market saturation, shifting customer tastes, and rising rivalry cause established businesses to endure diminishing sales and profitability. When it comes to Norwegian Air, the airline has been having money problems due to dropping revenues and growing debt.
The COVID-19 epidemic has severely harmed Norwegian Air and caused a significant decline in demand for air travel. The airline had to ground the majority of its fleet and halt many of its routes, which caused a sharp drop in income. Due to its rapid growth and high debt levels, Norwegian Air was already having financial difficulties before the epidemic, and the crisis has made matters worse.
Restructuring Stage
To turn around their firm and return to profitability, companies make significant strategic adjustments during the restructuring stage. To solve its financial issues and set itself up for long-term success, Norwegian Air has been undergoing a significant reorganization effort. A variety of strategies, including debt restructuring, fleet optimization, and cost-cutting, have been used in the restructuring endeavor. For cost savings and increased productivity, Norwegian Air has been selling off aircraft and decreasing its employees. To restructure its debt and obtain new finance, the airline has also been in talks with its creditors. Additionally, Norwegian Air has been reducing its long-haul operations and focussing its operations on its core markets. The airline has stated that it will concentrate on its local and short-haul European flights, which are more lucrative and require less money. Additionally, Norwegian Air has been putting into practice a new corporate strategy that prioritizes profitability above growth and aims to enhance both its operational effectiveness and customer service.
[bookmark: _Toc134460495]Porter’s Industry Five Forces Analysis
Porter's Five Forces is a framework for evaluating an industry's profitability and level of competition. The framework specifies five dynamics that affect how the market is competitive: the threat of new entrants, supplier and buyer negotiating power, the threat of substitutes, and competition among current rivals. Companies may identify significant areas of opportunity and threat and build strategies to increase their competitiveness by analyzing how each of these forces will affect the sector.
	The threat of New Entrants
	The airline industry is characterized by significant entry hurdles, such as large capital needs, stringent governmental restrictions, and economies of scale. However, it is impossible to ignore the challenge posed by new competitors. If they can provide comparable services for less money or if they have a strong brand reputation, new competitors can constitute a challenge to Norwegian Air. Norwegian Air might face competition from budget carriers like Ryanair and EasyJet, for instance (Zuidberg, 2019, p. 4).

	Bargaining Power of Suppliers
	Given the abundance of suppliers and the ease with which the airlines can switch suppliers, the aviation industry's suppliers have relatively little bargaining leverage. However, some suppliers, such as fuel suppliers, airport authorities, and aircraft manufacturers, have greater negotiating power. The operations and profitability of Norwegian Air, for instance, may be affected by changes to the prices or delivery dates of the two major aircraft producers, Boeing and Airbus.

	Bargaining Power of Buyers
	Due to the abundance of options, clients in the airline business have significant bargaining power. Customers are price-conscious and may select airlines depending on elements including ticket costs, travel schedules, and onboard facilities. Low-cost flights have helped Norwegian Air draw in consumers, but the industry's intense rivalry forces the airline to hold down rates and raise the quality of its services (Samunderu, 2019, p. 67).

	Threat of Substitutes
	Given that customers can also travel by trains, buses, and autos, the airline sector faces a serious challenge from replacements. Furthermore, the demand for business travel has decreased as virtual meetings and teleconferencing become more and more prevalent. Along with other airlines, various forms of transportation and communication compete with Norwegian Air.

	Competition Among Rivals
	Since numerous companies are vying for the same customers, there is fierce competition among the industry's current competitors. The competition is based on elements including ticket costs, flight paths, onboard comforts, and customer service. Additionally, to increase their market share, airlines are continually introducing new services and growing their business. Norwegian Air is in fierce competition with other low-cost carriers like Ryanair, EasyJet, and Wizz Air as well as with legacy airlines like British Airways and Lufthansa (Klophaus and Fichert, 2019, p. 34).



Therefore, due to the intense competition and other elements like the COVID-19 pandemic, Norwegian Air confronts considerable difficulties. Although buyers have more bargaining power than providers and there is a large risk of new competitors and replacements, these factors outweigh each other. However, by providing inexpensive flights and putting a premium on the customer experience, Norwegian Air has been able to preserve its competitive position in the industry. To be successful in the long run, the airline will need to keep adapting to the shifting market conditions and figuring out how to set itself apart from its rivals.
[bookmark: _Toc134460496]Internal Analysis
[bookmark: _2s8eyo1]The practice of assessing a company's internal resources, competencies, and operations for strengths and deficiencies is known as internal analysis. It entails looking at a variety of organizational elements, including the management structure, the financial resources, the people resources, the operations, and the technology. An organization's internal analysis sheds light on its existing situation and indicates areas for improvement. To improve its competitiveness and accomplish its strategic goals, the organization can establish strategies to capitalize on its strengths and address its shortcomings by examining its internal capabilities and constraints.
[bookmark: _Toc134460497]Norwegian Air’s Strategic Resources and Capabilities
· Low-Cost Business Model: Norwegian flight uses a low-cost business strategy to provide clients with reasonably priced flight travel. This model places a strong emphasis on lowering operating expenses, utilizing fuel-efficient aircraft, and assessing extra fees for extras like meals and luggage. Due to this, Norwegian Air has been able to draw in consumers who are concerned about their budget and want to fly.
· Brand Recognition: Norwegian Air has become well-known in the airline sector, especially in Europe. It has a strong brand image thanks to its distinctive logo and livery, and its marketing campaigns have helped to raise brand awareness (Schrotenboer, 2020, p. 6). Due to this, Norwegian Air has been able to stand out from the competition and win over devoted consumers.
· Modern Fleet: Norwegian Air has a fuel-efficient Boeing 737 MAX and 787 Dreamliner fleet of aircraft. This has aided the business in lowering operating expenses and enhancing environmental sustainability.
· Skilled Workforce: The skilled workforce at Norwegian Air consists of seasoned pilots, cabin crew, and ground personnel (Høgetveit, 2019, p.  8). The company focuses a high priority on training and development, which has improved its ability to operate efficiently and provide excellent customer service.
· Operational Flexibility: Due to Norwegian Air's high level of operational flexibility, it can respond rapidly to the ever-changing demands of the market. The airline has a simplified operational structure that enables it to make decisions fast, and it can modify its flight routes and schedules in response to demand.
· Technology: To improve its operational effectiveness and customer experience, Norwegian Air has made investments in technology (Mikalef, et al., 2020, p. 69). This covers online and mobile check-in, as well as in-flight entertainment systems. Additionally, the business has created a digital platform that enables it to communicate with clients via social media and other platforms.
Therefore, Norwegian Air has developed into a significant participant in the aviation market because of its strategic resources and competencies. The success of the company can be attributed to its low-cost business model, great brand awareness, contemporary fleet, skilled employees, operational flexibility, and technology. To preserve its competitive position in the face of escalating competition and shifting market conditions, the company will need to keep investing in these resources and competencies.
[image: Norwegian outlines sustainability strategy (2030) — Allplane]
Figure: Strategies of Norwegian Air
(Source: Mikalef, et al., 2020, p. 69)
[bookmark: _Toc134460498]Value Chain Analysis	
The value chain analysis of Norwegian Air illustrates how the business adds value for its customers and stakeholders. The value chain is made up of several tasks that a business completes before releasing a good or service to the market. Primary activities and support activities are two categories into which these activities can be divided. 
The main functions of Norwegian Air include operations, outbound logistics, marketing and sales, and service. The company's inbound logistics include buying the supplies needed for its flights, including fuel. For instance, Norwegian Air and BP have a partnership to provide aviation fuel for the airline's planes. The business offers in-flight services, maintenance, and ground handling. Norwegian Air has a reputation for being effective in its operations and pays a high priority to maintenance and safety (Bağan and Gerede, 2019, p. 78). Transporting people and goods to multiple locations is part of its outbound logistics. To guarantee prompt and effective services, Norwegian Air employs its fleet of aircraft to transport both people and freight. It has also formed partnerships with airports. Norwegian Air uses a variety of marketing methods, such as social media and digital marketing, to advertise its services and offers competitive prices to draw customers (Karaağaoğlu and Çiçek, 2019, p. 83). Finally, Norwegian Air prioritizes customer satisfaction by offering in-flight entertainment and refreshments.
The support functions of Norwegian Air include infrastructure development, infrastructure management, technological development, and procurement. The company sources the resources needed for its operations as part of its procurement activity. For instance, Norwegian Air has negotiated long-term contracts with suppliers to guarantee prompt resource delivery at reasonable costs. Norwegian Air has made technological investments in digital platforms to improve its operational effectiveness and customer experience (Silling, 2019, p. 59). For instance, the business has created a smartphone app that lets consumers manage their reservations and check-in online. Norwegian Air places a high priority on human resource management and offers its staff in-depth training to make sure they have the abilities and knowledge necessary to offer clients high-quality service. Finally, the business has made infrastructure investments to support its operations, including joint ventures with airports and simplified operational structures.
Hence, the value chain analysis of Norwegian Air shows how the business adds value for its stakeholders and customers. Its emphasis on effectiveness, safety, and customer experience has helped it to become a significant player in the aviation sector. Norwegian Air has been able to offer consumers high-quality services while retaining a competitive edge in the market by utilizing its primary and support activities.
[bookmark: _Toc134460499]Primary Activities
The inbound logistics, operations, outbound logistics, marketing & sales, and service constitute the main activities of Norwegian Air. The acquisition of fuel and other supplies needed for its flights is referred to as inbound logistics. To guarantee the prompt and effective delivery of essential resources, Norwegian Air has formed relationships with providers. The business offers in-flight services, maintenance, and ground handling. Norwegian Air prioritizes safety and upkeep heavily, which has helped them develop a reputation for effectiveness. Transporting people and goods to multiple locations is part of the company's outbound logistics. To guarantee prompt and effective services, Norwegian Air employs its fleet of aircraft to transport both people and freight (Mrázová and Kazda, 2021, p. 67). It has also formed partnerships with airports.
Norwegian Air uses a variety of marketing methods, such as social media and digital marketing, to advertise its services and offers competitive prices to draw customers. By giving its clients low fares, Norwegian Air has developed a significant brand presence in the aviation sector (Samotolkova, 2019, p. 76). Finally, Norwegian Air prioritizes customer satisfaction by offering in-flight entertainment and refreshments (Hunt and Truong, 2019, p. 54). The business has won multiple accolades for its customer service and has been commended for its dedication to giving travelers a first-rate experience.	
[bookmark: _Toc134460500]Secondary Activities
[bookmark: _35nkun2]The Secondary activities of Norwegian Air include:
[bookmark: _3az48u7rj1xq]A wide variety of goods and services, such as aircraft, fuel, in-flight entertainment systems, and ground handling services, are sourced by Norwegian Air. To lower its operating costs, the organization maintains connections with suppliers and looks for affordable prices.
[bookmark: _alrchim8kgbr]Norwegian Air has made investments in technology to boost both its operational effectiveness and customer experience (Mikalef, et al., 2020, p. 7). The business employs digital platforms, such as smartphone applications that let user’s check-in and obtain flight information, to optimize its operations. Additionally, the business has put in place a revenue management system that makes use of data analytics to optimize pricing and boost income.
[bookmark: _e1cafr4og5hs]Norwegian Air prioritizes human resource management because it understands how important personnel is to the success of the business (Wæraas and Dahle, 2020, p.  73). To improve the skills of its workforce, the company invests in training and development programs, and it offers attractive remuneration packages to draw and keep talent. Along with putting a significant emphasis on safety in all facets of its operations, Norwegian Air has also established a strong safety culture.
[bookmark: _Toc134460501]VRIO Analysis of Distinctive Resources and Capabilities
The value, rarity, imitability, and organization of a company's resources and competencies are all evaluated using the VRIO framework. An organization can discover its competitive edge and determine its strategy with the assistance of this analysis. A VRIO analysis determines whether a company has unique resources and talents that are valuable, uncommon, challenging to duplicate, and well-organized, giving it a long-term competitive edge. It aids businesses in deciding which resources and competencies to develop and invest in, as well as which ones to sell off or outsource. Companies can achieve a competitive edge in their sector by undertaking a VRIO study to match their resources and skills with their strategy. The VRIO Analysis of Norwegian Air is given below:
	Value: Norwegian Air's resources and competencies add value to the business by enabling it to run smoothly and serve consumers at affordable rates. The company's low-cost business strategy and emphasis on operational effectiveness have aided in luring price-conscious clients. Additionally, the company's investment in technology, such as digital check-in and booking platforms, offers a seamless customer experience and increases its value.

	Rarity: Norwegian Air's resources and abilities aren't particularly uncommon because other low-cost carriers use comparable operational and business concepts (Göv, 2020, p.  9). However, it has a competitive edge that is rather uncommon in the sector because of its well-known brand and significant market presence in Europe.

	Imitability: Other airlines can copy Norwegian Air's low-cost business strategy and effective operations. However, the business's technological investments and its well-known brand make it more difficult for rivals to duplicate its success.

	Organization: Resources and competencies of Norwegian Air are organized efficiently and in line with the business plan. The business places a high priority on safety, which is reflected in its operational procedures and training initiatives. Additionally, through investing in training and development programs for its workers, it has contributed to the creation of a highly qualified and driven workforce.



For example, Norwegian Air's investment in technology, including its online check-in and booking tools, offers a seamless customer experience and benefits the business. Given that other airlines use comparable technologies, the technology is not necessarily uncommon. The company's technological investments, however, are challenging to duplicate because they call for a substantial amount of money and knowledge. The technology is also well-organized and in line with the business plan, which helps to lower operating expenses and improve customer satisfaction. As a result, Norwegian Air has a competitive edge thanks to its valuable, challenging-to-duplicate, and well-organized technical resources and capabilities.	
[bookmark: _Toc134460502]SWOT Analysis
An organization's strengths, weaknesses, opportunities, and threats are assessed using the SWOT analysis framework. This analysis aids in locating the internal and external variables that may have an impact on a company's capacity to meet its goals. Companies can create strategies that take advantage of their strengths and opportunities while minimizing their weaknesses and dangers by completing a SWOT analysis.
	STRENGTHS

· Due to Norwegian Air's low-cost business strategy, it can provide competitive pricing to its clients and draw in clients that are concerned with costs.
· In the European market, Norwegian Air has built a strong brand that has helped it draw in and keep customers.
· Safety is a top priority for Norwegian Air, as seen by its operational procedures and training initiatives.
	WEAKNESSES

· Norwegian Air has experienced financial difficulties recently, including a rise in debt and a drop in profitability.
· Because Norwegian Air's operations are predominantly centered on the European market, it is susceptible to political and economic unrest in the region.
· Given that it has a smaller network than most other airlines, Norwegian Air may find it difficult to compete in some areas.

	OPPORTUNITIES

· To diversify its revenue sources and lessen its reliance on the European market, Norwegian Air could increase the scope of its operations in new countries like the Asia-Pacific region.
· Norwegian Air might keep making technology investments to enhance the passenger experience and boost operational effectiveness, such as digital check-in and booking platforms.
· To broaden its network and provide consumers with more options, Norwegian Air might collaborate with other airlines.
	THREATS

· Norwegian Air faces fierce competition from both legacy carriers and other low-cost airlines, which could hinder its ability to draw in and keep customers.
· The operations and profitability of Norwegian Air could be impacted by the political and economic unrest in the European market.
· Given that fuel is one of Norwegian Air's largest operating expenses, fluctuations in fuel prices could have an impact on its profitability.




[bookmark: _Toc134460503]Strategies to Sustain Competitive Advantage
To maintain its competitive advantage in the airline sector, Norwegian Air can use Porter's general techniques. These tactics include concentration, distinction, and cost leadership.
Cost leadership is providing goods or services at lower prices than rivals while keeping a respectable level of quality. By streamlining its processes, increasing productivity, and cutting costs, Norwegian Air may become a cost leader. This can entail optimizing the company's supply chain, negotiating advantageous supplier agreements, and putting in place cost-cutting strategies across the board. Norwegian Air can provide competitive pricing to customers and preserve profitability by reducing costs (Hjelkrem et al., 2021, p. 1080).
The goal of a differentiation strategy is to offer customers valuable, distinctive, and original goods and services. Norwegian Air can set itself apart from the competition by offering superior customer service, cutting-edge in-flight amenities, and a distinctive travel experience. It might, for instance, provide special cabin designs, first-rate services, or specialized packages that appeal to customer groups. Norwegian Air can draw clients that are eager to pay more for the added value by providing a product that is different from the competition.
Targeting a certain market group or niche and developing goods and services to suit their requirements is known as a focus strategy. Norwegian Air can use a focus strategy by focusing on regions or routes where it can gain a competitive edge. Norwegian Air may gain a thorough grasp of customer tastes and provide specialised services that satisfy their unique needs by concentrating on a particular market niche, such as business travellers or vacationers to well-known locations.
Norwegian Air can continue to hold a competitive advantage in the airline sector by utilizing Porter's general techniques. To establish which strategy or combination of strategies best fits the company's overall goals and market conditions, it must thoroughly examine its strengths, weaknesses, opportunities, and threats. Effective implementation of these initiatives will depend on continuous innovation, operational excellence, and customer-centric methods (Antonacopoulou et al., 2020, p. 120).
Growth Strategies 
The Ansoff Matrix can be used by Norwegian Air to create a growth plan that includes market penetration, product development, market development, and diversification.
	Market Penetration
	Market penetration entails gaining a share in already-existing marketplaces with already-existing items. Norwegian Air can use aggressive marketing campaigns, price plans, and customer retention programs to draw in more clients and promote repeat business. To extend its consumer base and reach, it can also go into joint ventures with corporate clients, online platforms, and travel agents.

	Product Development
	To suit the changing requirements and interests of consumers, product development means launching new items or enhancing existing ones. To improve its fleet, onboard facilities, and customer service offerings, Norwegian Air can spend money on research and development. For instance, it may bring novel in-flight entertainment options, add more auxiliary services, or create new seat layouts. Norwegian Air can draw in new business and keep existing clients by consistently enhancing its product offerings.

	Market Development
	The market expansion entails introducing current products into new markets. Both domestically and internationally, Norwegian Air can spot underserved or unexplored regions and adjust its route network accordingly. Launching new routes to well-known tourist locations, investigating developing markets, or concentrating on niche customers with particular travel tastes may all be part of this. By extending its geographic reach, Norwegian Air can reach new client demographics and increase market share.

	Diversification 
	Entering new markets with new goods or services is a component of diversification. By introducing alternative services like hotel partnerships, auto rentals, or travel insurance, Norwegian Air may want to think about broadening its line of business. It might also look at business opportunities in allied industries like logistics for shipping or repair of airplanes. Diversification enables Norwegian Air to increase the variety of its revenue sources while reducing its dependency on a single market or product.



To successfully implement these growth initiatives, Norwegian Air must perform in-depth market research, evaluate the viability of each approach, and create effective implementation plans. To lessen the risks connected with expansion, it should also consider elements like competition, legal obligations, and financial ramifications. Norwegian Air can set itself up for sustained growth and keep a competitive edge in the fast-moving airline sector by implementing a well-rounded growth strategy based on the Ansoff Matrix (Camarero et al., 2020, p. 3).
International strategies  
To increase its market share internationally, Norwegian Air can employ a variety of international initiatives. In order to use their expertise and networks, local airlines or travel firms can be partnered with or brought into joint ventures in order to attempt worldwide market penetration. Second, it can employ a multi-hub approach, operating from several international airports to improve connectivity and serve various geographic areas. Third, Norwegian Air can establish new routes by opening new international routes to well-traveled areas and untapped markets. Finally, it can use its low-cost strategy to offer affordable rates and draw tourists from abroad, especially on long-haul routes (Colclough et al., 2019, p. 800).
Entry mode strategy  
Norwegian Air can enter new markets using a variety of entry-mode tactics. First, it can choose mergers and acquisitions, buying existing airlines or businesses to enter the desired market and profit from their pre-existing customer base and infrastructure. Second, it has the option to develop strategic alliances with other airlines in order to pool resources, codeshare, and broaden route networks. Third, Norwegian Air can attempt direct entrance by creating its own businesses in the target area, either through wholly-owned subsidiaries or by establishing new bases. Norwegian Air can customize its strategy in accordance with market circumstances and its strategic objectives because each entry mode strategy has its own benefits and factors to be taken into account (Scheiwiller and Zizka, 2021, p. 1010).
[bookmark: _Toc134460504]Green Strategy and CSR 
To show its dedication to sustainability and societal well-being, Norwegian Air might develop a green strategy and take part in corporate social responsibility (CSR) activities. In terms of a green strategy, Norwegian Air can make investments in fuel-efficient aircraft, put in place sustainable operating procedures, and actively take part in carbon offset programs to lessen its influence on the environment. The airline can additionally concentrate on CSR by aiding neighborhood organizations, encouraging diversity and inclusion, and putting ethical labor practices into practice. Norwegian Air can improve its reputation, draw more environmentally concerned clients, and make a beneficial impact on society by incorporating CSR and green practices into its operations (Sparrevik and Utstøl, 2020, p. 1119).
[bookmark: _Toc134460505]Conclusion
In conclusion, Norwegian Air will have a difficult time maintaining its competitive advantage within the airline sector. The organization can use Porter's Five Forces framework to analyze its strategic position and build efficient strategies to meet these issues (Albers and Rundshagen, 2020, p. 1063). In order to sustain its competitive advantage, Norwegian Air can concentrate on cost leadership, differentiation, and market focus by using Porter's general strategies. The Ansoff Matrix can also be used by Norwegian Air to build growth strategies like market penetration, product development, market development, and diversification. Furthermore, Norwegian Air may further solidify its position in the market and promote long-term success by pursuing worldwide strategies, entry mode strategies, and a green strategy with robust CSR activities.
[bookmark: _Toc134460506]Recommendation
The following suggestions might be made based on the strategic study of Norwegian Air. Norwegian Air should focus on operational effectiveness and cost optimization to maintain its position as the industry leader in cost. Effective supply chain management and continual process improvement can help with this. Second, the airline needs to spend money on product development and customer service to stand out in the market. This includes expanding onboard amenities, modernizing its fleet, and offering specialized services. Furthermore, Norwegian Air should concentrate on global expansion, focusing on underserved markets and setting up direct operations where practical. Finally, the business should emphasize its dedication to sustainability by advancing its green strategy and taking part in effective CSR projects in order to boost its reputation and draw in environmentally sensitive clients (Saether et al., 2021, p. 2390).
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Figure: Strategies of Norwegian Air
(Source: Mikalef, et al., 2020, p. 69)
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