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Introduction
Strategic management is the process of deciding an organization's direction and how it will accomplish its objectives in the face of competition. Norwegian Airline has achieved a noteworthy position in the brutally competitive aviation sector because to its strategic prowess and continuous dedication to customer satisfaction. The historical path, mission, and goals of the airline are revealed in this case study. Beyond the obvious, it undertakes a thorough analysis of both the internal and external contexts, including knowledge from many strategic frameworks. The wide range of political, economic, social, technical, environmental, and legal issues affecting Norwegian Airline's operations are rigorously examined through a macro-environmental study. The industry life cycle is also examined through the lens of a microenvironmental analysis (MEA), which uses Porter's Five Forces to understand rivalry, supplier-customer relationships, and possible threats. The VRIO framework and SWOT analysis are used in the research to discover opportunities and threats and to evaluate Norwegian Airline's strengths and distinctive qualities. The airline's competitiveness, expansion, commitment to environmental sustainability, and ethical business practises are highlighted in the report's conclusion.
Norwegian Airline background
The history of Norwegian Air dates back to 1993, although its low-cost Boeing 737 operations didn't begin until 2002. Their primary goal is still to democratise travel by making it accessible and flexible. The airline started off operating short-haul flights to destinations in Europe before branching out to long-haul locations in the US, Asia, and South America. 2018 saw Norwegian refocus on essential routes and downsize as a result of the airline's market dynamics adaptation. This process was accelerated by the COVID-19 epidemic in 2020, which produced an organisational structure that was more efficient. By January 2021, the business had unveiled a short-haul network that was specifically focused on domestic and Nordic lines, demonstrating its transition from a global to a more local operator..
Our short-haul network is serviced by a current and fuel-efficient fleet of Boeing 737 series aircraft. Flying is extremely beneficial to society and brings people closer. But there are environmental costs associated with flying. With one of the industry's newest fleets, Norwegian flies intelligently. Our low-cost business approach lowers the number of resources and fuel used, which simultaneously lowers ticket costs and cuts carbon emissions. We pledged to work methodically to become carbon neutral by 2050 as the first airline in the world to join the UN Climate Secretariat's climate action plan in 2019. Currently, we use the EU Emission Trading System to offset more than 40% of our total CO2 emissions.
Norwegian Airline Mission and Objectives
Our vision, beliefs, operational priorities, and goals all reflect our commitment to provide accessible fares for everyone. Our low-cost, high-quality flights are focused on operational excellence and welcoming, helpful service in order to accomplish our objective. Our principles and operational priorities at Norwegian serve as a guide for how we conduct business 
Goals	Priorities	Value: IT’S Norwegian
All-inclusive fares	Safety	Modernization
Become the go-to airline	Services	Unity
Sustainability	Simplicity	Clarity


Macro-Environment Analysis
Macro environmental analysis evaluates how a company's marketing choices are impacted by the overall economic climate, taking into account factors such as politics, technology, nature, and culture. Market segmentation is influenced by demographics, economic variables, nature's impact on resources and climate, technology's influence on communication and product creation, politics' introduction of rules, and culture's shaping of social ideals. Marketing professionals may develop plans that are in line with changing market trends, respond to changes in consumer behaviour, and reach target audiences more successfully by analysing these components.. 
PESTEL Analysis
The PESTEL framework is one of many that classify environmental elements into major categories. Others include the related "PEST" and "STEEPLE" frameworks. Political, economic, social, technical, ecological, and legal variables are six specific environmental factors that the PESTEL study focuses on. This list emphasises that the environment encompasses both market and nonmarket elements in addition to market economics. Organisations must take into account both market and nonmarket strategic factors.
Political Factor
The need for the aviation sector to cut emissions has grown. Currently, 3.5% of the world's CO2-equivalent emissions are attributable to aviation. The main source of CO2 emissions at the moment is the housing sector, which includes heating and lighting systems. However, if additional mitigation measures are not taken, the European Environmental Agency estimates that by 2050, worldwide aviation and logistics will contribute to almost 40% of the world's carbon dioxide emissions .
Economical
The aviation sector is significantly impacted by the economy. The travel industry has reached its lowest point as a result of the current economic crisis. Travel in both first and business classes decreased. The issue of rising petrol costs has to be addressed by the aviation industry as well. Making money was tough because of these issues. Additionally, airlines found it challenging to fulfil the expanding labour needs of their staff. The number of significant aviation businesses declaring bankruptcy increased as a result of all these economic problems. .

Social Factor
Each state's sociocultural milieu has a significant impact on the aviation sector. The consequences may be more severe and pervasive in the case of businesses that operate international flights. Similar to how aeroplanes must maintain a positive reputation, so must the industry. Otherwise, they face the risk of experiencing a sharp decline in the number of passengers. If there are aviation accidents and they are caused by the business's negligence, the company might lose greatly.. 
Technological Factor
The aviation sector is currently facing new difficulties, such as fierce rivalry amongst airports for scarce resources on a domestic and international level. Additionally, because to developments in mobile and digital technology, passenger expectations have substantially increased. Airports must quickly implement digital technologies to meet changing client needs if they want to remain competitive .
Environmental Factor
The aircraft industry emits carbon dioxide, which contributes to climate change. It states that additional elements, like as contrails generating cirrus clouds, estimate that the effects of aviation on climate change are 2-4 times bigger than simply CO2 emissions alone. By 2050, the UK aviation industry wants to have net-zero carbon emissions. According to the statement, the CAA is committed to fostering the expansion of aviation in the UK in a way that is ecologically responsible through initiatives including new technology, operational enhancements, sustainable fuels, and market-based measures . 
Legal Factor
Compliance with the FAA, DOT, NTSB, and TSA as well as concerns with advertising, aircraft financing, mergers, security, safety, and passenger rights are among the legal obstacles faced by the airline industry. This includes handling personnel contracts, responding to allegations of infringement, and defending IP rights related to aviation technologies. Legal groups with a focus on the aviation sector provide solutions analogous to those used in the retail, technology, and automobile sectors. . 
Micro-Environment Analysis
The people that contact with a firm on a daily basis and directly affect how well the organisation works make up the company's immediate environment, or micro environment. The elements of the micro environment are closely tied to the firm and do not have an equal impact on all businesses operating in the industry since the company has certain distinctive traits..
Industry Life Cycle
The industrial life-cycle idea suggests that industries begin small during their inception or introduction stage, go through a phase of fast expansion (the equivalent of "adolescence" in the human life cycle), and then experience a period of "shake-out." The last two stages are maturity, which is a time of moderate or even no growth, and old age, which is the final stage of decline. As an industry moves through its many stages of development, the five forces' relative strength often changes 

Source - 
A regional airline called Norwegian Air Shuttle ASA was established in 1993. The company's early years were spent providing domestic and regional routes throughout Norway. In the early 2000s, Norwegian started to increase its number of foreign flights. In order to offer lower fares than its rivals, the company also began to adopt a low-cost carrier model. During this time, Norwegian expanded quickly and grew to become one of the major airlines in Scandinavia .
2015–2017: Norwegian kept growing its fleet and route network. Additionally, the business began operating long-haul flights to Asia and the United States.
2018: As the airline sector struggled with a number of issues, such as rising fuel prices and more competition, Norwegian's financial performance started to decline.
2019: Norwegian revealed that it will be putting some of its aircraft on the ground and firing hundreds of workers.
Porter’s Industry Five Forces Analysis
The threat of new entrants, the bargaining power of buyers, the bargaining power of suppliers, the threat of substitute products or services, and rivalry among existing competitors are the five competitive forces identified by Porter's five forces framework to analyse the power dynamics in an industry. This framework analyses variables that affect the competition surrounding a company to help identify the economic potential of an industry. It helps businesses discover strengths and shortcomings in comparison to rivals and offers insights into how desirable a given industry is. The five forces model has gained popularity as a tool for competitive strategy development and industry analysis, supporting strategic decision-making  
The Competitive forces framework

Source - 
Buyers Power
A wide range of clients, including people and enterprises, tour operators and consumers, are served by the aviation sector. Each consumer category has a certain amount of purchasing power, while being significant collectively. Although airlines, especially low-cost carriers, increasingly sell tickets directly through their websites and phone services, travel agencies still have negotiating leverage. Additionally, airlines grow through adding new services and locations. Expedia and Trivago are two price aggregator websites that increase pricing transparency without having any direct impact on market participants.. “At the end Buyers powers has been rated medium”
Supplier Power
Major airlines usually have close supplier connections, particularly through long-term contracts for aviation fuel with major oil firms. Large enterprises or municipal governments generally run airports in major cities. Although some airlines utilise subsidiaries for catering, maintenance, and baggage handling, large-scale backward integration—such as owning airports or manufacturing aircraft—is uncommon since it requires a significant amount of cash. Nowadays, the majority of airlines no longer view ownership of an oil refinery as vital.  “At the end supplier power is strong”
New Entrants
The European airline market has high entry hurdles due to factors like poor profitability, sensitive economies, safety rules, restricted access to routes and landing slots, rivalry from well-known businesses, and customer loyalty. Even while some concentrate on certain areas, the high fixed costs and strict regulations make it difficult for newcomers. It is unlikely for new rivals to succeed in the European airline market given the operational and price disruptions caused by external causes like the crisis in Russia and Ukraine. .
Threat of substitutes
The availability of an alternative to flying varies depending on the route and the cost and benefit of the substitute. As a result, there are almost no viable alternatives to flying over especially vast distances. Because Europe is a continent with several large nations, flying is frequently a preferable alternative for travel between these nations. There may be other modes of transportation, such as train services or driving, but most of them are not as convenient as domestic flights due to their lengthy travel times. Furthermore, just a few nations, including France, Italy, and Germany, offer effective high-speed train services. According to the most recent data from Eurostat, however, use of rail services has marginally increased recently in Europe, and numerous nations, most notably the UK, are investing in their rail infrastructure .
Degree of rivalry
Full-service airlines and low-cost airlines make up the majority of the European airline market. Long-haul international flights have historically been dominated by legacy full-service carriers, although the arrival of low-cost airlines has increased competition. It is difficult to join and depart the market due to government rules and high entry prices, which promotes competition. Competition is growing as low-cost airlines like Ryanair and easyJet gain market share, especially in the price-sensitive leisure market in Western and Northern Europe.. “At the end the level of competition is rated as strong” 
Internal Analysis
An internal analysis of an organisation looks at its internal elements to assess its resources, assets, characteristics, competencies, skills, and competitive advantages. Understanding the organization's assets and liabilities supports management during the decision-making, strategy development, and execution stages. . 
Norwegian Airline Strategic Resources and Capabilities
There are some strategic Resources and Capabilities that helped Norwegian Airline to become a successful Airline in Europe. Norwegian Airline is in good position to grow in future. Below I explained some key points.
Low-cost model of Norwegian Airline:
The International Council on Clean Transportation rated Norwegian the world's best fuel-efficient airline for transatlantic flights. Norwegian had a 33% improvement in fuel efficiency over the industry standard. Norwegian, the world's sixth-largest low-cost carrier, has the potential to have a big effect on sustainable development. We examine sustainability from a broad viewpoint, taking into account the environmental, economic, and social aspects, in order to address risks and seize potential possibilities
Partnership with UNICEF
As part of Norwegian's Signature Partnership with UNICEF, when consumers book their next flight on our website, they donate more than NOK 8.9 million to UNICEF's work for children. Through our Signature Partnership with the humanitarian group UNICEF, Norwegian wants to aid children in need. Locally, the objective is to engage employees in their communities since Norwegian believes that employee engagement improves worker morale and work-life balance. The project so aligns with the UN's official Sustainability Goal #1, which aims to "End poverty in all its forms everywhere.
Modern fuel efficient
Norwegian received 12 Boeing 737 MAX 8s, 11 Boeing 787-9s, and two Boeing 737-800s in 2018. In keeping with our goal to lessen our impact on the environment, the ongoing fleet renewal in 2018 helped to significantly cut emissions per passenger. Compared to its competitors, the Dreamliner uses 20% less fuel, and the MAX uses 20% less than the 737-800. Norwegian will continue to be one of the greenest airlines in the world thanks to a pending order for ten Dreamliners and roughly 100 MAXs that will be delivered in the upcoming years, starting in 2019.
Value Chain Analysis	
As the process is carried out and the good or service draws closer to its eventual trade or consumption end, they produce a growing amount of value. The term "value chain" refers to this network of connected and value-creating activities.
Inbound logistics
Airport service providers, fuel suppliers, IT services, and aircraft manufacturers are all included in Norwegian's supply chain. Their environmental policy places a high priority on fuel efficiency, making Boeing, Airbus, and aircraft engine manufacturers key partners for choosing cutting-edge, environmentally friendly aircraft while taking financial considerations into account..
Operation
To guarantee that flights are safe and on time, Norwegian manages crewing, planning, and maintenance internally. Their strategy is centred on providing pleasant service and operational excellence, and it is inspired by the ideas of innovation, teamwork, and simplicity. The company's main business goals are to become the go-to airline in a few markets, to be profitable, and to provide returns to stockholders..
Outbound logistics
The Group's total operational revenues increased by 30% to NOK 40,266 million (NOK 30,948 million), of which NOK 32,560 million (NOK 24,719 million) came from ticket sales. 
Primary Activities
The Primary Activities of Norwegian Airline is the new and fuel-efficient aircraft in Norwegian's fleet help us reach our long-term sustainability goals. They also provide our passengers with a very pleasant trip. The airline will keep providing cheap tickets for everyone on a wide range of attractively scheduled domestic routes in Norway, Sweden, Denmark, and Finland, routes across the Nordic region, and routes from the Nordic region to important European destinations in order to satisfy the demands of its customers.
	
Secondary Activities
The Norwegian runs a fleet of just one kind of aircraft, all of which are either Boeing 737-800 NG or Boeing 737 MAX 8. By the end of 2022, the corporation and its subsidiaries had 3,871 employees working at its corporate office and nine operating locations spread across five nations. Apprentices and temporary workers in administrative jobs are included in the statistics. In the operational regions, Norwegian has other subsidiaries that operate in compliance with regional requirements.

VRIO Analysis of Distinctive Resources and Capabilities
A VRIO investigation is used in this method to help determine the availability, kind, and amount of resources and competencies that are (i) valued, (ii) rare, (iii) imitable, and (iv) supported by the organisation within an organisation or business. The VRIO capabilities research is summarised in the table below, which also shows the overall effect. When resources and capacities fulfil all four criteria, they serve as reliable grounds of competitive advantage. This study can be carried out in-depth for certain assets and skills or for a variety of organisational functions (such as technology, manufacturing, purchasing, marketing, and sales)..

Source - 
Value 
The most important of these was a historic agreement to buy 50 Boeing 737 MAX 8 planes, which are expected to be delivered between 2025 and 2028. For Norwegian to succeed in the future, it is critical that it make this strategic investment in cutting-edge aircraft . The balance sheet of Norwegian includes intangible assets and goodwill from the purchase of FlyNordic and London Gatwick slots. Slots, goodwill, and intellectual property rights are all thought to have endless useful lives and are hence exempt from amortisation.. These aircraft agreements and purchase some slots in Sweden and at London Gatwick create proper value for their customers.
Rare
Norwegian will continue to be the top choice for consumers looking for a cheap alternative without sacrificing quality by leveraging its brand value and customer satisfaction. Norwegian will continue to improve and make use of the distinctive and award-winning Reward programme, which has over four million Nordic members. Norwegian is a well-known leader in the low-cost travel sector. Cheap flights and Norway based brand image creates very rare resources.
Inimitable
The subtle imitability of Norwegian Airline's success. Competitors could copy its low-cost business approach, but it will be difficult to imitate intangible elements like its inventive culture and powerful brand. The challenge of replicating Norwegian's specific advantages in the cutthroat aviation industry is highlighted by unique products including low-cost long-haul flights and fuel-efficient aircraft that erect significant barriers to copying.
Organizational
The creative culture and customer-focused strategy of Norwegian Airline are the foundation of the company's organisational strength. These characteristics specify its operating structure, enhancing its advantage over competitors. Within the aviation sector, alliances, partnerships, and collaborations strengthen its capabilities and support access to resources. This organisational framework helps Norwegian maintain its unique position in the market while adjusting to changing market circumstances.
The acquisition of Boeing 737 MAX 8 aircraft represents worthwhile investments, while acquisitions and goodwill highlight intangible assets. The brand's popularity and customer-focused philosophy emphasise rarity. Its inimitable qualities are established by the difficulty of copying its distinctive culture and offers. An inventive culture and partnerships that boost competitiveness are the foundation of organisational strength.

	
SWOT Analysis
SWOT offers a complete analysis of the Opportunities and Threats considered in the context of the environment as well as the Strengths and Weaknesses considered in the context of the resources and capabilities. This research can also serve as a springboard for formulating strategic choices and evaluating prospective future action plans..
Strengths
By offering a range of ticket alternatives, Norwegian Airline gives customers the freedom to customise services in accordance with their preferences and financial constraints, increasing flexibility and choice in their travel experience. Norwegian Air's investment in its loyalty programme, Norwegian Reward, may make SAS's business more competitive. While Norwegian Reward has few partners outside the airline, SAS' Euro bonus benefits from its association with Star Alliance by providing its members with greater perks including foreign flights, a variety of car rental companies, and hotel chains .
Weakness 
Employees of Norwegian Air were "angry and frustrated" by previous corporate promises that they would get the necessary redundancy compensation if it failed. Instead, since NAR UK's demise last month, the more than 1,000 staff employees of Norwegian Air's UK operations (NAR UK), the bulk of whom are headquartered in Gatwick and 700 of whom are Unite members, have been left with nothing. The employees are presently compelled to file claims with the government's Insolvency Service because they have unpaid earnings such as salary, notice pay, holiday pay, and pension payments.. 
Opportunity
Norway has the chance to improve operations, bookings, and customer relations by embracing digital transformation, thereby increasing productivity and happiness. Furthermore, establishing strategic partnerships, particularly inside existing networks, has the ability to diversify and expand the airline's customer base while also enhancing route connectivity. Together, these two tactics can improve Norwegian's competitive position and market presence in the aviation sector .
Threats
In reality, there were on average 3.46 competitors on all recorded domestic U.S. routes in 2019 as opposed to 3.33 in 2000. Additionally, two other low-cost carriers entered the market this year, and two more went public, adding even more competition to the U.S. air travel industry .
Strategies to Sustain Competitive Advantage
A company, business unit, or organization's competitive strategy is centred on the pursuit of competitive advantage within a certain industry. Depending on the size of the customer base that the firm chooses to target, Michael Porter adds a new dimension to the definition of competitive strategies. Businesses might choose to focus on a certain demographic, such the youthful market, or certain customer groups. .

Source - 
Cost Leadership: The objective of the cost-leadership strategy is to establish oneself as the continuously lowest-cost business in a certain sector. Input costs like labour or raw materials are usually quite important. In an effort to obtain a competitive advantage, many corporations locate their labor-intensive activities in countries with low labour costs. .
Differentiation: The objective of the cost-leadership strategy is to establish oneself as the continuously lowest-cost business in a certain sector. Input costs like labour or raw materials are usually quite important. In an effort to obtain a competitive edge, many corporations locate their labor-intensive activities in countries with low labour costs .
Focus Strategy: Based on competitive scope, Porter identifies emphasis as the third generic approach. A focus strategy focuses on a certain niche or area of business and tailors its goods and services to meet the demands of that niche to the exclusion of all others .
Norwegian Airline using Differentiation strategy: Norwegian Air Shuttle made an effort to stand apart from other low-cost airlines while maintaining a major focus on cost leadership by providing a few special features. They offered free Wi-Fi, let passengers pick their seats, and charged more for more comfortable seating options in an effort to improve the in-flight experience. Customers seeking a mix between price and a more comfortable travel experience may be drawn by these distinct features.
Growth Strategies
International Strategy
An international strategy strives to determine the scope, emphasis, and avenues of globalisation that enable a company to use its core competencies to gain an edge over competitors in foreign nations .
Here are few types international strategies 
Export Strategy
Utilising the skills, innovations, and products of one's own country in a number of other countries is the technique. Businesses with specialised knowledge, strong reputations, and recognisable brands usually benefit from this strategy. The quickest way for a business to start going global is by exporting things. .
Multi Domestic Strategy 
This strategy enhances local responsiveness. It makes use of a variety of product or service offerings and operations in each location depending on the local market circumstances and client preferences. This multi-domestic approach is particularly suitable when there are large benefits to adapting to local demands and when there are only small efficiency gains from integrating. .
Global Strategy
This tactic maximises interconnectedness on a global scale. According to this concept, the entire globe is viewed as a single market with uniform goods and services that fully utilise operational synergy and efficiency. With regionally distributed value chain operations being coordinated and managed centrally from headquarters, the emphasis is on obtaining scale economies and utilising location economies globally .
Transnational Strategy
The most complex approach to maximising integration and responsiveness is this one. It aims to minimise their shortcomings while combining the key advantages of both local and global initiatives. Additionally, it maximises knowledge and learning transfer among dispersed units. This approach entails conforming to minimal efficiency standards while adjusting operational operations, goods, and services to local conditions in each site. .
Norwegian Airline use Global and Transnational Strategies
Norwegian attracted prominence for providing affordable long-distance travel, particularly across the Atlantic Ocean. This tactic was in keeping with a global strategy that sought to expand market penetration by offering inexpensive long-distance travel choices. This strategy targeted travellers searching for affordable options on international routes by deploying fuel-efficient aircraft like the Boeing 787 Dreamliner

Norwegian mostly depended on a transnational approach that combined global standardisation and local adaptation.
Market Development strategy
As it may be less expensive and more quickly completed, market development may be more alluring than product or service development. Offering current goods and services to new markets is part of market development. As its cheap and quicker to execute that why Norwegian airline used this strategy.
Norwegian Airlines' sponsored search strategy fits with its main goals and emphasises the expansion of low-cost, long-distance flights in addition to its domestic and short-distance offerings. The airline uses Search Ads 360 for automatic optimisation with the goals of raising average order value, maintaining market share, and improving sales while staying within budgetary limits. Customised advertising take into account the price and seasonality of departure airports, while Google Analytics 360 provides information on efficient bidding using Remarketing Lists for Search advertising. Additional automation for improved conversions and local performance includes adaptable Remarketing Lists and accurate location targeting. .  
Green Strategy and CSR
The organization's efforts to preserve the environment and to create new economic prospects as a result of these additional activities are referred to as "green strategy" initiatives. Sustainability is the fundamental idea . There is a fundamental difference between non-renewable resources like oil, gas, and certain minerals and renewable resources like water, soils, and managed forests.
Over the next ten years, we must increase resource productivity if we are to connect our economic model with scientific environmental and climatic commitments. Carbon emissions per passenger kilometre is the accepted statistic that most accurately assesses aviation's carbon efficiency. Between 2010 and 2019, we cut our carbon emissions per passenger kilometre by 28%. By 2030, we must further cut our carbon emissions per passenger kilometre by 24% in order to meet the 1.5°C objective. Today, our aircraft can operate on certified sustainable aviation fuel up to 50% of the time. Depending on the extent of fleet renewal, we will require up to 500 million litres of sustainable aviation fuel by 2030 to accomplish our goal. We will work closely with suppliers and leverage our purchasing power to increase the development of low-cost fuels with excellent sustainability ratings.
The single most crucial step an airline can take right now to cut its carbon emissions is to purchase new planes. With a fleet average age of 4.6 years, Norwegian has one of the youngest fleets in the aviation sector. According to the International Council on Clean Transportation, our Boeing 787 Dreamliner and low-cost business strategy have made us the most fuel-efficient airline in the world on transatlantic trips, using 33 percent less fuel than the industry average.
Conclusion
In Conclusion, this case study offers a thorough examination of Norwegian Airline's strategic course, competitive positioning, and expansion plans. While the microenvironmental study delves into industry dynamics using frameworks like Porter's Five Forces, the macroenvironmental analysis investigates significant external issues that have an influence on the airline. Norwegian's unique strengths, such as its fuel-efficient fleet, loyalty programme, and low-cost business strategy, are evident when evaluating the company's strategic resources and value chain operations. The VRIO paradigm is used to show how these resources produce important, uncommon, and challenging-to-copy competitive advantages. The SWOT analysis emphasises both internal and external prospects, including alliances and digital change. Norwegian's global expansion and dominant market position are the result of its emphasis on distinctiveness, cost leadership, and market development. The airline's dedication to ethical behaviour and sustainability supports its overall strategy. In conclusion, this case study offers a thorough overview of how Norwegian Airline employs strategic analytic methods to set its trajectory and give unparalleled value to clients all around the world.
Recommendation 
Ansoff Matrix
The four business growth strategies included in the Ansoff Matrix are: By selling current products in existing markets, market penetration increases market share; market development expands into new markets with existing products; product development develops new products for existing markets; and diversification introduces new products in new markets. This tool helps organisations choose growth strategies based on their objectives and level of risk tolerance with the goal of achieving sustainable growth .
New product and service with same market
launching new products and services in the same industry There are just a few things Norwegian Airline can do, including offering a premium cabin class with upgraded services and facilities for customers wanting luxury, offering adaptable ticket choices for people desiring flexibility, or introducing cutting-edge in-flight entertainment systems for a better passenger experience. Additionally, they might build tailored travel applications, offer health and wellness amenities, strengthen their frequent flyer programme with premium rewards, and target business travellers with specialised services. Working with airport services and emphasising sustainability programmes can also draw tourists who care about the 
while meeting the changing demands of its existing client base by leveraging their current operating experience, brand awareness, and customer base. For these new offers to be successful, thorough market research, consumer input, and efficient implementation are essential.

Therefore, Norwegian airline can also provide some loyalty lounge access for their regular customers.
There are few chances for diversification
In order to provide cutting-edge, fuel-efficient aircraft for lease to other airlines, Norwegian Airline has expanded into the provision of aircraft leasing services. Norwegian wants to offer adaptable solutions for airlines seeking financial and operational advantages without committing to upfront acquisition expenses by drawing on its expertise in aircraft selection, maintenance, and operations. Norwegian is able to expand its income streams thanks to this business decision while also providing the industry with a broad and affordable fleet. Norwegian maximises its current competences and helps to sustain and develop a larger aviation ecosystem by joining the aircraft leasing industry.
In the end, the growth of Norwegian Airline into aircraft leasing makes use of its aviation experience to provide adaptable solutions and increase income. This strategic diversification fits with market trends, demonstrates adaptability, and helps the airline's operations develop overall.
References 

Airlines for America, 2023. A Better Flight Plan. [Online] 
Available at: https://www.airlines.org/air-travelers-benefit-from-robust-industry-competition/#:~:text=In%20fact%2C%20in%202019%2C%20there,the%20U.S.%20air%2Dtravel%20marketplace.
[Accessed 22 08 2023].
Businessjargons, n.d. Micro Environment. [Online] 
Available at: https://businessjargons.com/micro-environment.html
[Accessed 19 08 2023].
Cascade, 2023. What Is Internal Analysis?. [Online] 
Available at: https://www.cascade.app/blog/internal-analysis
[Accessed 03 08 2023].
International Airport Review, n.d. The future of digital technology in the aviation industry. [Online] 
Available at: https://www.internationalairportreview.com/article/76057/future-digital-technology/
[Accessed 22 08 2023].
Johnson, G. et al., 2017. Exploring strategy. Eleventh Edition ed. Harlow, England: Pearson.
Johnson, G., Whittington, R. & Scholes, K., 2012. Fundamentals of strategy. Second Edition ed. Place of Publication not identified: Financial Times /Prentice Hall.
Klemchuk, n.d. Our experienced lawyers help airline companies navigate the legal landscape and proactively advise on unique legal issues faced by the airline industry.. [Online] 
Available at: https://www.klemchuk.com/industries/airlines-industry-legal-solutions
[Accessed 28 08 2023].
Lynch, R., 2018. Strategic management. Eight Edition ed. Harlow, England : Pearson.
Market Line, 2023. MarketLine Industry Profile. [Online] 
Available at: https://advantage-marketline-com.ezproxy.uwtsd.ac.uk/Analysis/ViewasPDF/europe-airlines-182119
[Accessed 2023 08 15].
Marketing Tutore , n.d. Economical Factors. [Online] 
Available at: https://www.marketingtutor.net/airline-industry-pestle-analysis/#:~:text=Economic%20factors%20have%20a%20deep,with%20the%20increasing%20fuel%20prices.
[Accessed 05 08 2023].
Morden, T., 2016. Principles of strategic managemen. Third Edition ed. London, England ; Newyork,: Routledge.
National Liabry of Meicine, 2021. A qualitative analysis of social and emotional perspectives of airline passengers during the COVID-19 pandemic. [Online] 
Available at: https://www.ncbi.nlm.nih.gov/pmc/articles/PMC9759295/
[Accessed 20 08 2023].
Norwegain Airline, 2021. Norwegain Airline Aunnal Report. [Online] 
Available at: https://www.norwegian.com/globalassets/ip/documents/about-us/company/investor-relations/reports-and-presentations/annual-reports/nas-annual-report-2021.pdf
[Accessed 15 08 2023].
Norwegain Airline, 2022. Norwegian Airline Annual Report. [Online] 
Available at: https://www.norwegian.com/globalassets/ip/documents/about-us/company/investor-relations/reports-and-presentations/annual-reports/norwegian-annual-report-2022.pdf
[Accessed 15 08 2023].
Norwegian Airline, 2018. Sustanibility Report. [Online] 
Available at: https://www.norwegian.com/globalassets/ip/documents/about-us/company/investor-relations/reports-and-presentations/sustainability-reports/norwegian-sustainability-report-2018-digital.pdf
[Accessed 08 August 2023].
Norwegian Airline, 2020. Environmental sustainability strategy 2023. [Online] 
Available at: https://www.norwegian.com/globalassets/ip/documents/about-us/company/investor-relations/reports-and-presentations/sustainability-reports/environmental-sustainability-strategy-2023.pdf
[Accessed 22 08 2023].
Norwegian Airline, a. Our Story. [Online] 
Available at: https://www.norwegian.com/uk/about/our-story/
[Accessed 22 07 2023].
Norwegian Airline, b. Our story. [Online] 
Available at: https://www.norwegian.com/uk/about/our-story/
[Accessed 22 07 2023].
Norwegian Airline, n.d. Our aircraft. [Online] 
Available at: https://www.norwegian.com/uk/about/our-story/our-aircraft/
[Accessed 17 08 2023].
Norwegian Airline, n.d. Our tickets types. [Online] 
Available at: https://www.norwegian.com/uk/booking/booking-information/ticket-types/
[Accessed 15 08 2023].
Norwegian Airline, n.d. Visions and Values. [Online] 
Available at: https://www.norwegian.com/uk/about/our-story/vision-and-values/
[Accessed 22 07 2023].
Russell, E., 2023. Norwegian Air Boosts Loyalty Investments to Capture More Corporate Travel Share. [Online] 
Available at: https://airlineweekly.skift.com/2023/02/norwegian-air-boosts-loyalty-investments-to-capture-more-corporate-travel-share/
[Accessed 15 08 2023].
Science Direct, 2021. Impact of political and market-based measures on aviation emissions and passenger behaviors (a Swiss case study). [Online] 
Available at: https://www.sciencedirect.com/science/article/pii/S2590198221001123
[Accessed 04 08 2023].
The European Commission , 2023. Beneficial and anti-competitive effects of airline alliances. [Online] 
Available at: https://ec.europa.eu/competition/speeches/text/sp1999678_en.html
[Accessed 22 08 2023].
Think with Google, 2019. Norwegian Airlines harness the power of automation to increase revenue and reduce costs. [Online] 
Available at: https://www.thinkwithgoogle.com/intl/en-154/marketing-strategies/search/norwegian-airlines-harness-power-automation-increase-revenue-and-reduce-costs/
[Accessed 23 08 2023].
UK Civil Aviation Authority, n.d. Information on the environmental impact of aviation. [Online] 
Available at: https://www.caa.co.uk/consumers/environment/information-on-the-environmental-impact-of-aviation/
[Accessed 22 08 2023].
Unite the Union, 2021. Norwegian Air workers ‘angry and frustrated’ at broken redundancy pay promises and lack of answers over collapse. [Online] 
Available at: https://www.unitetheunion.org/news-events/news/2021/february/norwegian-air-workers-angry-and-frustrated-at-broken-redundancy-pay-promises-and-lack-of-answers-over-collapse/
[Accessed 18 08 2023].
Whittington, R. et al., 2020. Exploring strategy : text and cases. 12th ed ed. Harlow: Pearson.
Whittington, R. et al., 2020. Exploring strategy : text and cases. 12th ed ed. Harlow: Pearson.




Appendix (if any) 
Appendix 1: 


Appendix 2: 













2 | Page

image2.jpg




image3.tmp
Market
size
>

Low rivalry: Low rivalry: Increasing rivalry: ~ Stronger buyers: ~ Extreme rivalry:

High High growth Slower growth Low growth Typically many

differentiation and weak and some exits and standard exits and price
Typical Innovation key ~ buyers, but low  Managerial and products, but competition

five forces entry barriers  financial strength higher entry Cost and

Growth ability key barriers commitment

key Market share key
and cost key




image4.tmp
Competitive
rivalry

Bargaining
power

Bargaining
power

Threat of
substitutes




image5.tmp
valuable?

No
Yes
eS|

Yes

rare?

No
Yes

Yes

inimitable?

No

Yes

Is the capability. . .

supported by the
organisation?

No

Yes

Competitive implications
Competitive disadvantage
Competitive parity

Temporary competitive advantage

Sustained competitive advantage




image6.tmp
Broad
target
Competitive
scope
Narrow
target

Competitive advantage

Lower cost

Differentiation

1
Cost leadership

2
Differentiation

3a
Cost focus

3b
Differentiation
focus





image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





