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1.Executive Summary
The strategic position of Aston Martin Lagonda Global Holdings plc, a British luxury car manufacturer in the premium performance vehicle market, is evaluated in this research. The report's objective is to assess the company's internal capabilities and external business environment in order to formulate strategic suggestions that will support the company's long-term sustainability and competitiveness.
The report begins with an overview of strategic management principles and explains how they can help businesses respond successfully to changing market conditions. This is followed by an overview of Aston Martin, including its products, market position, and strategic goal. The company's present performance is analysed, followed by an analysis of the external environment using the PESTEL framework and Porter's Five Forces model. The firm's basic strengths, weaknesses, and sources of competitive advantage are discovered using SWOT, VRIO, and Value Chain studies of internal capabilities. Based on these results, the paper advises a strategy that prioritises electrification, digital technologies, customer experience, and strategic alliances. The ideas aim to make Aston Martin more resilient in an increasingly competitive and technology-driven automotive sector. To recap, the research highlights the need of innovation, sustainability and successful execution of initiatives to ensure the sustained success of the organization into the future.

     2.  Introduction
Strategic management is the process of formulating and executing strategic plans that allow organisations to attain their objectives and adapt to changes in the business environment. It assists businesses in identifying opportunities, controlling risks, allocating resources effectively and maintaining a competitive advantage. In the automotive industry, where technological innovation, environmental regulations and changing consumer tastes are continually transforming the market, strategic management is vital for long-term success. The objective of this report is to assess the strategic position of Aston Martin Lagonda Global Holdings plc by analysing its external and internal business environments through the use of established strategic management frameworks.
Additionally, the report evaluates the company's performance and strategic goals and suggests appropriate tactics to boost its competitiveness going forward. The research ends with suggestions that promote sustainable growth and assist Aston Martin in effectively addressing opportunities and challenges in the global automotive sector. Strategic management has become increasingly important as automotive manufacturers respond to electrification, digitalisation and sustainability challenges, which are reshaping global competition (Grant, 2022).



3.   Overview
Aston Martin Lagonda Global Holdings plc is a British luxury car manufacturer renowned for its high-performance sports cars, grand tourers, and luxury SUVs. Lionel Martin and Robert Bamford founded the company in 1913, and its headquarters are in Gaydon, Warwickshire, United Kingdom (Aston Martin, 2025). Aston Martin competes in the global premium automobile market alongside well-known brands like as Ferrari, Porsche, Bentley, and Lamborghini. The DB12, Vantage, Vanquish, and DBX707 luxury SUVs are among the company's most well-known vehicles, which combine exceptional engineering, innovative technology, and beautiful craftsmanship.
In recent years, Aston Martin has focused global expansion through strategic partnerships, product innovation, and electrification investments. The company collaborated with the Mercedes-Benz Group to acquire access to advanced powertrain technologies and digital systems, thereby strengthening its position in the premium vehicle market (Mercedes-Benz Group, 2024). Aston Martin is pursuing long-term growth by investing in low-emission technology and improving customer experience, allowing the brand to respond to increased competition and changing consumer expectations (Johnson et al., 2020).

     4.Strategic Intent (Vision, Mission and Objectives)
Strategic intent provides an organisation with long-term direction by aligning its vision, mission and objectives with its competitive environment. According to Johnson et al. (2020), organisations with a clearly defined strategic intent are better positioned to achieve sustainable competitive advantage because decision-making is guided by consistent long-term priorities rather than short-term financial performance. Aston Martin’s vision is centred on becoming the world’s most desirable ultra-luxury British performance brand, while its mission focuses on delivering exceptional craftsmanship, innovation and customer experiences (Aston Martin, 2025). However, achieving this ambition has become increasingly challenging due to rising competition from established luxury manufacturers such as Ferrari and Porsche, alongside the rapid transition towards electrification.
The company's collaboration with Mercedes-Benz provides access to cutting-edge technologies while lowering R&D expenditures, so enhancing its resource base and competitive capability (Mercedes-Benz Group, 2024). As a result, Aston Martin's future success will be determined not only by preserving its distinguished brand identity, but also by striking a balance between exclusivity, technological innovation, and sustainability in order to fulfil long-term strategic goals.


      5.Current Performance

Aston Martin's financial and operational success has been uneven in recent years, reflecting both the opportunities and challenges confronting the global luxury automobile business. Although the introduction of luxury models such as the DB12 and DBX707 has strengthened the company's brand position, profitability is still limited by high production costs, significant debt levels, and continued electrification expenditure (Aston Martin, 2025). Higher average selling prices have contributed to revenue growth, but they have not consistently translated into long-term profitability, showing that premium pricing alone is insufficient to overcome operational inefficiencies.
Aston Martin's strategic emphasis on the ultra-luxury market gives distinction and significant brand equity, both of which are valued resources capable of providing competitive advantage (Barney, 1991). However, relying on a small customer base leaves the company vulnerable to fluctuations in global economic conditions. During economic uncertainty, demand for luxury vehicles is more fragile than that of mass-market manufacturers, raising company risk (Johnson et al., 2020).
The company's strategic collaboration with Mercedes-Benz has provided access to cutting-edge powertrain technology, software systems, and engineering expertise while minimising R&D costs (Mercedes-Benz Group, 2024). Nonetheless, Aston Martin lags behind competitors like as Porsche and Tesla in the transition to all-electric vehicles. This slower rate of innovation may weaken the company's long-term competitiveness if governments tighten environmental regulations and customers demand more sustainable mobility options (Porter 1985).
Overall, Aston Martin has a lot going for it because of its well-known brand and engineering pedigree, but long-term success will be determined by boosting operational effectiveness, minimising financial risk, and accelerating technological innovation. If the company cannot successfully strike a balance between exclusivity, sustainability, and digital transformation, it may struggle to maintain its competitive advantage in the continuously changing automobile industry.
Although Aston Martin has increased its average selling prices, Deloitte (2024) argues that luxury automotive manufacturers must also improve operational efficiency and digital capabilities to achieve sustainable profitability. Therefore, premium pricing alone is unlikely to secure long-term competitive advantage.


       6.  Strategy Analysis 
1 External Environmental Analysis (PESTEL and Porter’s Five Forces) 
The external business environment has a significant impact on Aston Martin's strategic decisions, providing both opportunities and hazards to long-term competitiveness. The PESTEL framework offers a structured approach to evaluating these macro-environmental elements (Johnson et al., 2020).

Politically, increased government backing for electric vehicles (EVs) and stricter pollution regulations are driving luxury brands to invest more in sustainable technologies. Although these laws encourage innovation, they also increase development costs, putting financial strain on smaller enterprises such as Aston Martin in comparison to larger competitors that benefit from economies of scale (Porter, 1985).
Inflation, rising interest rates, and global economic uncertainty continue to influence consumer spending. While Aston Martin targets high-net-worth customers who are less vulnerable to economic downturns, protracted financial instability may limit demand for luxury vehicles, particularly in emerging areas (Aston Martin, 2025).
According to social characteristics, consumers are increasingly demanding environmentally friendly items and personalised customer experiences. Luxury consumers increasingly value sustainability alongside performance, so Aston Martin must improve its environmental credentials while maintaining its distinct brand character. Failure to achieve this equilibrium may reduce brand loyalty in the long run. (Kotler, Keller, 2022).
Technological improvements offer both the greatest potential and the most difficult obstacle. Competitors like Tesla and Porsche continue to make significant investments in battery technology, software integration, and self-driving vehicles. Aston Martin's relationship with Mercedes-Benz gives them access to cutting-edge technologies, which reduces development costs and increases innovation potential. However, the firm continues to rely on external technological expertise, which may limit strategic flexibility (Mercedes-Benz Group, 2024).
According to the International Energy Agency (2024), global electric vehicle sales continue to grow rapidly, increasing competitive pressure on manufacturers that have been slower to expand their EV portfolios.


Porter's Five Forces model reveals even fiercer rivalry in the premium auto industry. Strong competition, moderate buyer power, and the growing threat of alternative premium electric vehicles require Aston Martin to distinguish itself through innovation, brand legacy, and exceptional customer service. As a result, maintaining a competitive advantage will be contingent on the company's ability to combine technological innovation with the exclusivity that marks its luxury positioning (Porter 1985).


  2 Internal Environmental Analysis (SWOT, VRIO and Value Chain)

Aston Martin's internal environment demonstrates a number of strategic strengths that help it preserve its competitive position, but significant weaknesses continue to limit long-term progress. SWOT, VRIO, and Value Chain analysis provide a comprehensive understanding of a company's resources, capabilities, and competitive advantages (Johnson et al., 2020).
One of Aston Martin's most significant assets is its worldwide known luxury brand, which has been developed on more than a century of engineering brilliance, exclusivity, and deep roots in British history. According to Barney (1991), valuable and difficult-to-imitate resources are critical to maintaining a competitive advantage. Aston Martin's excellent brand recognition and dedicated client base combine to provide a distinct advantage that many competitors find difficult to emulate. However, these advantages are outweighed by disadvantages such as high debt levels, poor manufacturing volumes, and limited financial resources when compared to larger competitors such as BMW and Mercedes-Benz (Aston Martin, 2025). These constraints limit the company's capacity to invest independently in emerging technologies and large-scale R&D.

Aston Martin's craftsmanship, design expertise, and luxury brand recognition are valuable, rare, and challenging to duplicate resources from a VRIO perspective. However, because the company still depends on outside partners, namely Mercedes-Benz, for cutting-edge powertrain and digital technology, not all of these resources are fully exploited. This reliance may restrict long-term strategic flexibility even though it offers short-term technological advantages (Mercedes-Benz Group, 2024).
Teece, Pisano and Shuen (1997) argue that organisations must develop dynamic capabilities by continuously adapting their resources and competencies. While Aston Martin possesses valuable brand assets, sustained competitive advantage will depend on its ability to innovate and respond to technological disruption rather than relying solely on heritage.

Aston Martin's competitive advantages in product design, manufacturing quality, and individualised customer care are further highlighted by value chain analysis, which raises brand value and customer loyalty (Porter, 1985). However, compared to larger automakers who profit from economies of scale and integrated global supply chains, operational efficiency is still lower. Therefore, to maintain a competitive edge in the ever changing luxury car market, Aston Martin needs to enhance operational performance while keeping up its investment in innovation.



      7. Strategy Formulation

According to the strategic study, Aston Martin should pursue a product development strategy in conjunction with strategic partnerships to strengthen its long-term competitive position. According to Ansoff (1957), product development is the introduction of new or improved products into existing markets to meet changing customer demands and maintain a competitive advantage. This strategy is particularly appropriate considering the luxury auto industry's rapid shift to electrification and digital innovation.
A major recommendation is for Aston Martin to accelerate the development of fully electric luxury sports cars while maintaining the brand's exclusivity and craftsmanship. Porsche, for example, has successfully launched the Taycan, demonstrating that high-performance electric vehicles can increase profitability and brand awareness (Porsche AG, 2024). Similarly, Ferrari has made significant investments in hybrid technology and plans to launch its first fully electric vehicle, illustrating the growing importance of sustainable innovation in the luxury market (Ferrari, 2024). If Aston Martin can not match this rate of innovation, it risks losing market share to competitors who can better fulfil changing customer expectations and increasingly rigorous environmental regulations.
Furthermore, Aston Martin should strengthen its strategic alliance with Mercedes-Benz to gain better access to advanced battery technology, software systems, and artificial intelligence. While this collaboration reduces R&D costs, the company should also invest in developing its own technological talents to prevent long-term reliance on external partners (Mercedes-Benz Group, 2024). This balanced plan would allow for strategic flexibility while remaining operationally efficient.
Furthermore, Aston Martin could enhance its digital customer experience by providing linked car services, personalised after-sales support, and over-the-air software updates. For example, Tesla has effectively increased customer loyalty by continuously improving vehicle performance via software updates that do not require customers to visit dealerships (Tesla, 2024). Adopting such digital services will help Aston Martin improve customer relationships, increase brand loyalty, and create more recurring revenue.

Overall, combining product development, strategic relationships, and digital innovation would allow Aston Martin to more effectively respond to industry changes while keeping its luxury brand identity and achieving long-term success.
Grant (2022) argues that successful strategies combine valuable resources with the ability to adapt to external change. Consequently, Aston Martin should continue leveraging its luxury brand while accelerating investment in electric mobility and digital services. Furthermore, McKinsey & Company (2024) report that premium manufacturers adopting software-defined vehicles and connected services are creating new revenue opportunities beyond vehicle sales, supporting Aston Martin’s proposed digital transformation strategy.


       8.Conclusion and Recommendations 
This report critically evaluated Aston Martin's strategic position by considering both its external and internal business environments. The analysis revealed that, while Aston Martin has significant competitive advantages, such as its globally recognised luxury brand, engineering expertise, and rich heritage, it also faces significant challenges due to financial constraints, increased competition, and the rapid transition to electric and digital mobility. The PESTEL and Porter's Five Forces analyses found that environmental laws, technological innovation, and altering customer expectations are all having a greater impact on the automotive industry. Furthermore, the SWOT, VRIO, and Value Chain analyses found that, while Aston Martin's resources are significant and difficult to replicate, they are insufficient to maintain long-term competitive advantage without continued investment in innovation and operational development.
The report presented a product development strategy centred on strategic relationships and digital transformation. This strategy was judged most suited since it allows Aston Martin to respond to changing market demands while preserving its premium brand positioning. Competitor examples, such as Porsche's successful electric vehicle strategy and Tesla's digital ecosystem, demonstrate that technological innovation has become critical to sustaining a competitive advantage (Porsche AG, 2024; Tesla, 2024).

Based on these findings, Aston Martin should prioritise investment in electric car research, strengthen internal technological skills as part of its partnership with Mercedes-Benz, and develop connected digital services to increase customer experience and brand loyalty. Furthermore, improving operational efficiency and reducing financial risk should remain the top strategic priorities. By successfully combining innovation, sustainability, and exclusivity, Aston Martin will be better positioned for long-term growth and competitiveness in the global premium automobile market.
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