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[bookmark: _Toc59572042]Introduction
The environment of a business consists of the factors surrounding it as well as the factors which have an impact on it. The achievement of the goals of the company depends on the different factors of the environment (Liana, 2017). This report has explained the major factors shaping the Aston Martin business environment with the explanation of the ways Aston Martin has changed in the last few years. This report also discussed the PESTEL analysis of Aston Martin as well as the SWOT analysis of the Aston Martin. This report has discussed the ways how can Aston Martin position themselves to gain a competitive advantage considering the opportunities as well as challenges. This report also discussed Porter’s 5 factors model, Porter’s Diamond Model, the Product life cycle of the Aston Martin’ product. 
[bookmark: _Toc59572043]Background of the company
Aston Martin is the British luxury sports cars and grand tourers manufacturers based on the United Kingdom. Lionel Martin and Robert Bamford are the founders of the Aston Martin. The headquarter of the company is in Gaydon, Warwickshire, England, UK. Tobias Moers is the present CEO of the company. The company produces the luxury car, sports car, grand tourers. The operating income of the company was £997.3 million in 2019. About 2,450 employees work in the company. 









[bookmark: _Toc59572044]Explanation of the major factors shaping the Aston Martin business environment with the explanation of the ways Aston Martin has changed in the last few years.
Aston Martin has focused on the quality of the product. For this reason, to ensure the quality of the product the company has brought different advanced technologies. Besides, the company has developed a product considering different environmental factors. In 2013, Aston Martin made a deal with Daimler AG. And that company supplied Mercedes-AMG engines (Ward, 2014). This partnership helps the company get advanced technology as well as more powerful engines. In 2014, the company faced a loss of about £72 million. In 2016, Aston Martin established a new factory to  St Athan and South Wales. Apart from this the company also established and extended the business into different sites. And, in 2016 it could able to make a profit of about £87 million. In 2020, the company cut about 500 jobs to reduce the cost of the company to protect the company from the adverse impact of the COVID 19. The different analysis used in the Aston Martin to take different strategies (Birolo and Rosselli, 2020). 
[bookmark: _Toc59572045]PESTEL analysis of Aston Martin
PESTEL analysis is the concept of marketing which is used to track the environment in which a company operates its business. By using PESTEL analysis, Aston martin can tract and identifies the different environmental factors that have impacts on the company. The PESTEL includes political factors, economic factors, social factors, technological factors, ecological factors, legal factors (Marmol, Feys and Probert, 2015). 
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Figure 01: PESTEL analysis of the Aston Martin (Marmol, Feys and Probert, 2015)
Political factors: The political factors refer to the government influences on the company. Political factors include tax policies, environmental regulations, tariffs government policies, tread restrictions, Brexit, etc. For example, EU regulations export prices as well as certain taxes which negatively impact the profitability of the company. Again the minimum wages policy increases the labour cost of the Aston Martin (Achinas and Euverink, 2019). 
Economic factors: Economic factors include economic growth, interest rate, exchange rate, unemployment, minimum wages, working hours, etc. Economic factors negatively as well as positively impact on the Aston Martin. For example, the exchange rate has been increased because of Brexit which reduced the profitability of the Aston Martin. Again the economic growth of the countries also increases the demand for the Aston Martin (Achinas and Euverink, 2019). 
Social factors: Social factors include cultural changes, changes of fashion, population growth, health issues, age distribution etc. Those are the factors which also can negatively as well as positively impact the Aston Martin. For example, the increase in the income level of the people increases the demand for Aston Martin luxurious car (Mitręga, 2017).   
Technological factors: New technologies are emerging continually. Those technologies help a company to produce a new product, to changes the work process, production process, etc. For example, the robotics and artificial intelligence help Aston martin to produce new model car (Mitręga, 2017). 
Ecological factors: Environmental factors include climate change, ethical sourcing, sustainable resources, geographical location, weather, etc. The factors increase the demand for the Aston Martin product. For example, if the raw material or sustainable resources are available in the areas in which the company is located (Achinas and Euverink, 2019). 
Legal factors: The legal factors include legislation, export/ import legislation, taxation process, access to materials, quotas, etc. Consumer legislation, labour market legislation and the legislation related to car impacts on Aston Martin (Mitręga, 2017).  


[bookmark: _Toc59572046]SWOT analysis of the Aston Martin
SWOT analysis includes the strengths, weaknesses, opportunities, threats of the Aston Martin (Sarsby, 2018). 
	Strengths
· High brand equality
· Expert engineering and designing team
· Innovative culture of the company
· Luxury and comfortable product
· High quality of the product 
· Strong branding through advertising 
· Use of advanced technology

	Weaknesses
· Lesser customer penetration
· Less product portfolio comparatively than other company 
· Raising raw material and patrol price
· Limited model range


	Opportunities
· Expanding marketing
· Increasing market penetration
· Attracting more customer
· Expanding business into new countries
· Networking with business partners
· Reducing manufacturing cost
· Applying advanced technology  

	Threats 
· Legislation’s impact
· Suppliers’ bargaining power 
· Buyers’ bargaining power
· The demand for the product is seasonal 
· New entrants
· Increasing fuel cost 
· Competitors’ innovation




[bookmark: _Toc59572047]Aston Martin analyses the business environment of the company using the PESTLE model. The company identifies the factors impacting on the company and takes the required steps considering the strength, weaknesses, opportunities and threats. Those analyses increase the effectiveness of the strategies taken by the company.
Discussion about the ways how can Aston Martin position themselves to gain a competitive advantage considering the opportunities as well as challenges 
To take a competitive advantage over competitors Aston Martin needed to develop strategies considering different theories and model like Porter’s 5 factors model, Porter’s Diamond Model, Product life cycle, The Porter’s value chain, etc. (Chis, 2017).
[bookmark: _Toc59572048]Porter’s 5 factors model 
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Figure 02: Porter’s 5 factors (Chis, 2017)
The threat of new entrants: New entrants are always attracted by the profitable market. As luxurious cars attract more customer and more chance lies in the luxurious car market to generate more profit. As new entrepreneurs or a businessman like a sector like a luxurious car market in which they can ensure the profit by developing new model products. For this reason, the threat of new entrants is high for the Aston Martin (Sismanidou and Palacios, 2018). 
Bargaining power of suppliers: The component and manufacturer segment are the two division of the market of the UK automotive. In the United Kingdom about 2600 manufacturing component which produces the components for the automobile market. As there are huge competitions among suppliers, Suppliers’ bargaining power is not very strong for the Aston Martin (Sismanidou and Palacios, 2018). 
Bargaining power of buyers: In the luxurious and sports car market, the customer is considered as the King. A wide variety of options for buying a car are available to the customer. Besides the competitions in the luxury car market of the United Kingdom is high. For those reasons, the buyers or customers possess the ultimate bargaining power (Chis, 2017). 
The threat of substitutes: In luxurious car market the substitution is available for the customer. As the luxurious car is not the necessary product. For example, a person can buy a car for GBP 20,000 range to satisfy the basic needs. There are different factors available which impact customer performance for a luxurious car. Those factors include the income level of the customers, the lifestyle of the customers, backgrounds, etc. (Chis, 2017). 
Degree of rivalry or competitive rivalry: As the automotive sector is profitable, the competitiveness in the sector is high. In this competitive situation, the company takes advantages over its competitors by using advanced technology to produce a luxurious car. The company which ensures the quality product and the advanced luxurious car can capture more customer and can ensure the profitability of the company.  Aston Martin also takes competitive advantages over competitors by ensuring the quality of the product and to develop an advanced, luxurious car for the customers (Chis, 2017). 
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Figure 03: Porter’s Diamond Model (LIU and LIN, 2017)
Firm strategy, structure and rivalry: As the luxurious car market is very competitive, Aston Martin needs to take accurate and effective strategies to take competitive advantages over competitors. Aston Martin used different product strategies like focusing on the use of advanced technology in product and procedure, etc. prices strategies like premium pricing, etc. to compete with the competitor company. The main competitors of the Aston Martin are Bentley Motors, Rolls-Royce Motor Cars, Maserati, etc. (LIU and LIN, 2017).
Factor demand: The availability of the natural, capital and human resources are defined as factor demand. The required resources for manufacturing a car generates from the United Kingdom. And Aston Martin can get the raw materials from the UK. It helps the company to decrease the resources cost or production cost. 
Related and supporting industries: There are different industries which are related with the Aston Martin. For example, the oil and gas industry, transportation industry, etc. If transportation sectors take any new roles and regulations about the car, it will impact on the car manufacturing company. Again, when the oil and gas industry takes any actions. It can also impact on the car manufacturing industry. For example, the increase in the oil price can decrease the demand for Aston Martin (Chis, 2017). 
Government: In this model, the government is defined as a catalyst and challenger. The government can foster the growth of the company as well as can hinder the growth of the company. By providing support to the automotive industry, the government generates competitions among car manufacturing company (Chis, 2017). 
Chances: It includes the random events which negatively impact the Aston Martin. War and natural disasters can negatively impact the company. For example, COVID-19 pandemic decreases the demand and sell of the company (LIU and LIN, 2017).
[bookmark: _Toc59572050]Product life cycle
Product life cycle refers to the period a product is introduced to the market and is removed from the market. The life cycle of the product consists of four stages. Those are introduction, growth, maturity, decline (Norris, 2016).  
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Figure 04: Product life cycle (Norris, 2016)
Introduction: This is the stage in which the company introduces a product to the market. For example, Aston Martin had introduced The Aston Martin Rapide in 2010. In the introduction stage, the market of the product remains small and the sales of the company are low. Initially, Aston Martin has sold few of The Aston Martin Rapide. In this stage the costs like consumer testing, research and development, etc. are high (Norris, 2016).
Growth: Growth is the second stage of the product life cycle. In the growth stage, the company start to benefit from economies of scale in production, the profit margins. For example, Aston Martin had started to sell the Aston Martin Rapide in big scale from 2013. The company has started to generate profit form that model of car. The company slightly modify the car and demand of The Aston Martin Rapide was increasing (Mohd Nor, and Wickremasinghe, 2017). 
Maturity: Maturity is the third stage of the product life cycle. In this stage, the sales of that particular product reach to the highest point. From 2015 to 2018 was the maturity period of The Aston Martin Rapide. It is the most competitive stage. Different new competitors come to the market at this stage. In this stage, the company tries to modify the product and attract the customers. The Aston Martin had brought different modification in The Aston Martin Rapide to find competitive advantages (Norris, 2016). 
Decline: This is the fourth and last stage of the product life cycle. In this stage, the demand and sales of the product start to decline. Profit also starts to decline. After 2018, the demand and sales of The Aston Martin Rapide had started to decline. In 2020, Aston Martin replaced The Aston Martin Rapide with DBX crossover SUV (Mohd Nor and Wickremasinghe, 2017). 







[bookmark: _Toc59572051]Conclusion
The company needs to determine and analyse different environmental factors that impact on the organisation. PESTLE analysis is used to analyse the impacts of different environmental factors. The SWOT analysis is also used to find out the strength, weaknesses, opportunities, threats. After that company also can use different theories and models in taking strategies by which the company can take competitive advantages over the competitors. Porter’s 5 factors model, Porter’s Diamond Model, Product life cycle, The Porter’s value chain, etc. are used to analyse the market of the Aston Martin. 
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