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[bookmark: _Toc189868788]UK automotive sector is very competitive and changeable; without the strategic management the companies will not survive in the long run (Wazeer et al., 2023). Additionally, it can assist the businesses such as Aston Martin in establishing affinity between the internal existing capabilities and external market opportunities and the challenges. At this time, the need to cope with the strategic management in a strong way hands on is intensifying due to new technological advances, changes in consumer preferences and growing concern about the environment (Upadhyay et al., 2021). An effective strategy for automotive companies is meant to anticipate and adapt to the market changes that will ensure the sustainability and profitability (Smith et al., 2019). For Aston Martin, strategic management is crucial not only to stay in the luxury game but to stay conversant with the industry transformation towards electric vehicles (EVs), with new consumer behaviour and with the more and more stringent regulations concerning environmental standards.
Company Overview
Aston Martin was founded by Lionel Martin and Robert Bamford in 1913 one of the most legendary brands in luxury sports car market (Aston Martin, 2024). Aston Martin is famous for producing highly sophisticated, hand built cutting edge technology vehicles with a rich heritage in the UK automotive sector, to create some of the world's most desirable and prestigious vehicles (Aston Martin Lagonda Global Holdings plc, 2024). Unique blend of British engineering, elegance and exclusivity help to solidify its market position. Aston Martin is known for the scarcity of its cars which help every car to be treated as a symbol of luxury and rarity.
Vision, Mission, and Objectives
Aston Martin’s vision shows the company’s dedication to keep its prestigious position in the global automotive market by producing luxury sports cars linked in perfection, innovation and exclusivity (Aston Martin Lagonda Global Holdings plc, 2024).  The company’s aim is to create high performance, hand built vehicles that provide an exceptional drive, meet sustainability and innovation criteria.  Aston Martin’s objectives for long term profitability and growth, reaffirms its role in this unique and prestigious market segment (Aston Martin, 2024).
Strategy Analysis
PESTLE Analysis (Macro-environmental factors)
1. Political
The UK government regulations, trade policies and Brexit implications also impact Aston Martin’s international operations. In Europe, post-Brexit, the company has to overcome tariffs and changing trade agreements (Arena et al., 2021). Aston Martin’s ability to operate in an efficient manner is restricted by regulatory changes in emissions and safety standards that need to be met by the company with a short time horizon (Aston Martin, 2024).
2. Economic
Aston Martin’s operations rely heavily on the economic factors of inflation, exchange rate fluctuations and consumer purchasing power (Aston Martin Lagonda Global Holdings plc, 2024). Luxury cars are less sensitive to economic downturns because people tend to want to buy a car; however a global economic slowdown can impact the disposable income of high net worth individuals who can no longer afford high end cars (Arena et al., 2021). Currency exchange rate volatility also affect production costs and profitability because Aston Martin exports a significant amount of its cars.
3. Social
However, consumers’ preferences towards sustainability and eco friendly products are becoming more popular every day (Balakrishnan and Ramanathan, 2021). Being a luxury brand, it is Aston Martin’s responsibility to handle this shift by introducing electric or hybrid models, to meet the need for environmentally responsible options from the consumer. The demand for high performance luxury vehicles also rises and buyers still expect the best of quality, craftsmanship and customization (Giacosa, Culasso and Crocco, 2022).
4. Technological
In the automotive sector, technological advances in electric vehicles (EVs), autonomous driving and smart manufacturing are occurring at a rapid pace (Giampieri et al., 2020). This is why Aston Martin must innovate and integrate electric drivetrains and cutting edge technology to deliver future expectations on the consumer. Also, with technology advancement of autonomous vehicle and manufacturing automation, there are both opportunities as well as challenges in improving production efficiency and product capabilities (Griffin et al., 2021).
5. Legal
In particular, the UK and the EU bring extremely stringent regulations to Aston Martin, especially in terms of environmental, safety and intellectual property (Aston Martin, 2024). As regulations are getting more demanding on carbon emissions, the brand is compelled to develop the cleaner technologies. Its designs and innovations are also protected by intellectual property laws that are indispensable for keeping pace with the world’s other luxury car manufacturers (Mishra, Singh and Rana, 2022).
6. Environmental
Aston Martin’s strategies are being shaped by concerns and pressures related to climate change and sustainability (Aston Martin, 2024). Manufacturers are required to reduce their environmental footprint that includes going to more sustainable materials, reducing emissions and use of green technologies like electric vehicles which is leading to a growing demand (Lin et al., 2019). This is crucial for the company’s reputation and the need to match the expectations of the consumers.
Porter’s Five Forces (Industry Analysis)
1. Threat of New Entrants
High entry barriers exist in the luxury automotive industry because of large capital expenditure, requirement of advanced technological expertise and strong brand name (Mishra, Singh and Rana, 2022). These barriers benefit Aston Martin as new entrants have a hard time competing with established brands like Ferrari and Lamborghini, which enjoy a loyal customer base and huge market power.
2. Bargaining Power of Suppliers
Key components for engines, specialised materials and technology, on which Aston Martin depends, are provided by high quality suppliers (Qamar et al., 2020). The more dependence you have on your suppliers, particularly the suppliers of exclusive parts, the stronger your bargaining power. Nevertheless, the company’s brand and reputation is strong and it can get favourable supplier deals, which yield consistently good quality and timely deliveries.
3. Bargaining Power of Customers
Bargaining power of customers in luxury vehicle market is high as customers who do exist in this market have high expectations from their cars in terms of performance, bespoke design and exceptional customer service (Ramirez-Peña et al., 2020). To curb the relationship of Astin martin with its customers, the company must provide them personalised experiences, tailored options and constant engagement to keep them loyal to the brand. Further, with the growing demand of consumers for electric vehicles there are more options available to them and further they have more of a bargaining position (Raut et al., 2020).
4. Threat of Substitutes
The threat of substitutes is moderate as eco-friendly and high performance electric vehicles such as Tesla’s rise considerably. In the era of consumer interest in sustainable luxury, Aston Martin must innovate in EV technology to retain market share from substitutes (Skeete et al., 2020). However, traditional high-performance vehicles still appeal to a large segment of luxury consumers who value craftsmanship and exclusivity.
5. Industry Rivalry
In the luxury automotive market, competition is fierce with high profile brands like Ferrari, Lamborghini, McLaren and Porsche trying to take market share (Smith et al., 2019). Aston Martin too needs to be innovative continuously in performance, design and sustainability in order to compete with these brands on brand prestige and technological innovation (Aston Martin, 2024).
Internal Environment Audit
Value Chain Analysis
Aston Martin’s value chain consists of primary activities such as design, manufacturing, marketing, and after-sales services, all of which contribute to the company’s competitive position in the luxury automotive sector.
Design
Aston Martin’s design process is a strength of the company, well known for its innovative, but timeless vehicle designs (Aston Martin, 2024). That combination of cutting edge technology and craftsmanship produces a unique, high performance car that appeals to a niche but very loyal market segment. Design phase is well known for its customization, which provides customers with a personalised experience that makes the brand exclusive (Wazeer et al., 2023).
Manufacturing
The company is very precise making and also cares a great deal about quality control, but a substantial amount of the work done to manufacture the product is a lot of labour intensive work that must be done by skilled artisans (Upadhyay et al., 2021). On one hand, its cars are still a luxury and as such, their production is more expensive than mass market automobile brands, while on the other hand the workmanship and craftsmanship of its cars is equal to that of the most expensive brands on the market (Raut et al., 2020). It could be possible to enhance the operational efficiency in Aston Martin’s manufacturing process as it can be improved in areas including the automation in production or optimising the supply chain management to reduce the cost and increase production capacity.
Marketing
Aston Martin’s marketing strategy is consistent with its brand ethos of exclusivity and luxury as a brand (Aston Martin, 2024). This targeted marketing is based on the fact that the company runs on craftsmanship, performance and prestige. Its brand image is further strengthened as it also has strong relationships with high net worth individuals (HNWIs) and partnerships with other global luxury markets such as sponsorships with high profile events like Formula 1 (Aston Martin Lagonda Global Holdings plc, 2024).
After-Sales Services
There is a great value the company places on delivering a premium customer experience throughout the ownership lifecycle. Personalised customer support, bespoke options for vehicle maintenance, and exclusive service packages, are essential to bringing Aston Martin’s after sales services to keep the brand loyal and customers happy (Raut et al., 2020). Nevertheless, the company could improve the process of parts and repair in all key markets by enhancing the efficiency of its global service network.
Resource-Based View (RBV) 
Aston Martin’s key resources, as identified through the Resource-Based View (RBV) model, include its brand equity, engineering capabilities, skilled workforce, and technological expertise. These resources provide a competitive advantage that supports the company’s position in the luxury sports car market.
Brand Equity
Luxury, exclusivity and high performance are all synonymous with Aston Martin’s brand. It has a brand reputation that allows it a lot of leverage in attracting customers willing to pay a premium for quality and prestige (Aston Martin, 2024). Additionally, this adds to the brand’s history and brand association with royalty and the entertainment industry (the James Bond series for example).
Engineering Capabilities
As a company with a long history of engineering excellence, a penchant for performance and innovation, Aston Martin is not one to do things by half measures. Aston Martin’s in house engineering team develops bespoke, high performance engines, chassis and other key parts to give its vehicles the competitive edge over its rivals (Aston Martin Lagonda Global Holdings plc, 2024).
Skilled Workforce
In its design and manufacturing departments, Aston Martin employs a highly skilled workforce, but most of the artisans are involved in the production of handcrafted, limited edition vehicles (Qamar et al., 2020). Aston Martin considers this as a key resource for maintaining the exclusivity and quality of its products.
VRIO Framework
To assess the sustainability of these resources, the VRIO model (Value, Rarity, Imitability, Organization) can be applied:
Value
These resources from Aston Martin include the brand, engineering capabilities, and its skilled workforce all help the company to produce high performance, luxurious vehicles and charged high prices in the market. These resources fall in line with the brand’s value proposition directly.
Rarity
It is rare in the ultra high end sports car segment that the brand holds such a reputation for luxury and craftsmanship. Aston Martin is one of the only remaining luxury automakers that can match its British engineering, performance, and exclusivity. Likewise, the process of manufacturing that is so rare and difficult to replicate by competitors (Aston Martin, 2024)..
Imitability
It is very difficult to imitate Aston Martin’s brand and craftsmanship. The company has a good heritage and good reputation and this makes a good barrier to imitate (Pichler et al., 2021). Aston Martin is more than just other competitors that can offer similar performance; it has the unique combination of tradition, prestige and bespoke design (Aston Martin Lagonda Global Holdings plc, 2024). But technological advances in EVs and hybrids could be problematic for the type of engineering the company specialises in.
Organization
Structurally, Aston Martin has been designed to put the valuable resources it has at its disposal into the most effective use (Aston Martin, 2024). By its very organisation, the company is able to concentrate on design, craftsmanship and experience. Nevertheless, there may exist opportunities to improve operational efficiency, specifically in manufacturing and supply chain management to more effectively organise and tap into resources to scale production with minimal loss of quality (Skeete et al., 2020).
SWOT Analysis
Strengths
Aston Martin’s list of strengths includes its luxury brand, great engineering, high performance cars and customer loyalty. The company is known for its craftsmanship, exclusivity and innovation (Aston Martin, 2024).
Weaknesses
One challenge is high manufacturing costs, another is reliance on a niche market, and the last is limited diversification into electric and hybrid models. If consumer preferences change, the company must face these weaknesses; otherwise, it will remain competitive.
Opportunities
Opportunities to seize include developing electric vehicles, expanding into countries like China, India and the Middle East, and forming partnerships with the tech companies to innovate in electric drivetrains, and autonomous driving (Mishra, Singh and Rana, 2022).
Threats
Threats to the share of Aston Martin on the market are potential decrease of business profitability in the context of economic downturns and growth of competition from traditional luxury brands and new entrants with eco friendly alternatives (Qamar et al., 2020). The company is also confronted with regulatory pressures as well as environmental concerns.
Strategy Formulation
1. Electric Vehicle (EV) Expansion
With EVs, Aston Martin now has a very compelling opportunity to diversify its automotive portfolio (Aston Martin, 2024). Thus, to accelerate the transition, the company should invest in R&D to develop high performance EV models that are in line with the brand’s commitment to luxury, and exclusivity. Forming a strategic collaboration with leading tech firms or battery producers like Tesla or Panasonic could help Aston Martin to expand its technological capabilities regarding electric drivetrains and battery technology (Aston Martin Lagonda Global Holdings plc, 2024).
2. Sustainability and Innovation
To achieve that, Aston Martin should focus on sustainability as it strives to retain a competitive advantage amidst the growing number of environmentally conscious consumers. Firms that wish to be environment friendly do not need to add to the pollution of the environment (Ramirez-Peña et al., 2020). Such firms may invest in ecofriendly manufacturing processes such as renewable energy energy sources in production facilities, decrease waste and use recyclable material wherever applicable.
3. Brand Differentiation
Aston Martin's brand is a luxury, craftsmanship, and exclusivity brand, and thus should have to be an important part of Aston Martin's strategy (Aston Martin, 2024). A way to do this is by creating bespoke customer experiences where each car is built to the buyer’s exact specifications, therefore each vehicle is unique. The brand can enhance this with personalised services like private showings, exclusive test drives and special events, further cementing its reputation for prestige (Qamar et al., 2020).
4. Global Market Expansion
To meet the growing luxury vehicle demand, Aston Martin would be wise to concentrate on reaching new markets with growing potential like India, Middle East and China(Aston Martin Lagonda Global Holdings plc, 2024). These regions are experiencing an increasing appetite for luxury and high-performance vehicles, driven by expanding middle and upper-class populations with greater purchasing power. 
Conclusion 
Automotive sector is highly competitive and dynamic; strategic management must be exerted by Aston Martin to maintain its position as the leading luxury brand. PESTLE and Porter’s Five Forces analysis showed significant challenges and opportunities of the external environment audit. Key external drivers include political factors (eg, Brexit) and regulatory pressure on emissions, economic factors (eg, fluctuating purchaser power) and social shifts in favour of sustainability. The industry is changing technologically fast, especially with EV and autonomous driving. Given that Aston Martin’s brand is so prestigious, it must successfully navigate these transformations. The company also has strong brand equity, skilled workforce, and engineering capabilities which are internally beneficial to the company. The manufacturing efficiency and cost management need improvement, however. The strengths of the craftsmanship and brand loyalty in the SWOT analysis reflected that but also the weaknesses of its high-cost production methods and the necessity to modernise their product offering, especially with the move towards electric mobility.
Recommendations
Shift to Electric Vehicles
In order to remain competitive in the luxury automotive market, Aston Martin needs to be developing electric vehicles (EVs). Consumers especially younger buyers are more likely to go for eco friendly options, and the demand for sustainable, high performance vehicles is on the rise. Aston Martin can focus on EV innovation, to meet regulatory requirements of tighter emissions and position itself in the growing field of electric luxury car.
Brand Enhancement
Aston Martin should then augment its brand exclusivity and customer experience to have a more solidified position in the competitive luxury market. Bespoke customization options, personalised services, such as private viewings and exclusive test driving events will make sure to further cement the brand’s prestigious reputation. Furthermore, they could opt to introduce limited edition models or partner with influential people in art, design, or even entertainment to drive their brand’s aura of rarity and luxury further.
Cost Management
But he must keep his Aston Martin committed to quality and craftsmanship and manufacture it so that costs of production are minimised. He said the current labour intensive manufacturing processes are unprofitable costly and this cost can be reduced by more automation and better supply chain management. Aston Martin should streamline production to keep profitability while still being able to offer competitive pricing on traditional and emerging markets.
Partnerships and Innovation
Aston Martin is now staring electrification and autonomous driving readiness in the face, as a core requirement for all new automotive brands and while it is going to have to look to technology companies to help it do that faster. Collaborations with tech firms could also be a great opportunity for the company to acquire the access to the most current innovations in the field of the vehicle industry that promote the performance, safety and user experience of the product. However, this would help not only place Aston Martin at the forefront of the luxury car industry as a luxury innovator, but it would ensure that the brand remains at the forefront of the next big thing in driving – and that is autonomous driving and in car connectivity.
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