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[bookmark: _pplx92zftw6t][bookmark: _Toc233388215]1. Introduction
[bookmark: _6fqr5gj0zymi][bookmark: _Toc233388216]1.1 Company Background
Aston Martin Lagonda plc is a well known British ultra-luxury car manufacturer based in 1913 and combines superb artisan work, engineering performance and technological advancement to create high performance cars to their wealthy worldwide clientele. This is a distinctive status that the company enjoys in the luxury car market of the United Kingdom with its premium brand name, international dealer network and its narrowness in terms of exclusivity, personalisation and sustainable product development. Aston Martin also made a revenue of 1.258 billion in 2025, sold 5,448 wholesale units and increased its average selling price to 185,000, which means that despite the adverse macroeconomic context, it has implemented its value-based strategy (Aston Martin Lagonda, 2025).
[bookmark: _9wa842d95943][bookmark: _Toc233388217]1.2 Strategic Management
Strategic management is a procedure that entails the effective design, implementation and evaluation of organisational choices that enable firms to achieve long-term objectives and respond appropriately to the dynamic external environments and evolving demands of stakeholders. Strategic management in the luxury car industry fosters sustainable competitive advantage through innovation potential, operational efficiency, environmental and geopolitical risks reduction and informed distribution of resources in international markets.
[bookmark: _cxrb2216nzgd][bookmark: _Toc233388218]1.3 Vision Statement
Aston Martin's vision is to become the world's most desirable ultra-luxury British performance brand by creating the most exquisitely addictive performance cars (Aston Martin Lagonda, 2025).
[bookmark: _sel8wluvfji8][bookmark: _Toc233388219]1.4 Mission Statement
The company is meant to be a pioneer with technologically innovative vehicles blending precision in the designing, excellent craftsmen, and exciting performance; and offering a unique customer experience.
[bookmark: _j8awe3fbe5ls][bookmark: _Toc233388220]1.5 Corporate Objectives
Aston Martin aims to enhance long-term profitability, consolidate global dominance in the ultra-luxury car industry, pursue sustainability in responsible manufacturing, and speed up innovation through diversifying its model offerings in high-performance electrification.
[bookmark: _mjio0jyrcv93][bookmark: _Toc233388221]2. Analysis of Strategy (About 800 Words)
[bookmark: _aoh8cydzv9sv][bookmark: _Toc233388222]2.1 External Environment Audit
[bookmark: _pfhudsb6tvcu][bookmark: _Toc233388223]2.1.1 PESTLE Analysis
Political Factors
The United Kingdom industrial policy continues to be favorably inclined to high-tech automotive manufacture in the areas of financing innovations, research alliances and low-carbon technology (Favino, 2025). However, the increasing geopolitical stressors and trade concerns are causing a significant amount of uncertainty to the high-end vehicle makers. In addition, tariff hikes on the United States and the Chinese markets, as well as ongoing post-Brexit customs processes and divergence in regulations have compounded operational complexity, compliance burden, and costs on the international supply chain of the globally integrated production network by Aston Martin (Aston Martin Lagonda, 2025).
Economic Factors
Even though demand in the upper customer segments has been relatively robust, continuous inflationary tensions, high interest rates, floating exchange rates, and decreasing levels of global consumer confidence have constrained discretionary purchases of luxury vehicles (OECD, 2025). Nonetheless, Aston Martin has maintained its high end positioning through the increasing average selling prices and product exclusiveness, but the declining volumes of wholesale and macroeconomic issues continue to affect profitability and financial performance in 2025 ( Aston Martin Lagonda, 2025).
Social Factors
The growing consumer need to have luxury in a more personalised way is taking root on purchasing behaviour in the ultra-luxury automobile sector that companies are compelled to offer personalised products on top of digitally integrated customer experiences throughout the ownership life-cycle (Bain & Company, 2025). Meanwhile, the increase in environmental consciousness of high-income consumers increased the pressure on the sustainable production modes without reducing the performance of the vehicles, their exclusivity, or brand image.
Technological Factors
The increased technological pace continues to remake the world of the automotive industry, with the electrification of vehicles, the creation of hybrid powertrains, artificial intelligence, connected vehicles, and digitally-enabled production that is being designed to enhance operational efficiency and product innovation (Singh, 2024). In reaction, Aston Martin has introduced the Valhalla plug-in hybrid supercar strategically via commercial introduction, ongoing investment in engineering, and high-tech manufacturing technologies that will help it cope with the changing luxury car markets (Aston Martin Lagonda, 2025).
Legal Factors
The organisation is faced with a more difficult regulatory environment with stricter environmental regulations, alterations in vehicle safety regulations, labour regulations and increased corporate governance demands across different foreign jurisdictions. Therefore, long-term compliance investment continues to be crucial to balance the legal risks and ensure organisational legitimacy and safeguard long-term stakeholder trust.
Environmental Factors
The concept of environmental sustainability has been made a strategic priority as the governments, investors, and consumers have increasingly demanded automotive manufacturers to cut carbon emissions and promote the global net-zero goals by engaging in responsible manufacturing processes. Aston Martin has therefore made investments in lowering emissions, energy efficiency, responsible resource management and increased environmental, social, and governance efforts to boost sustainable corporate development in the long term (Aston Martin Lagonda, 2025).
[bookmark: _iy7qzjgdcsm][bookmark: _Toc233388224]2.1.2 Porter's Five Forces
Potential New Entrants
The potential of new entrants is also not very high owing to the fact that extraordinary capital investment needs, built brand loyalty, engineering skills, compliance with regulatory requirements and extensive distribution networks in the world market make it extremely difficult to enter the ultra-luxury automobile industry successfully.
Supplier Power
This is explained by the moderate supplier bargaining power as Aston Martin depends on the specialised suppliers of high quality parts, high technology as well as luxury materials, yet to a certain degree, the dependency is minimised with the help of strategic suppliers and joint ventures.
Bargaining Power of Buyers
The buyer bargaining power is still moderate since the wealthy clients have significant buying options with the range of luxurious premium car brands, though the exclusive heritage of Aston Martin, possibilities of unique personalisation, and small volumes of production decrease the sensitivity of prices.
Risk of Substitutes
The threat of substitutes is not very great as there are not many substitutes products which can be offered at the same time to provide their customers with luxury artisanship, engineering tradition, exclusivity and high performance features such as unique value offer by Aston Martin.
Competitive Rivalry
The competition is very fierce because Aston Martin must directly compete with other internationally-established luxury car manufacturers because of the current innovation, technological advancement, product differentiation, high-quality customer experience and high international brand positioning.
Industry Attractiveness Summary
Even in the face of the existing competitive rivalry and macroeconomic uncertainty that continues to reduce profitability, the luxury automotive industry remains attractive because of its high brand differentiation, technology advancement opportunities, high pricing potential, and increased global wealth which still contributes to the long-term sustainable growth of the industry.
[bookmark: _qeobo7k5fwke][bookmark: _Toc233388225]2.2 Internal Environment Audit
[bookmark: _9txhrbg0ht6r][bookmark: _Toc233388226]2.2.1 Value Chain Analysis
Primary Activities
The main business processes of Aston Martin create competitive advantage by making sure that inbound logistics are properly coordinated, manufacturing processes are accurate, distribution in the whole world is effective, marketing strategies are high-end, and after-sales services are tailored to suit the outstanding customer experiences. In addition, the large-scale personalisation of its products, hand-craft production, and the element of continuous quality improvement is all enhancing the customer satisfaction, besides boosting the presence of the company in the market place and its sustainable competitive differentiation.
Support Activities
Support activities benefits organisational performance through good corporate infrastructure, high skilled engineering talent, high technology development, strategic procurement capability and joint human resource management in favour of continuous innovation. An ongoing commitment to research, digitalisation of manufacturing solutions, building of organisational capabilities, and collaboration with suppliers helps Aston Martin to enhance the efficiency of its operations without compromising its high standards of product quality.
[bookmark: _9rmvl6i40dd5][bookmark: _Toc233388227]2.2.2 Resource-Based View (RBV)
Resource-Based View shows that Aston Martin has the presence of valuable tangible resources such as high level of manufacturing facilities, high product portfolios, and high level of engineering infrastructure, which can enable it to produce and innovate its technology in future. Other highly important intangible assets are globally recognised brand heritage, proprietary intellectual property, Formula One alliances, long term customer loyalty and yield unique competitive advantage that is barely replicable by rivals. In addition, the presence of highly qualified engineering professionals, internationally-renowned designers and an experienced executive management team also increase organisational strengths, in addition to making innovation, strategic change, and long-term competitiveness possible.
[bookmark: _9b4ldxhht13r][bookmark: _Toc233388228]2.2.3 VRIO Analysis
	Resource
	V
	R
	I
	O
	Competitive Outcome

	Aston Martin Brand
	✓
	✓
	✓
	✓
	Sustainable advantage

	Engineering Expertise
	✓
	✓
	△
	✓
	Temporary advantage

	Formula One Partnership
	✓
	✓
	✓
	✓
	Sustainable advantage

	Dealer Network
	✓
	✗
	✗
	✓
	Competitive parity

	Q by Aston Martin (Bespoke Division)
	✓
	✓
	✓
	✓
	Sustainable advantage


V = Valuable, R = Rare, I = Inimitable, O = Organised.
Table 1: VRIO
(Source: Self-created)
[bookmark: _fd1o3dl9iugv][bookmark: _Toc233388229]2.3 SWOT Analysis
Strengths
Aston Martin has considerable competitive advantages such as high worldwide brand awareness, high-end British heritage, differentiation of its products, high-level engineering skills, and rising average selling prices contributing to high value creation.
Weaknesses
However, there are major weaknesses in the organisation such as high financial leverage, operating losses, comparatively low production capacity and high reliance on cyclical demand in the luxury consumer market which impacts financial sustainability.
Opportunities
The major areas of expansion include the increase in the worldwide luxury vehicle segmentation, an increase in the number of customers who desire to customise their vehicles to more levels (Mishra et al., 2024). 
Threats
Among the major external threats, it is possible to single out the current economic uncertainties, global trade tariffs, high level of competition, global supply chain disruption, and more stringent environmental regulations that can potentially result in substantial strategic adjustments in the long term.
[bookmark: _8seahtkb7k5z][bookmark: _Toc233388230]3. Strategy Formulation
[bookmark: _2x9shtmi0ukr][bookmark: _Toc233388231]3.1 Strategic Alternative One: Accelerate Electrification and Hybrid Innovation
The speed up of electrification and hybrid innovation is a strategically correct decision as the global luxury automotive industry is changing its competitive environment due to a tightening of environmental regulations, the changing demands of customers, and the rapid evolution of technologies (Grand View Research, 2023). Aston Martin must thus grow its range of hybrid and future electrified performance cars and invest more in cutting-edge battery technology, software, and engineering solutions that can enable future product competitiveness. Such a strategic direction aligns with the positioning of the company as a premium integrator of sustainable mobility with its exceptional performance to increase differentiation and sustainability in the long-term regulatory compliance and long-term sustainable revenues.
[bookmark: _lnw5b9lphot1][bookmark: _Toc233388232]3.2 Strategic Alternative Two: Expand Ultra-Luxury Personalisation
Furthering ultra-luxury personalisation by developing Q by Aston Martin would further add exclusivity to customers and increase average selling prices and profitability in the upper market segments (Aston Martin, 2026). Higher or greater investment in personalized production, made-to-order designs and personal ownership would enhance customer satisfaction, create brand equity, and generate more long-term customer relationships that can translate into repeat buying and higher lifetime customer value.
[bookmark: _fu3ofqenjt1e][bookmark: _Toc233388233]3.3 Strategic Alternative Three: Improve Operational Efficiency and Cost Optimisation
Going digital, lean manufacturing, supply chain optimisation, and workforce capabilities would improve resiliency in businesses and alleviate the current profitability issues that have been witnessed in 2025 (Gupta and Jamwal, 2026). Better cost of production, automation technology, decision-making based on data and control over partner suppliers would result in the decrease of the cost of operation. Hence, it will increase the flexibility of production, productivity and improved financial performance without the risk of losing quality of the product or exclusivity of the brand.
[bookmark: _xtcwbxl5kie3][bookmark: _Toc233388234]3.4 Evaluation of Strategic Alternatives
Strategically, none of the three alternatives can be declared to have low suitability since they directly deal with the competitive issues faced by Aston Martin as well as meet the long-term organisational goals and react to external environmental changes. They are also feasible due to the fact that the organisation already has internationally recognised engineering skills, high-quality brand equity, high-level production capacity, and well-established technological collaborations that can ensure successful execution. Moreover, the mentioned alternatives have a high level of acceptability, as they increase the shareholder worth, customer loyalty, environmental sustainability, and can help the organisation achieve sustainable growth without jeopardising the unique luxury status of Aston Martin.
Preferred Strategy
The strategic option that should be chosen is faster electrification and hybrid innovation because it will boost regulatory compliance, technological dominance, differentiation of premium products, and long-term competitive edge in a luxury automotive market that is becoming more and more interested in sustainability (Khan et al., 2025). Together with the capability to carry on personalisation and advancements in operational efficiency, this plan creates the optimum foundation of sustainable profitability, international competitiveness and sustainable creation of shareholder value.
[bookmark: _ca7uybeqilpd][bookmark: _Toc233388235]4. Conclusion and Recommendations
[bookmark: _a928gwcnydka][bookmark: _Toc233388236]4.1 Conclusion
The strategic analysis reveals that Aston Martin is working in a more complicated external environment, characterised by geopolitical uncertainty, increased competition, technological upheaval, broader sustainability demands, and that it must be constantly adjusted to and organisational resilience. Internal analysis also indicates that the company possesses significant competitive advantages in its globally recognised luxury brand, engineering competence, high quality product range and unique heritage, and the high financial leverage and continuing operating losses constrains the overall strategic flexibility. Consequently, Aston Martin finds itself in a strategic position to achieve sustainable long-term growth but unless the management can align technological innovation, operational excellence, and customer-centric differentiation with market and regulatory requirements, it will not be in a position to achieve long-term growth.
[bookmark: _lr4gwsyne5wl][bookmark: _Toc233388237]4.2 Recommendations
Recommendation 1: More premium electrification and hybrid is to be invested to strengthen regulatory compliance, technological leadership and sustainable competitive difference in the global luxury automotive industry.
Recommendation 2: Global bespoke luxury services: Global bespoke luxury services should be expanded by Aston Martin, which would enable the company to achieve a higher customer exclusivity, higher brand loyalty, and higher profit margins in the high-end market segments.
Recommendation 3: The costs of operation should be reduced through further implementation of digitalisation, lean manufacturing, and supply chain optimisation through data to increase the efficiency of organisations and their financial performance (Valamede and Akkari, 2020).
Recommendation 4: Stronger presence should be attained in the new luxury automobile markets through planned international expansion strategies and increased customer involvement initiatives towards market share increases in the long term.
Recommendation 5: Sustainable manufacturing, emissions reduction programme and responsible innovation practices must be further invested in to guarantee further reinforcement of the stakeholder trust and the long-term corporate sustainability (Alkaraan et al., 2024).
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