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[bookmark: _Toc90758905]Introduction
Aston Martin is a very huge multinational company that is involved in selling luxury sports cars. The reputation of this particular company is spread far and wide. This particular luxury brand car became associated with many different grand touring automobiles. The branches of this particular brand are located in around 53 different nations across the world. This particular brand of luxury car is also linked with the London stock exchange. This particular brand was established in the year 1913. It was established by Robert Bamford. The different challenges this particular brand has been facing is analysed to understand its overall impact in the global market.
[bookmark: _Toc90758906]SWOT 
 
	Strength
· This particular brand has a very rich historical tradition. The reputation of this particular brand is very good for ages(allstudymba.com/2021/09/11/aston-martin-swot-analysis/).People across the world know that this particular brand has a very good fighting spirit as their business survived even during the two world wars.   
· This particular brand has always made excellent quality cars. The clients are very satisfied with the cars this particular brand has made. This is one of the reasons for the huge popularity of the brand. 
	Weakness
· When compared with other different companies this particular brand has a lower market share. Due to the low market share the yearly turnover of this particular brand is being affected. The main or primary reason for this particular factor is that they only focus on luxury cars and not normal cars.
· The range of cars is limited in this particular brand. Due to this factor the overall market share of this particular car brand is being reduced.

	Opportunity
· Expansion into different countries is a very big opportunity for this particular brand. It can spread its business to different countries.
·  The price range of this particular brand is extremely high. Due to this high level of price range they are having less number of customers. The lesser number of customers our loyal customers but this particular brand is not being able to increase their overall client base due to this high price range. So this particular brand has a very big opportunity to reduce their price range to target more customers.
·  The spare parts of cars are always in a high demand. This particular brand can use this as an opportunity to increase the number of spare parts so that they can make profit by selling those spare parts. This can be a very big opportunity for this particular brand.
	Threat
·  Due to the high fuel costs the number of people buying luxury cars is reducing day by day. This is becoming a very big threat for this particular brand. To remove this thread they can also manufacture electrically powered cars.
·  The overall competition amongst various brands of cars in the entire global market has started to become a very big threat for this particular brand (llstudymba.com, 2021). Due to this factor this particular brand is always trying to innovate new things to get ahead of their competitors in the global market.
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	Political factors
 The role of various governments in the places they have set up their branch is a very big role. The decisions taken by the various governments play a very big role in the decision making process of the company (Jones, Harrison and Felps, 2018). The various governments in different countries set up various types of policies so that impacts the policies of this company in different manners. For example this particular brand never sets a branch in those regions where there is a lot of political unrest or civil unrest.
	 Economic factors
 The workforce or the overall productivity of the workforce changes from time to time and that affects the overall turnover of this particular brand. There are always various types of advantages connected to different academic setups (Młody and Stępień, 2020). Due to this particular factor The salaries of employees in different branches of this particular brand fluctuates to a great extent.             


	 Social factors
The attitude of different people in terms of savings is different. Middle class people or people from the low income group are reluctant to buy extremely costly luxury sports cars. So this is a big social factor that is impacting the decisions of the management of this particular brand. The education level of the society depends on the nature of the client base. This is because a high level of education implies that the income group of people shall also be very high.
	 Technological factors
 This particular brand has been increasingly investing in their artificial intelligence sector to promote their business. They are also trying to use various types of digital mediums where they can promote their business through different kinds of advertisements. In this way technology is also affecting their decision-making.


	 Environmental factors
 This particular brand is always concerned about different impacts of climate change and also various negative impacts of the transforming ecosystem which leads to the extinction of many different types of species from this planet. So they make sure that they are not responsible for such events that degrade the environment.
	 Legal factors
 The different laws that are required to operate in the global market and the different laws that are needed to settle disputes with the various stakeholders are managed by the legal team or the legal system of this particular company. 
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· The threat from the new products in the industry- In this particular threat any company or brand is happily willing to get lower amounts of profit if this reduces a very strong threat to an awesome brand new product from some other company currently in the market (Nu'man et al, 2020) They are willing to get less profit to reduce the overall threat. In the case of this particular brand Aston Martin which is a luxury car brand company this particular threat or factor is very common to them. This is because the competitors in the global market often launch cars with many types of innovative and unique features in the global market. It is always not possible for the management of this particular brand to give a very quick response at all times. So sometimes they are happily willing to get lower amounts of profit to reduce this threat or nullify this threat to stay relevant in the global car business market.
· The rivalry among different players in the business market- When the business competition is very high it sometimes becomes a problem for the existing brands to get profits that they have desired. In such cases they form relevant strategies to stay in the race although global car business. That strategy sometimes includes lowering prices to stay important in the global market.
· The bargaining abilities of different suppliers- Sometimes the annual turnover of this particular brand is not that high which the management has desired because of the high levels of bargaining power of the various suppliers in the global car business market. Due to this they tried to extract money from other types of business channels like selling off spare parts. This is a very big factor for investing a huge amount of funds on improving the technology to gain profits.
· The different kinds of threats from substitute services and goods- To remove this kind of threat this particular brand Aston Martin which is a luxury car manufacturing brand has invested a lot of funds on research and development. They have done this to reduce the risk of losing different types of stakeholders and disruptors in the car business industry.
· The bargaining abilities of buyers - The bargaining abilities of the buyers lead to reduction in profit margin of this particular luxury sports car manufacturing brand. To overcome this problem they have chosen to make customers who are loyal and always prefer to buy products of this particular brand.
 
[bookmark: _Toc90758909]Value chain
 The porter's value chain analysis has certain different steps. The primary step of creating the value chain analysis is by forming a particular industry value chain in order. It mainly focuses on important value creating acts within a particular industry. It also focuses on how far downstream or upstream the activities of a particular brand go up to or extends. In the case of this particular brand Aston Martin the value chain analysis is very essential. This is because the different acts that create value for a product needs to be identified by the brand management to Increase overall profits. In the second step a comparative study is done by this particular brand. The comparative study is mainly based on the various differences between the present value chain and an alternative value chain. To make this comparative study, it is a very big challenge for this particular brand. To overcome this challenge this particular brand has mapped out various regions where they can improve upon. A very close look is done in this comparative study to get a very good assessment of the minute factors of this particular car industry (Keong and Dastane., 2019). In the third step the different drivers of price are aligned in a proper van manner using the value chain. In many cases the price drivers are clients and their expectations. 
[bookmark: _Toc90758910]Competitive advantages on core values and sustainability
 The business environment of this particular brand Aston Martin is extremely competitive. Technology plays a very big role In playing a very big role of sustainable advantage in the overall industry. primarily there are three basic types of competitive sustainable advantage. This particular brand Aston Martin is also trying to achieve the three different basic sustainable competitive advantages in the global market.
·  Cost advantage
This is a very big competitive sustainable advantage that this particular brand wants to achieve in the long run. The authentic cost value is very common to all different types of designs. (Mayer and Head, 2018). To achieve this advantage they are trying to make unique types of strategies to get ahead of their competitors in this particular aspect and get advantage. They have invested a huge amount of funds to improve upon their technological aspects to get  this advantage in the entire global market.The primary decision to offshore a particular model of car depends on cost advantages and disadvantages (Head. and Mayer, 2019). This was a very unique strategy developed by this particular brand.
·  Advantage Of value
Any type of trade helps in providing a varied offering that is set to have a higher value. In the case of this particular brand, it always tries to achieve competitive advantage in a sustainable manner using this particular factor. The management of this particular brand Aston Martin tries to identify those activities which generate a lot of value for their products. In this way they try to increase their brand value and get an advantage over their competitors in the entire global market (Forbes, 2021). It has proved to be a very useful strategy for this particular brand and they could increase their annual turnovers using this strategy.
· Advantage Of focus
The management of this brand always points out specific markets where they can get a good share of profit. In this way they try to increase their overall profit values.

[bookmark: _Toc90758911]Recommendation
· This particular brand must try to make a wider range of products to attract a larger number of clients (Forbes, 2021). They must try and increase the overall client base of this particular brand to get more amounts of profit. 
· This by investing in technology. particular  brand must try and get the cost advantage 
[bookmark: _Toc90758912]Conclusion
This particular brand has tried to cut down on costs to attract customers. Various analysis has been done on this aspect. In the steps of this particular analysis it is said that the strategy of a particular brand motivates the cutting down of costs in order to be profitable in the long run. This strategy is often used by this brand Aston Martin. This particular brand also uses other strategies to get competitive advantage in the long run. This brand has also gained loyal customers from which it has expectations. The expectations from these clients are generally that they are ready to pay a higher amount for the various products of this particular brand Aston Martin.
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