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1.Executive Summary

The strategic position of Aston Martin Lagonda Global Holdings plc, one of the top luxury car manufacturers in the UK, is assessed in this research. Aston Martin operates in a fiercely competitive worldwide market and must contend with serious strategic issues brought on by escalating rivalry, the shift to electric vehicles (EVs), tighter environmental restrictions, supply chain disruptions, and shifting consumer expectations. Organisations can gain long-term competitive advantage by optimising internal capabilities and responding proactively to external constraints through effective strategic management (Johnson, Scholes, and Whittington, 2020).

Value Chain Analysis, the Resource-Based View (RBV), and the VRIO framework are used to evaluate Aston Martin's internal capabilities after the company's external environment is examined using the PESTLE framework and Porter's Five Forces model. To determine the company's primary strategic concerns, the results are condensed into a SWOT analysis.

The report suggests that Aston Martin increase its investment in electrification, enhance digital customer engagement, broaden its strategic alliances, and boost operational effectiveness based on this analysis. In the quickly changing global automotive sector, these tactics seek to strengthen the company's competitive position, boost financial performance, and promote long-term, sustainable growth.

      2.Overview 

By coordinating internal resources with shifts in the external business environment, strategic management plays a critical role in assisting businesses in achieving long-term success. According to Johnson, Scholes, and Whittington (2020), it makes it possible for companies to recognise opportunities, address obstacles, and create plans that enhance competitiveness and long-term success. Organisations in the automobile sector have to adapt to quickening technical progress, more stringent environmental laws, shifting consumer tastes, and heightened rivalry. Thus, sustaining a strong market position requires competent strategic management.
Founded in 1913, Aston Martin Lagonda Global Holdings plc is a British luxury car manufacturer with its headquarters located in Gaydon, Warwickshire. The firm is well-known throughout the world for creating high-performance luxury sports cars that blend British craftsmanship, quality, and innovation. By providing outstanding customer experiences via innovation and sustainability, Aston Martin hopes to become the most sought-after ultra-luxury performance brand in the world (Aston Martin, 2025). Using strategic management frameworks, this report assesses the company's internal and external business environments and makes suggestions to improve its competitive position and promote long-term sustainable growth.
 
     3.1 PESTLE Analysis for External Environment Audit

The external macroenvironmental elements that affect an organization's strategic choices are examined using a PESTLE analysis. Understanding these elements is crucial for Aston Martin since political, economic, technological, environmental, and social developments have a significant impact on the luxury car market (Johnson, Scholes, and Whittington, 2020).


Table 1: PESTLE Analysis of Aston Martin
Political- Brexit, trade restrictions, and government policies for electric vehicles have significantly affected Aston Martin's business, leading to increased costs and supply chain challenges due to export taxes and customs. However, UK government support for low-emission vehicles promotes investment in electric vehicle technology.
Economic- Consumer spending is affected by rising inflation, interest rates, and global economic concerns. Despite economic downturns typically reducing sales, demand for Aston Martin's luxury vehicles remains more resilient than in the mass-market sector. Additionally, since many automobiles are exported, currency fluctuations also influence foreign revenues (ACEA, 2025).
 Social- consumer tastes are shifting in favour of luxury goods that are ecologically conscious. High performance, sustainability, cutting-edge technology, and customised experiences are all expected of luxury cars by consumers. Aston Martin must continue adapting its products to meet these evolving expectations while maintaining its prestigious brand image.
Technological-The automotive business is changing due to rapid advancements in autonomous driving, digital connectivity, electrification, and artificial intelligence. In order to get access to cutting-edge hybrid and electric technology, lower development costs, and enhance product innovation, Aston Martin has fortified its cooperation with Mercedes-Benz (Aston Martin, 2025).

Legal-The business must abide by ever-tougher laws pertaining to consumer protection, cybersecurity, pollution, and car safety. Financial penalties and reputational harm could follow noncompliance with regulations. Additionally, ongoing research and development expenditures are necessary for compliance.

Environmental-The shift to sustainable transport is being accelerated by worldwide net-zero ambitions and climate change policies. Racing has been introduced by Aston Martin. Green. sustainability strategy, focusing on reducing carbon emissions, increasing resource efficiency and launching electrified vehicles to support long-term environmental objectives (Aston Martin, 2025).

    Critical Evaluation

According to the PESTLE analysis, the two external factors that will have the biggest impact on Aston Martin's future strategy are environmental legislation and technical innovation. Regulatory compliance and economic unpredictability provide difficulties, but they also motivate the business to innovate and boost productivity. Additionally, Aston Martin has a chance to improve its competitive position through electrification and ecologically conscious production in response to growing consumer demand for sustainable luxury cars. In order to effectively respond to these quickly shifting external situations, the organization must continue to be adaptable and make investments in innovation.

    3.1.2 Porter’s Five Forces Analysis
Porter's Five Forces framework assesses the industry's competitive challenges and assists businesses in creating plans to gain a long-term competitive edge (Porter, 1980). Aston Martin competes in the very competitive global luxury car industry, where consumers have high expectations and constant innovation is crucial.

Table 2: Porter’s Five Forces Analysis of Aston Martin

	Force
	Analysis



	Threat of New Entrants
	Low. Entering the luxury automotive industry requires significant capital investment, advanced engineering expertise, strong brand recognition and extensive research and development. These barriers make it difficult for new competitors to enter the market successfully.

	Bargaining Power of Suppliers
	Moderate to High. Aston Martin relies on specialist suppliers for premium materials, advanced technology and vehicle components. Supply chain disruptions and rising material costs can increase supplier power, although strategic partnerships, such as with Mercedes-Benz, help reduce this risk.

	Bargaining Power of Buyers
	Moderate. Customers purchasing luxury vehicles have high expectations regarding quality, performance and innovation. Although Aston Martin benefits from strong brand loyalty, customers can easily compare alternative luxury brands such as Ferrari, Bentley and Porsche, increasing their bargaining power.

	Threat of Substitutes
	Moderate. Consumers may choose competing luxury brands or increasingly purchase premium electric vehicles that offer advanced technology and sustainability. As consumer preferences evolve, Aston Martin must continue innovating to remain competitive.

	Competitive Rivalry
	Very High. The luxury automotive market is highly competitive, with established manufacturers investing heavily in innovation, electrification and marketing. Aston Martin competes directly with Ferrari, Lamborghini, Bentley, Porsche and Rolls-Royce, requiring continuous product development and brand differentiation.



3.2 Internal Environment Audit – Value Chain Analysis
Porter (1985) created Value Chain Analysis, a strategic framework for assessing how an organization generates value through its core and supporting operations. Businesses may boost customer happiness, cut expenses, and increase efficiency by identifying areas that contribute to competitive advantage. For Aston Martin to stay competitive in the global luxury car market, efficient value chain management is crucial.


Table 3: Value Chain Analysis of Aston Martin
	Value Chain Activity
	Analysis



	Inbound Logistics
	Aston Martin sources high-quality materials and specialist vehicle components from trusted global suppliers. Strategic partnerships, particularly with Mercedes-Benz, provide access to advanced technology and improve supply chain efficiency.

	Operations
	Manufacturing takes place primarily at the Gaydon headquarters in the UK, where skilled employees combine advanced engineering with traditional British craftsmanship. Continuous investment in automation and quality control ensures vehicles meet luxury standards.

	Outbound Logistics
	Finished vehicles are distributed through an international network of authorised dealerships across Europe, North America, Asia and the Middle East. Efficient logistics help maintain product quality and customer satisfaction.

	Marketing and Sales
	Aston Martin positions itself as an exclusive luxury performance brand. Marketing focuses on heritage, innovation, Formula One involvement and personalised customer experiences to strengthen brand value and attract affluent consumers.

	Service
	The company provides after-sales services, vehicle maintenance, warranty support and personalised customer care through authorised dealerships, helping to build long-term customer loyalty.





    Support Activities

	Support Activity
	Analysis



	Firm Infrastructure
	Strong corporate governance, financial management and strategic leadership support long-term business objectives and operational performance.

	Human Resource Management
	Aston Martin invests in recruiting highly skilled engineers, designers and manufacturing specialists while providing continuous training and professional development.

	Technology Development
	Significant investment in research and development supports innovation in electrification, hybrid technology, connected vehicles and sustainable manufacturing processes.

	Procurement
	Careful supplier selection ensures access to premium materials and advanced automotive technology, supporting the company’s reputation for quality and performance



     Critical Evaluation

Product design, superior engineering, high-end manufacturing, and effective brand marketing are Aston Martin's strongest assets, as the company's value chain shows. By setting the business apart from rivals in the luxury car market, these initiatives add substantial value. Nevertheless, the business is still reliant on outside technology partners and specialised suppliers, which might raise operating expenses and put it at risk of supply chain interruptions. Aston Martin should keep making investments in R&D, digital technologies, and supply chain resilience in order to bolster its competitive advantage. It should also increase manufacturing efficiency to enable future growth and profitability.

    3.2.2 Resource-Based View (RBV) and VRIO Analysis
According to the Resource-Based View (RBV), an organization can generate valuable, uncommon, hard-to-copy, and well-organised resources and capabilities to gain a lasting competitive advantage (Barney, 1991). This idea is further developed by the VRIO framework, which evaluates whether these resources offer sustained competitive advantages. Aston Martin's competitive advantage is mostly derived on both real and intangible resources, such as its luxury brand, engineering know-how, and strategic alliances.

Table 4: VRIO Analysis of Aston Martin
	Resource/Capability
	Valuable
	Rare
	Difficult to Imitate
	Organised to Exploit
	Competitive Implication

	Aston Martin brand reputation
	✓
	✓
	✓
	✓
	Sustainable competitive advantage

	British craftsmanship and heritage
	✓
	✓
	✓
	✓
	Sustainable competitive advantage

	Engineering and design expertise
	✓
	✓
	Moderate
	✓
	Strong competitive advantage

	Partnership with Mercedes-Benz
	✓
	Moderate
	Moderate
	✓
	Temporary competitive advantage

	Global dealership network
	✓
	No
	No
	✓
	Competitive parity

	Research and development capability
	✓
	Moderate
	Moderate
	✓
	Temporary competitive advantage



    Critical Analysis: 
Aston Martin's strategic assets, as highlighted in VRIO studies, include its renowned luxury brand, rich British heritage, and superior engineering, which distinguish it in the high-end car market. The company's legacy presents a challenge for competitors; however, some capabilities, such as research, are supported by alliances, including with Mercedes-Benz for advanced hybrid technologies. This partnership can be replicated by rivals, which could weaken Aston Martin's unique position. Financial pressures from the need for increased investment in electrification are also noted. To maintain competitive advantage, Aston Martin should invest in innovation, enhance its technology capabilities, and leverage its premium brand, focusing on digital advancements and electric vehicle development

3.3 SWOT Analysis
A SWOT analysis combines the findings from the external and internal analyses to identify Aston Martin’s strategic position. It highlights the company’s key strengths and weaknesses, together with the external opportunities and threats that may influence future performance.

Table 5: SWOT Analysis of Aston Martin
	Strengths
	Weaknesses

	Strong global luxury brand
	High production costs

	Prestigious British heritage
	Dependence on luxury market demand

	High-quality engineering and design
	Limited product range compared with competitors

	Strategic partnership with Mercedes-Benz
	Financial pressure from EV investment



	Opportunities
	Threats

	Growth in the electric vehicle market
	Intense competition from Ferrari, Bentley and Porsche

	Expansion into emerging international markets
	Economic uncertainty affecting luxury spending

	Increasing demand for sustainable luxury vehicles
	Stricter environmental regulations

	Technological innovation and digital services
	Supply chain disruptions




Aston Martin's SWOT analysis highlights its strong competitive advantages, including a globally recognized luxury brand, engineering expertise, and British heritage. Challenges consist of high operating costs and the growing need for investment in electric vehicle development. The rising demand for sustainable luxury vehicles provides opportunities, while strong competition and changing regulations pose threats. To enhance its long-term competitiveness, Aston Martin should leverage its brand reputation and focus on accelerating innovation.

   4. Developing a Strategy 

Choosing the best strategic options to support an organization's long-term competitive advantage and sustainable growth is known as strategy formation. Aston Martin should concentrate on tactics that improve its market position while adapting to developments in the automotive sector, according to the earlier report.

Accelerating the development of luxury electric and hybrid vehicles is the first strategic choice. Expanding Aston Martin's line of electrified vehicles would help the company stay competitive and adhere to future rules as governments impose stronger environmental regulations and consumers want more sustainable products (ACEA, 2025).
Second, Aston Martin ought to increase its market share in developing nations, especially in Asia and the Middle East, where there is a growing need for high-end automobiles. Growing its clientele internationally would lessen reliance on conventional European markets and open up new revenue streams.

Lastly, the business should keep funding customer experience and digital innovation. Improving linked car technologies, customised services, and online sales platforms can boost brand loyalty and customer happiness. Further cooperation with technology partners like Mercedes-Benz will also lower research and development expenses while fostering innovation.

All things considered, Aston Martin will be able to achieve sustainable long-term growth in the global luxury car business, enhance operational performance, and fortify its competitive position thanks to these strategic possibilities.



5.Conclusion
This report analysed Aston Martin’s strategic position by examining its external and internal business environments using PESTLE, Porter’s Five Forces, Value Chain, RBV, VRIO and SWOT analyses. The findings show that the company benefits from a strong luxury brand, British heritage and engineering expertise but faces challenges from increasing competition, environmental regulations and the transition to electric vehicles. To maintain its competitive advantage and achieve sustainable growth, Aston Martin should continue investing in electrification, innovation and international market expansion. These strategic initiatives will strengthen the company’s long-term performance and market position.

Recommendations
· Accelerate the development of electric and hybrid luxury vehicles.
· Expand into high-growth international markets.
· Continue investing in digital innovation and customer experience.
· Strengthen strategic partnerships to support technology development and improve operational efficiency.
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