	
	
	



[image: ]


Strategic Management 
Vauxhall in the UK Automotive Sector
[image: ]

Name: Beza Bekele
Id number:2219568
Module: strategic management & sustainability
Module no: LCBB6015
Lecturer: Dr Nerys Dosseh


Table of Content 

Executive Summary	2
Introduction	3
Strategy Analysis	4
PESTLE Analysis	4
Porter’s Five Forces Analysis	6
Value Chain Analysis	7
Resource-Based View and VRIO Analysis	8
SWOT Analysis	8
Strategy Formulation	9
Conclusion	11
Recommendation	12
Reference	13










[bookmark: _Toc1512689262]Executive Summary
[bookmark: _Int_DljTfepd]The automotive industry in the UK has recently faced significant changes. These changes were caused by the development of new technology and regulations, as well as changing customer needs towards climate change and carbon emissions resulting in a shift from combustion engine vehicles to electric ones (SMMT, 2024). Overall competition in the automotive industry has increased, and strategies have become even more critical in running a successful firm (Whittington et al., 2020).

Vauxhall is a long established vehicle manufacturer located in the United Kingdom. The company currently works under the umbrella of international automotive group Stellantis. Historically, the company has been selling affordable vehicles of average appeal to its customers. Recently, with the changes occurring in the automotive industry as vehicles move towards electric engines and sustainable mobility, the company decided to shift its focus (Vauxhall Motors, 2024).

The purpose of this report is to analyse the strategic position of Vauxhall in the automotive industry in the UK. External factors influencing Vauxhall will be analysed through PESTLE analysis and Porter’s Five Forces to understand what political, economic, and competitive pressures are currently affecting the company. Internal resources will be reviewed through Value Chain analysis as well as RBV and VRIO models.

Through this report, it’s apparent that Vauxhall’s established brand, bolstered by Stellantis's technological prowess, provides a solid foundation for competing in the expanding EV landscape. Even so, the company battles ongoing difficulties, such as competitive pressures and escalating production costs. Looking ahead, Vauxhall's strategy could benefit from three pillars: affordable electric cars, improved digital engagement with customers, and a stronger focus on sustainable branding.


[bookmark: _Toc1689022959]Introduction
Strategy evaluation aims at helping organisations adjust to market changes and remain competitive over time. Through strategic management analysis firms understand internal capabilities and external environmental forces in which they operate and make decisions accordingly (Grant, 2021). Evaluation of a firm’s strategic position is particularly important in rapidly changing industries, where technology, governmental policies and customer needs are evolving.

The automotive industry faces significant structural transformation due to increasingly strict environmental policies leading to the development of electric vehicles (EVs) and advances in digitalisation that impact vehicle design, production and customer experience. Simultaneously, the increase in new players within the EV market has created competition between legacy automakers.

Vauxhall Motors Limited is one of the United Kingdom’s best-known automotive brands, with over a hundred years of history in car manufacturing. The company currently operates under the umbrella of multinational automotive corporation Stellantis, formed by mergers of several large manufacturers. Traditionally, Vauxhall established itself as a manufacturer of vehicles for daily use offering value for money to customers. The company’s recent endeavours show focus on electrification and sustainability moving towards the future of the automotive industry (Stellantis, 2024).

This strategic position analysis will review Vauxhall’s position within the UK automotive industry. A thorough analysis of both the external environment and Vauxhall's internal strengths and weaknesses is needed to pinpoint key strategic challenges.



[bookmark: _Toc1356965615]Strategy Analysis
[bookmark: _Toc1545375780]PESTLE Analysis
Political factors heavily impact the automotive industry in the UK. The government’s commitment to reducing carbon emissions has led to an increased shift towards EV production. There have been proposed bans on the sale of new petrol and diesel vehicles within the next few years. Encouragingly, this supports initiatives from manufacturers to develop low emission vehicles (SMMT, 2024). However, these political changes may have both positive and negative impacts on Vauxhall. Manufacturers are compelled to keep investing in electric vehicles if they want to comply with environmental laws and emission standards.

Economic factors can also impact consumer behaviour within the automotive industry. Inflation, energy costs and salary impacts can influence how willing individuals are to buy vehicles. During uncertain economic times, big purchases such as cars can be delayed by consumers. However, EVs also provide cost savings to owners over time, potentially increasing purchases in the long run. Automotive manufacturers should focus on producing affordable vehicles with advanced technologies.


Social factors affect how consumers perceive the automotive industry. A large social trend is the concern for the environment which can influence consumers when buying a vehicle. Technologies such as connectivity, driver assistance and compatibility with smartphones are also now expected by customers when purchasing a vehicle. As social trends evolve, car manufacturers need to continue adapting to innovations.

Technological factors affect change within the automotive industry. Advances in battery technology and software are allowing cars to be developed with new features such as connectivity and autonomous driving technologies. Automotive organizations should focus on investing in R&D to keep up with evolving technology trends. Additionally, belonging to an automotive group allows companies to have access to shared platforms and technology resources to support innovation and reduce development costs (Satpathy, 2025).

Automotive manufacturers are impacted by legal factors they must adhere to. Safety standards and emission regulations dictate the design process for vehicles and can affect how they are produced. Legal requirements can make production more difficult. However, they also push manufacturers to create innovative technologies that provide safer and more environmentally friendly vehicles (Nieuwenhuis and Wells, 2015).

Environmental factors play a large role in the automotive industry. Climate change and sustainability are concerns for many, and the automotive industry has been pressured to lower emissions. Automakers are working on manufacturing efficient electric vehicles to meet growing demand.

PESTLE factors can affect how the automotive industry operates. Automotive companies should understand how these factors affect their strategies and operations to best prepare for future changes.
[bookmark: _Toc693231433]Porter’s Five Forces Analysis
[bookmark: _Int_MHklVIZX]There's a lot of head-to-head competition in the UK automotive sector. There are many competitors in the market who are all well established global companies including Ford, Volkswagen, Toyota and Hyundai. New electric vehicle start-ups are also entering the market which is further intensifying competition. To survive in this market, firms absolutely need to keep investing in innovation and developing fresh products (Hill, Schilling and Jones, 2017).


The threat of new entrants is medium. The automotive industry is capital intensive and requires advanced technology as well as significant R&D expenditure to meet safety standards. However, there are some new companies which have recently been able to enter the market by specialising in electric vehicles due to rapid technological advancements.

The automotive industry sees a significant level of supplier power. Vehicle manufacturers are dependent on a network of suppliers to provide specialised components such as batteries, semiconductors and electronic systems. The small number of suppliers for specific components or technology increases their power and can leave manufacturers vulnerable to supply chain disruptions. When a company is part of a larger automotive group, it gains advantages through group purchasing and economies of scale, subsequently weakening supplier influence (Sturgeon, Van Biesebroeck and Gereffi, 2008).

Buyer power is high as customers can access information about vehicles relatively easily online. They can compare prices between dealers, read vehicle specifications and reviews before making a purchase. With so much information available to consumers, manufacturers have priced their vehicles competitively and ensured they offer a high-quality product.

The automotive market faces a rising challenge from alternative offerings. Public transport, ride share and micro-mobility are substitutes which could limit the demand for personal vehicles in certain markets.

[bookmark: _Toc655314216]Value Chain Analysis
The Value Chain analysis framework consists of several key activities that organisations use to develop their products. Value Chain analysis allows organisations to break down their processes into individual activities to add value to the final product (Porter, 1985). One of the primary activities that benefits Vauxhall is inbound logistics. Shared procurement with the rest of the Stellantis group helps the company source components at better rates and from relatively nearby locations.


The secondary activities of operations and firm infrastructure help to support Vauxhall's manufacturing process. Vauxhall's efficient car manufacturing is a result of their long-standing engineering expertise and cutting-edge facilities. Partnering with other manufacturers under the Stellantis group allows for shared platforms and technology which can make production more efficient and decrease time and costs spent during development.

Activities such as marketing and sales help to differentiate Vauxhall from other competitors. UKs market has historically favoured Vauxhall because the brand prioritises affordability, reliability, and sensible design. Dealerships help provide and facilitate vehicle sales. (Stellantis, 2024).


After-sales service allows for activities such as maintenance and vehicle servicing. Value-chain activities must be coordinated effectively if the organisation hopes to provide value to the consumer (Barney and Hesterly, 2015).

[bookmark: _Toc1290793925]Resource-Based View and VRIO Analysis
The Resource-Based View of competitive advantage claims organisations must have resources that are valuable, rare and difficult to imitate as well as supported by organisational capabilities to ensure sustainable competitive advantage (Barney, 2015).

Brand recognition of Vauxhall has historically been valuable to the business because it has been established within the UK for many years and is recognised by consumers as a trustworthy option. The Resource-Based View of competitive advantage argues that a firm can gain a sustained competitive advantage if it has resources that are valuable, rare, and not easily replicated by competitors (Barney, 2015). The firm also has access to shared technologies within the Stellantis group for electric vehicles as well as research resources. Technology can provide opportunities for product development and innovation which can help a firm develop a competitive advantage (Stellantis, 2024).

Engineering and manufacturing capabilities allow the business to create vehicles efficiently. However, this is not a rare resource as most competitors will have access to similar capabilities.VRIO analysis indicates that Vauxhall’s competitive advantage will come from brand recognition when choosing a new vehicle combined with shared access to technology within the Stellantis group.


[bookmark: _Toc716265761]SWOT Analysis
	Strengths
	Weaknesses

	Strong brand recognition in the UK market
	Limited differentiation compared with competitors

	Access to technology through Stellantis group
	Dependence on group-level strategy

	Established dealership and service network
	Smaller presence in premium vehicle segments


	Experience producing affordable vehicles
	Rising costs associated with electrification



	Opportunities
	Threats


	Growing demand for electric vehicles

	Intense global competition


	Government incentives for sustainable transport
	Supply chain disruptions

	Expansion of digital vehicle sales
	Rapid technological change


	Increasing consumer interest in sustainability
	Alternative mobility services






[bookmark: _Toc1922544161]Strategy Formulation
The VRIO framework evaluates whether an organisation’s resources support a competitive advantage based on whether they are Valuable, Rare, Difficult to imitate, and Organisational capabilities can support their deployment (Barney, 2015).
· Accelerating the development of low-cost electric cars

The global shift towards electric vehicles will open significant opportunities for the automotive industry. By doubling down on affordable electric cars that target mass-market consumers, Vauxhall can differentiate from premium automakers to support its value-for-money positioning.

· Increase investment into digital channels

The automotive industry should continue investing in digital channels to sell vehicles and interact with customers. Expanding Vauxhall’s online sales portal as well as digital customer relationship management resources would enhance the customer experience and align with customer buying patterns.

· Double down on sustainability messaging

Consumers are increasingly favouring environmentally friendly products and businesses. Vauxhall should look to invest in advertising its eco-friendly vehicle production practices and highlight hybrid and low-emissions vehicle models.

Vauxhall’s brand recognition is a valuable resource because it has been established over many decades as one of the leading automotive brands in the UK. By meeting the Resource-Based View’s first condition of competitive resources being valuable, Vauxhall can attain a strong competitive position if it can deploy the brand resource to capture value from customers. Building on this resource, access to the Stellantis group’s technology and research is also a crucial resource that can help Vauxhall develop unique vehicles (Stellantis, 2024). Hardware, like EV platforms, and software, such as R&D, are vital resources that enable car manufacturers to produce vehicles. Finally, the company’s vehicle development expertise grants it strong operational capabilities.

However, difficulty to imitate are less pronounced because most automobile companies have access to robust manufacturing processes and vehicle development expertise.

Vauxhall’s advantage is primarily founded on using its brand reputation to sell vehicles developed with its parent company’s resources. (Stellantis, 2024)
















[bookmark: _Toc1590558551]Conclusion
[bookmark: _Int_z5VaGt7m][bookmark: _Int_QpPBmAge][bookmark: _Int_XmJYmBrN]The report analyses Vauxhall’s strategy considering the business environment. The examination consisted of external and internal factors of Vauxhall analysis. This allowed to determine that the automotive industry is facing a disruption nowadays due to new emissions regulations, technological advancements and shifting consumer demands.

Political and technological forces strongly influence the ongoing transition towards electric cars. Competitive forces are strong within the industry which means companies have to keep innovating to survive. Analysis of internal factors allowed to determine that Vauxhall enjoys support from powerful brand awareness and technology via its parent company Stellantis.
 Vauxhall is currently in a good position to embrace the electric vehicle trend but it still has to keep evolving its strategy to stay competitive in the automotive industry.












[bookmark: _Toc1529054683]Recommendation
There are few recommendations that can be made for Vauxhall going forward. It should expand its range of electric cars further, meeting environmental legislation as well as consumer demand. Vauxhall could also improve its digital retailing channels and online connectivity with consumers to provide them with a better buying experience. Additionally, the company should maintain its focus on sustainability in its branding.
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