




	Programme:
	BA Business Management

	Module:
	The Global Business Environment

	Module code:
	LCBB4005
	Contribution to Overall Module
Assessment (%):
	50%

	Module Coordinator/ Lecturer:
	Dr Nadeem Mirza
	Internal Verifier:
	Dr Molly Jack

	Assignment Title:
	Assessment 1 Environmental Analysis of Automobile Industry
	Word count (or equivalent):
	2000 words (+) 10%

	Student name
	Andreea David
	Student number
	2120246





Executive summary
For any business, it is important to analyse its external and internal environment. The success of any company depends upon how it overcomes its challenges and makes progress considering the various factors that contributes to it. For Aston Martin it is important to analyse its value chain along with its strength and weaknesses. Over the years of its operations, the company has implemented various strategies to utilise its opportunities and counter its threats. With the market increasing for its products segment, Aston Martin leaves no stone unturned in increasing their business operations. The presence of its arch-rivals has always pushed the company to achieve new heights and it still strives to do so, even after decades of successful business operations.
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[bookmark: _Toc99467514]Introduction
Aston Martin is an automotive company based in England, United Kingdom. As of 2021, it operates worldwide with around 3000 employees (Aston Martin Lagonda, 2022). Being a luxury car manufacturer, Aston Martin builds its products around the premium pricing range. With its presence since 1913, Aston Martin is has made itself one of the top choices of the people with high fortunes (Aston Martin Lagonda, 2022). To keep its presence in the market, and have an advantage against the other luxury carmakers, Aston Martin has its strategies to follow. The strategies have always changed according to the market and its changes. This project will make a critical evaluation of the challenges of Aston Martin while analysing its internal and external environment.
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The following is the internal environment analysis of ‘Aston Martin’ through SWOT and Value chain analysis.
Value chain analysis
The value chain analysis is done to analyse a company's infrastructure and operations to gain an advantage against its competitors. Following is the value chain analysis of 'Aston Martin'.
Support activities
Firm infrastructure: The infrastructure includes the usage of efficient digital systems and efficient administration to enable the highest pace for the movement of its products (Aston Martin Lagonda, 2022).
Human resource management: Efficient management team to manage the employees in making them deliver the best possible solutions for the growth of the company (Aston Martin Lagonda, 2022).
Technology development: Development of cutting-edge technology with an experienced team in creating the best designs and components for the products made. The development is made with proper research and quality investment in the company's research and development (Aston Martin Lagonda, 2022). 
Procurement: Procurement of the best materials and components from trusted suppliers, to make the best products during the assembling (Aston Martin Lagonda, 2022).
Primary activities:
Inbound logistics: The supply of raw materials and components is done from trusted suppliers. Logistics are monitored by the separate team of the company (Aston Martin Lagonda, 2022).
Operations: The materials are sourced from trusted dealers and are then assembled according to the design proposed for the model (Aston Martin Lagonda, 2022).
Outbound logistics: Maintenance of the domestic market and overseas market to deliver the orders to customers in the least possible time (Aston Martin Lagonda, 2022).
Marketing sales: Marketing of the products in the premium price range and maintenance of prestige among its buyers (Aston Martin Lagonda, 2022).
Service: Supply of the products through trusted dealers and solving customers' issues effectively (Aston Martin Lagonda, 2022).
SWOT analysis
Strengths: The strength of Aston Martin is its brand. The prestige of the brand holds value in its customers. With its products made only in the premium pricing range, Aston Martin is not made for everyone. The value of the brand pushes its customers to afford and buy its models. Sales of its cars only take place through orders and are then delivered through the nearest dealer to the customer. With its active presence around the globe, Aston Martin’s strengths also come from efficiently meeting the requirements of the customers (Aston Martin Lagonda, 2022). With its quality products, built with premium technology, the price of its models resonates with its value. Aston Martin does not advertise its products through blunt advertisements. People who can afford its products know about the brand and the value it holds.
Weaknesses: Customers who buy products in the premium price ranges always tends to buy the best available in the market. Aston Martin does lag behind sometimes when it comes to the 'state with the art technology. Companies with limited models do face this problem. With fewer launches and rollouts, products suffer from being outdated, due to continuous up gradations in technology. Fewer stores and limited outlets make the reach of Aston Martin to selected metropolitan cities only (Aston Martin Lagonda, 2022). This makes the company miss out on customers in other cities where they could gain potential buyers. The main weakness of Aston Martin is its comparatively less reach than other luxury carmakers. Third-party dealers sometimes fail to spread the product value and brand name around the locality it operates.
Opportunities: With the economy growing and the growing rich segment in the society is adding ample opportunities to luxury brands like 'Aston Martin'. Over the years, the car company has proved its quality and excellence to its customers, delivering the best results to the requirements they present (Aston Martin Lagonda, 2022). With the growth of the internet and the increasing number of people engaging themselves to it day by day, Aston Martin can add an ample amount of opportunities for its growth by increasing its reach to the people. Several companies are dedicated to making components for cars. By collaborating with the best ones among them, Aston Martin can make better products and add more models to its segment. 
Threats: Every company has their own set of threats. Companies always look for new partners to collaborate with and increase their business. This causes an issue of loyalty. Even after becoming an established brand, Aston Martin does possess some threats regarding this matter. There are many cars manufacturing companies in the world, that make products in the luxury segment. Competitors always pose a threat to a business. Aston Martin has its own, which prominently includes BMW, Rolls-Royce, Audi and others (Jedidi and Heil, 2019). When the competitors launch better products, they gain a better edge to the market, making it vulnerable to Aston Martin. With the huge cost of implementing a particular technology, the company should always make sure that they are investing in the right thing. Therefore, Aston Martin should always make them prepared to face such challenges and curtail them by taking proper measures and strategies. 
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The following is the external environment analysis of Aston Martin, using Porter’s five forces, competitive advantage and PESTEL analysis.
Porter’s five forces
It is used to understand the factors that affect competition in the market and form the strategies accordingly to gain the advantage. There are five forces through which this can be achieved. They are competitive rivalry, supplier power, buyer power, the threat of substitution and the threat of new entry.
Competitive rivalry: There are several competitors in the luxury car segment. This primarily includes BMW, Audi, Rolls-Royce, Mercedes and many more. They all have their own set of products, having their styles and definition of luxury. The quality of products is what makes them rivals for Aston Martin. Every company has their way of adding quality to the products they make. Customers in the luxury vehicle market always focus on buying the best and meeting their interests in the most satisfactory manner (Jedidi and Heil, 2019). Models especially the new launches, outrun the old ones of Aston Martin, thus making it solely depend upon the brand value to sell them.
Supplier power: Luxury car brands usually keep a limited number of suppliers for their components, whom they can trust. The same goes for Aston Martin. Companies having a limited number of suppliers have fewer options to make their products cheaper while maintaining the same quality. Relying on fewer numbers may even cause the company to go into expensive contracts, resulting in the increase of product price and thus losing the market as result (Kootenaie and Kootenaie, 2021). This does happen for Aston Martin. By increasing their suppliers' number, they can have better options to outsource their requirements.
Buyers’ power: Having less number of customers for the company's product puts the firm at disadvantage. This adds power to the buyers' hands and makes them manipulate the company to deliver products strictly according to their requirements (Jedidi and Heil, 2019). Prices come down while maintaining the same quality, causing loss to the company. Aston Martin has limited buyers. While most of them are admirers of the brand and the products it makes. The company does not provide power to the buyers so that they can manipulate their products. Thus, maintaining a strong position in the luxury car segment.
The threat of substitution: Customers buying the products of Aston Martin are usually the admirers of the brand. There are other companies, that provide their own set of products in the luxury car segment. People who buy these products usually consider the brand and the quality of the product they are buying. Better products can make the customers, choose brands other than Aston Martin (Jedidi and Heil, 2019). Although the main threat of substitution comes, when the customers lose their trust in the brand. This usually happens, when the company fails to meet the requirements of the customers. It has never happened to Aston Martin, but still, they need to maintain the quality of the products they made, to keep the prestige of the brand.
The threat of new entry: The threat of new entry does not affect Aston Martin to much extent. Being a luxury car maker, Aston Martin has its way of making its products. With the entry of a new company, Aston Martin will not lose its value, till it delivers the interests of the customers who reach the company. With its quality team, Aston Martin protects the technology it uses in its products (Aston Martin Lagonda, 2022). The development of which is done by Aston Martin itself and its delivery is done by trusted suppliers.

Figure 1: Porter’s five forces
(Source: Inspired by Jedidi and Heil, 2019)
Competitive advantage
Competitive advantages can be achieved mainly through three means that is, cost leadership, differentiation and focus. And it applies well to Aston Martin.
Cost leadership: Effective leadership strategies can be used to save costs to the company. By increasing the number of suppliers, Aston Martin can have more options to outsource their products at less expense (Jedidi and Heil, 2019). Besides this, the company can look for better solutions to reduce the making charges, while maintaining the quality of the products. With efficient leadership, the company can save its operational and production costs and thus gain an advantage against its competitors. 
Differentiation: The uniqueness of the products, defines a brand. This is extremely true of Aston Martin. Luxury carmakers have their way of designing and making their products (Aston Martin Lagonda, 2022). Aston Martin has its own. This adds prestige to the brand and a unique place in the heart of its customers. This helps Aston Martin to gain a competitive advantage, through their touch of uniqueness.
Focus: The strategy of focus is mainly implemented on two things. These are for the skills required for cost handling and differentiation. Aston Martin has its team of experts to make efficient strategies regarding the cost of their products and skills to design their products in a unique way (Jedidi and Heil, 2019). With the right focus, the implementation of the right plans can be made to bring effective results for the company.

Figure 2: PESTEL analysis factors
(Source: Inspired by Aston Martin Lagonda, 2022)
PESTEL analysis
The following is the analysis of the United Kingdom considering its political, economic, social, technological, economical and legal factors.
Political factors: The political stability index of the United Kingdom in 2020 was 0.47 (The Global Economy, 2020). This indicates that the political environment of the United Kingdom is stable. The corruption index of the United Kingdom in 2020 was 77 (Trading Economics, 2020). This indicates that corruption in the United Kingdom is less. Due to these positive factors, the country will be suitable for Aston Martin to do their desired business and operations.
Economic factors: The GDP growth rate of the United Kingdom in 2021 was 6.76% (Statista, 2021). This indicates that the economy of the United Kingdom is growing. The inflation rate of the United Kingdom in 2021 was 2.19% (Statista, 2021). This indicates that the inflation rate is in control of the government. Due to these positive economic factors, the country will be suitable for Aston Martin to do their business and make maximum growth.
Social factors: The GDP per capita of the United Kingdom in 2020 was $41811.36 (Trading Economics, 2020). This indicates that the population of the United Kingdom is prosperous and can afford Aston Martin products. The literacy rate of the United Kingdom in 2018 was 99% (Macro Trends, 2018). This indicates that the population of the United Kingdom is highly literate and can source efficient employees to Aston Martin. Due to good social factors, Aston Martin can expect high sales in its United Kingdom market and operate with its local employees.
Technological factors: 94.82% of the total United Kingdom population uses the internet (Statista, 2020). This indicates that a large percentage of the UK population uses the internet, which will help Aston Martin to make its products reach better customers. The government spending on research and development in 2019 stood at 1.74% of the GDP (Ward et al., 2021). This is good and will help companies including Aston Martin who focus a lot on design and built quality of products.
Environmental factors: To operate in a country, a company should be well aware of the government's acts regarding the environment, so that they don't face problems in the future. The 'Environmental Protection Act 1990' provides important guidelines about the emission standards and waste management levels by any entity (Legislation.gov.uk, 2022). Considering all the important rules and regulations, Aston Martin can do its operations accordingly in the United Kingdom.
Legal factors: For a resistance-free operation, a company should know about all the legal acts of a country. The 'Employment Rights Act 1996' provides all the rules and conduct of a company towards its employees and their well-being (Legislation.gov.uk, 2022). Knowing all the legal procedures and conditions, Aston Martin can positively perform its operations in the United Kingdom.


[bookmark: _Toc99467518]Conclusion
As a luxury car maker, Aston Martin has its own set of challenges. The company forms its strategies to meet them. For a luxury carmaker, the quality of the products and the prestige of the brand matters a lot for the company. There are several internal and external factors, which needs to be analysed to bring out effective solutions to the challenges faced. Luxury carmakers have a limited customer base. To meet their interests and requirements, Aston Martin does its best to make it happen most efficiently. At the same time, the company also takes care of the competition it faces in its segment.
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