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[bookmark: _Toc223444458]EXECUTIVE SUMMARY
The report focuses on the organisation Aston Martin to analyse the automotive market of UK. the report highlights organisational mission, strategies and vision towards growth and success. The report conducts an external environment audit and analysis of Aston Martin using PESTLE and Porters’ Five Forces Analysis through which external factors evaluates of the automotive industry. Moreover, the report also presents the internal audit and analysis of Aston Martin through frameworks such as Value Chain Analysis, Resource Based View model and VRIO which allows to gain effective insights regarding the organisations ’internal resources, activities and capabilities effectively. The report also focuses on SWOT analysis to highlight organisation’s strength, weakness, opportunities and threats. Further, it creates strategic alternatives like focus on personalisation and shift towards hybrid EV for Aston Martin to create improvement and gain success. 
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[bookmark: _Toc223444459]INTRODUCTION 
Strategic management is identified as crucial aspects for future growth and development, mainly in the automotive sector of UK. It is highly relevant as it enables organisations to efficiently align organisational capabilities with external market conditions (Alharbi, 2024). The major benefits of strategic management is that it allows for effective and proactive decision making process. Also, it helps in safeguarding the long-term profits and sustainable growth for firms through regular resource allocation.  
Aston Martin has been recognised as prominent automotive organisation focused on providing luxurious and highly-performing sports cars. The organisation was established by Lionel Martin and Robert Bamford in the year 1913. The main vision of Aston Martin is to become most desired and luxurious British brand by creating addictive cars for better performance. The mission of the firm is to produce efficient and thrilling luxury cars. The main objectives of company are to enhance financial growth, focus on sustaibility and electrification to gain long-term success (Aston Martin, 2026). 
This report will focus on analysing the internal and external environment using effective frameworks. Further, report will conduct SWOT to highlight the strengths and opportunities. Also, report will provide strategic alternatives for strategy and suitable recommendations for organisation’s growth. 
[bookmark: _Toc223444460]STRATEGY ANALYSIS
[bookmark: _Toc223444461]External Environment Audit
PESTLE Analysis
Political: For Aston Martin, the political landscape of the UK and EU is characterised by major dependence on global trade policies. However, major challenges are also there due to trade and geopolitical uncertainties, majorly with China in the automotive context that leads to a struggle for the company in managing export volume (Ali, Ho, and Papadopoulos, 2025). 
Economic: The luxury segment in automotive sector of UK is significantly resilient as high net worth consumers are effectively retained for Aston Martin, increasing the average selling prices by 5% in 2025 for the organisation. However, the fluctuating interest rates and market demand exposes the automotive firm to several vulnerabilities, exuberated with its high debt levels (Investing.com, 2026).
Social: The societal expectations and demands of consumers is continuously moving towards sustainable luxury in automotive, with preferences for personalised and experiential ownership. Aston Martin aligns with these societal aspects by demonstrating strong value of exclusivity with high volume of production being made annually to maintain client’s desires (Martins, 2023). 
Technological: The automotive industry is rigorously shifting towards electrification, with plans to launch first battery electric vehicle by 2026 and scheduled allocation of 75% of research and development budget for EV’s by 2027. The engines, electronics and specific EV technology will be critical to maintain long-term market share and competitiveness (Infor, 2026).
Legal: Aston Martin would need to ensure that the global emission standards are strictly complied with as well as the intellectual property protections and safety regulations like EURO NCAP to avoid any legal repercussions and penalties as well as to protect brand reputation and equity (POGGI, 2023).
Environmental: The UK automotive sector is making continuous efforts in facilitating commitment to net zero manufacturing goals by 2035, also experiencing a major hike in usage of sustainable materials and renewable energy in production. Thus, Aston Martin would significantly need to ensure compliance with the “Racing Green” sustainability strategy to reduce its battery material wastes and ensuring net zero emissions (Shahzad, and et al. 2024).
Porter’s Five Forces
Threat of New Entrants: Low as Aston Martin holds a long-standing brand heritage and the research and development capabilities would require high levels of investments in capital, along with the fundamental economies of scale. Thus, making it a struggle for the new entrants to match the organisation in terms of market share, position or equity (Horvath, and Sandberg, 2023).
Bargaining Power of Suppliers: Moderate due to the fact that while Aston Martin has strong partnerships with renowned organisations like Mercedes-Benz for gaining resources like engines and electronics, the exposure to vulnerabilities like supply chain disruptions due to trade and geopolitical barriers poses risk of hindering volume production (Geiselmann, 2023). 
Bargaining Power of Buyers: High as Aston Martin’s consumer base mostly consists of high net worth individuals who holds demands and preferences of luxury based personalisation and quality provided to them in their vehicles. Their bargaining power is high as due to their substantial net worth, these individuals can easily switch to other luxury competitors if their expected brand, performance and service standards remains unfulfilled (Hossain, 2025). 
Threat of Substitutes: Moderate as there are several other luxury automotive brands in the industry with strong brand reputation and market share, as well as multiple organisations providing experiential luxury value as well with private jets and yacht launches for the bespoke consumers, posing enough risk of being substituted for Aston Martin in case innovation is not maintained efficiently (Hong, 2024).
Rivalry among Existing Competitors: High as there is intensified competition in the luxury automotive market manufacturing performance, technology and EV equipped advanced vehicles that leads to major brand wars. These competitors for Aston Martin mainly involves Ferrari, Bentley and Lamborghini, currently in the industry (La Serra, 2023). 
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Value Chain Analysis


	SUPPORT
ACTIVITIES
	Procurement  
	The luxury components required are strategically sourced from reputed technology partners like Lucid Motors by Aston Martin in it procurement activities. 

	
	Technology Development 
	More than 70% of research and development allocated budget is being invested into Electric Vehicles, with supported development of in house and bespoke car infotainment systems by Aston Martin (King, and Cnop, 2025).

	
	Human Resource Management
	The emphasis of Aston Martin, in the context of its HRM, remains upon retaining skilled expert talent for engineering as well as for craftsmanship and artisanal to preserve its luxury reputation, quality and standards. 

	
	Firm Infrastructure   
	The restructuring initiatives for Aston Martin’s firm is continuously being reinvested in, with an aim to maximise operational efficiency and minimise debt levels implications.

	PRIMARY ACTIVITIES

	Inbound Logistics
	Operations
	Outbound Logistics
	Marketing and Sales
	Services

	Effective supply chain management is critical for Aston Martin, thus, high performance parts are acquired by continuously managing strong relationships with Mercedes mainly (Patrucco, and et al. 2022).
	The operations of Aston Martin are currently focused upon enhancing quality of manufacturing and minimising defects as the new projects of the company demands new production techniques.
	A strong global distribution network is established emphasising upon high margin luxury deliveries. 
	The marketing and sales initiatives of Aston Martin are focused upon demonstrating strong exclusivity, with collaborations with high impact events like F1. 
	The customer services are improved continuously by providing strong warrant management and continuously making investments in enhancements of vehicle production quality.  


 
Resource Based View
	Tangible Resources
	Intangible Resources
	Human/Organisational Resources 

	Exclusive production capacity and factories, specialised equipment for manufacturing and a distinctive product portfolio including Valhalla and DB series, providing it a strong competitive advantage being effective tangible internal resources (Tomalin, 2024).
	Long standing brand equity, remarkable British legacy reputation, association with James Bond franchise and ownership of proprietary racing technology with F1 relationship being external intangible sources allowing for a long-term competitive advantage and being non-substitutable as well (Doğan, and Doğan, 2025).  
	Skilled, specialised and responsible workforce established, acquired and retained holding substantial technical, craftsmanship and artisanal skills, allowing to manufacture bespoke and luxury vehicles that stands out in the automotive industry and maximised competitive advantage by acting as a core organisational resource and advantage significantly (King, and Cnop, 2025).



VRIO Analysis 
	Resource 
	Valuable 
	Rare 
	Inimitable 
	Organised
	Competitive Advantage 

	Brand Heritage
	Yes 
	Yes 
	Yes 
	Yes 
	Sustained Competitive Advantage 

	Production Capacity
	Yes 
	Yes 
	Yes 
	Yes 
	Sustained Competitive Advantage

	Innovation/Research & Development 
	Yes 
	Yes 
	Yes 
	No
	Temporary  Competitive Advantage

	Talented Staff
	Yes 
	Yes 
	No 
	Yes 
	Temporary  Competitive Advantage



The brand heritage, production capacity, innovation, research and development as well as talented staff are its highly valuable resources which allows to gain high market share and leadership position in luxury automotive. These resources are also rare in nature as they develop and get acquired over time, and needs both intensive costs and time investments to be developed. However, despite all of them being highly inimitable, except talented staff as the labour availability is high in automotive market where many talented individuals are seeking employment or might switch from Aston Martin to another organisation, thus, being easily imitated. The resources are also quite organised, however, innovation/research and development is not much organised as competencies fall luxury automotive is continuously rising. Hence, except these two resources providing temporary competitive advantage, all the other resources thus, highlights a long-term and strong sustained competitive advantage for Aston Martin (Horvath, and Sandberg, 2023).
[bookmark: _Toc223444463]SWOT Analysis
Strengths
Strong brand image and heritage: it has been identified that Aston Martin possess strong brand heritage with global appearance, high recognition and efficient and loyal target customers (Hossain, 2025). 
Effective designing: the organisation is widely recognised for premium quality and superior designs in sport cars with various models. The major models include Vantage S and DBX S which are widely known for qualitative performance and designing. 
Planned and strategic collaboration: Also, the company as acquired efficient partnerships with Mercedes-Benz for technology sharing and electronics support. 
Weaknesses 
Financial issues and high leverage: the company has identified to possess high net debt of around £1.38bn and faces constant operational failures (Aston Martin, 2025). This highlight effective EBIT loss. 
Production barriers and operational issues: Aston Martin possessed several past issues and delays regarding launch of key models such as Valhalla and EVs. This impacted the overall financial performance and resulted in 20% decrease in workforce planning (Aston Martin, 2025). 
Opportunities
Shift towards electrification: the significant launch of new EV models such as Valhalla PHEV and managing the unit planned delivery systems tend to provide high opportunities for effective, profitable, electric-hybrid market performance. 
Rise of emerging markets: the company’s expansion of wealth in emerging market areas such as Middle East and Asia tend to provide wide ranging customer segments (Zafar, 2023). 
Digital transformation: the new organisational models provided latest information and entertainment such as Apple CarPlay Ultra. This tend to align with increasing needs and demands of modern tech-oriented individuals and enhances overall positioning. 
Threats
Reliance on main markets: the dependence on key markets and high exposure to the volatile nature of US and Chinese markets along with new trade agreements tend to impact the overall performance. 
Strict ecological guidelines: the regulations of UK-EU towards ZEV (zero-emission vehicles) and creating ban on ICE necessitate for robust spending and infrastructure for Research and development (Axsen, Hardman, and Jenn, 2022). 
[bookmark: _Toc223444464]STRATEGY FORMULATION
The company Aston Martin tend to improve the overall strategic approach and integrate new alternative, considering the rapid decrees in revenue and shifting demand for EV models. 
[bookmark: _Toc223444465]Strategic alternative 1: shift towards rapid and hybrid product portfolio
For this alternative, the company is required to emphasise on PHEVs (plug-in hybrid electric vehicles) rather than focusing on full BEV to address the technological gap. The main significance and rationale for this alternative include weakening demand for luxury EVs in the market. It has been identified that customers are highly attracted to ‘sound and smell’ for other gas vehicles and engines. For this alternative, the company is required to strengthen the launch of prominent automobile Valhalla PHEV 2025/26 to gain speed, improve momentum and ensure profits. It is also important for organisation to focus on introducing hybrid segments of the various models like DBX and Vantage by next year. This strategic alternative is highly suitable as it can help in sustaining brand identity, better performance along with addressing the stringent guidelines (Li, and Lin, 2024). The main outcome of this strategic alternative can be to offer customers with luxurious experiences and wide varieties which appeals to them. 
[bookmark: _Toc223444466]Strategic alternative 2: focus on hyper-personalisation and exclusiveness
The organisation, Aston Martin is required to minimise or eliminate the quantity of models and shift towards exclusivity. The company needs to focus on expansion of personalisation feature- ‘Q by Aston Martin’ and introduce limited edition ‘specialised automobiles’. This alternative is justified as it has been identified that ASP has boosted to 6% to £245,000 because of personalisation services (CNBC, 2024). This highlights that customers tend to prioritise exclusive products. For this, the firm can enhance the manufacturing of limited-edition models and provide high quality customisation services to major clients. This tend to increase profit margin and overcome the issue of less value (Kim, and Lee, 2022). This strategic alternative can help in protecting brand image, desirability and also eliminates the issue of decreasing sales in highly volatile market environment. 
[bookmark: _Toc223444467]CONCLUSION AND RECOMMENDATIONS 
[bookmark: _Toc223444468]Strategic findings
From the overall analysis of internal and external market environment, it has been identified that company is currently managing itself through risky and opportunistic phase. It has been found that organisation possess numerous strengths such as strong brand heritage and vast product range. However, it was analysed that financial position of Aston Martin is weak because of high debt and negative operating values. The report also found through PESTLE that it is important for business to direct through increasing economic pressures and political regulation. The report also provided strategic alternatives such as focus on personalisation and shift towards hybrid EV. 
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The organisation is recommended to focus on improving hybrid-driven business models and limit adoption of full BEV. This is mainly to address the needs of customers seeking for internal combustion vehicles and not entirely appealed towards EV adoption. Further, it is also recommended to strengthen strategic partnership with brands like Lucid Motors to acquire EV products and maintain exclusiveness (Zahan, Thasin, and Zahan, 2025). This is highly effective as it can help in reducing additional R&D prices and better accessibility to superior EV technology. 
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