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In today’s rapidly changing global economy, businesses operate within complex environments and must continue to adapt to external environmental influences in order to remain competitive and sustain growth (Morrison, 2023). External factors include economic conditions, technological advancements, laws and regulations and consumer preferences (Fernando, 2011). Businesses that effectively respond to external factors are more likely to sustain growth and achieve long-term success, while those who fail to adapt face challenges to survive and maintain competitive within the market (Bulk, 2024).
The alcohol industry is highly competitive and is shaped by evolving consumer preferences, social trends and technological innovation. Alongside continued regulation constraints, businesses within the alcohol industry face pressures to retain market share while meeting demands and respond to external challenges. By analysing AU Vodka, a successful brand that has navigated these challenges it displays the companies ability to adapt and sustain growth in unpredictable environments.
AU Vodka is a United Kingdom based vodka brand that has gained large popularity, particularly among influencers and younger consumers. Established in 2015, AU Vodka differentiates itself through distinctive branding, innovation and strong marketing strategies with a strong presence on social media. Unlike other spirit brands that rely on traditional marketing, AU Vodka embraced modern marketing strategies to build brand recognition and consumer engagement through digital platforms, alongside distinctive branding featuring the gold bottles. This approach has allowed AU Vodka to rapidly grow in a competitive market and complex economy. 
Au Vodka has been chosen for this analysis due to its unique positioning within the industry and its reliance on modern marketing and branding strategies. AU Vodka operates in an environment influenced by strict regulations on alcohol production, marketing and labelling (Advertising Standards Authority, 2010; Institute of Alcohol Studies, 2020), changing consumer attitude towards alcohol consumption. Additionally, with the rise of digital marketing tools, AU Vodka has successfully utilised influencers on social media platforms which has shaped how AU Vodka has engaged with its target audience. Leading this strategy to play a key role in the company’s success and maintain brand visibility and relevance. Allowing this essay to maintain relevancy for analysing how a rapid growth company has adapted to technological and social changes. Therefore, AU Vodka presents a valuable and modern example of how businesses facing multiple external pressures must apply relevant frameworks such as PESTLE to assess challenges and maintain strategic based decision making within a competitive market.
This essay aims to analyse how AU Vodka responds to changes in its external business environment through applying relevant frameworks. This essay will begin by defining the concepts of the business environment and emphasising the importance of analysing external and internal influences. A key model, PESTLE will be introduced to provide a structured approach to evaluation. A PESTLE analysis will then be applied to examine the political, economic, social, technological and legal factors affecting AU Vodka’s strategies and decision making, supported by real-world examples that AU Vodka has faced. This will then be followed by evaluation of the organisation’s response and adaptability. Finally, this essay will conclude with key findings and recommendations for future developments. 
The business environment refers to external and internal factors that influence an organisations operations and decision making (Fernando, 2011). While internal factors such as organisational structure and resources are important, external factors are particularly significant as they are out of the organisations control and can have impact on its growth, sustainability and performance (Majekodunmi and Ahmed, 2024). They go on to say that these external factors include economic conditions, technological advancements, political decisions, legal regulations, social trends and environmental concerns, which are all factors within the PESTLE analysis. 
Analysing the business environment is essential for organisation to remain competitive within the market and respond and adapt to changes (Johnson et al., 2017). By understanding external influences, organisations can identify any opportunities for growth alongside potential threats (Malik et al., 2025), such as changes in consumer behaviour or regulation changes that impose constraints on business operations. Failure to analyse these external factors can result in poor decision making and reduce competitiveness within the businesses market share (Porter, 2008). 
In addition to external analysis, internal factors are important to evaluate any strengths and weaknesses to maximise competitive advantages and make strategic decisions (000). By utilising tools such as a SWOT analysis, which examines strengths, weaknesses, opportunities and threats, allows businesses to align both internal and external environmental conditions to assess the organisations current position and manage opportunities and risks (Improvement Cymru Academy, 2024). By combining both internal and external analysis, organisations can develop more effective strategies that maximise competitive advantage while addressing potential risks (CIPD, 2025b).
A widely used framework for analysing external environments is a PESTLE analysis. This framework categorises external factors into six key areas, political, economic, social, technological, legal and environmental (CIPD, 2025a). Each factor represents different influences of the external environment that can affect an organisation. 
In the context of AU Vodka, analysing the external environment is essential due to constant governmental pressures on advertising and due to the dynamic nature of the spirits industry. Strict regulations, evolving consumer preferences, alongside the increased role of digital technology all influence the organisations decision making process. Therefore, the application of PESTLE provides clear understanding how these external factors shape AU Vodkas operations and long-term strategy for growth and competitiveness. 
A PESTLE analysis of AU Vodka reveals a range of external factors that influence its decision-making and how the business has implemented strategies in response to the external environments affecting its operations.
Political factors play a significant role in alcohol industries involving strict government regulations on marketing, production and sales (Advertising Standards Authority, 2024; Department for Environment, Food and Rural Affairs, 2025; Hawkins and Holden, 2013).      In the United Kingdom there are strict policies on taxation and minimum pricing directly affecting costing of production (HM Revenue and Customs, 2023; O'Donnell et al., 2019; UK Parliament, 2015). Additional restrictions on advertising pose significant challenges on targeting consumers, particularly targeting younger consumers. Both these external influences are challenges for AU Vodka, where spirit industries rely on marketing and brand image. AU Vodka has adapted its marketing strategies by focusing on digital marketing campaigns, by including influencer marketing apart of their strategies to not only promote brand image but premium and luxury lifestyle. Although AU Vodka have taken advertising restrictions in consideration, in 2025 the ASA (Advertising Standards Authority) investigated AU Vodka in terms of following guidelines regarding promotion to consumers aged 25 and over (Advertising Standards Authority, 2025). This was in response to an influencer marketing campaign undertaken with Kai Cenat, aged 23 for an intended US audience that had been acknowledged in the UK. In response, AU Vodka adapted their influencer marketing strategies, to align with advertising guidelines to promote responsible drinking and include influencers that appeared to be above 25 following the CAP code (Advertising Standards Authority, 2025). Adapting their strategies to align with external environments and adhering to regulations helps the business maintain visibility and uphold brand reputation.
Economic factors also have a considerable impact on AU Vodka. As a premium spirit product, demand for the brand is influenced by consumers’ disposable income (Ornstein and Levy,1983). During period of uncertainty or economic inflations, consumers reduce spending on luxurious products, these can include premium alcohol brands (Fogarty, 2010). In response to economic uncertainty within the UK, AU Vodka has expanded their products globally to diversify their revenue streams and reduce reliance on the UK economy. Alongside capitalising on the introduction of a wide range of flavoured vodkas to increase perceived value and maintain consumer retention.
Additionally, social factors within the PESTLE analysis have considerable contribution to AU Vodkas decision making. These factors relate to cultural trends, lifestyle changes and consumer preferences (CIPD, 2025a). There has been growing concerns regarding health consciousness with 7 in 10 adults in 2021 moving forward with healthier lifestyle choices (Public Health England, 2021) and reduction in alcohol consumption (World Health Organization, 2018). This presents a challenge for AU Vodka within the PESTLE framework, as changes in health trends reduce the demand for alcohol products (Thakker, 1998). In response, AU Vodka has opted for alcohol free ranges and promotes social experiences, and extending their brand identity beyond alcohol consumption AU Vodka launched a run club, promoting lifestyle initiatives which are fitness oriented. Thus, building brand reputation among a wide demographic. While this broadens brand appeal, it creates tension between promoting health and selling alcohol products which can be challenging for AU Vodkas brand identity. 
While some consumers have become cautious with health, other consumer preferences largely involve use of social media platforms such as Instagram and TikTok. The shift in behaviour has influenced how consumers view brands, alongside how consumers discover and actively engage with brands (Kaplan and Haenlein, 2010). Leading AU Vodka to focus heavily on visually appealing content and influencer partnerships to gain brand awareness and build brand loyalty with their consumers (Lou and Yuan, 2019).
Additionally, AU Vodka has introduced a range of flavoured vodkas, fully adapting to the social aspect of the PESTLE framework in response to changing consumer preferences. This demonstrates AU Vodka’s ability to adapt to trends and enhance differentiation in products. 
Furthermore, technological factors within PESTLE play a crucial role in shaping AU Vodka’s marketing strategies and overall competitive positioning (Porter, 2001). With rapid technological advancements, this has transformed how brands engage with consumers (Chaffey and Ellis-Chadwick, 2022). For AU Vodka, these changes have created opportunities for growth, while introducing risks that require continuous adaptation.
The most influential advancement has been the rise of social media platforms. These platforms have become central to modern marketing strategies, particularly with brands targeting younger demographics (Dahl, 2015). AU Vodka has effectively leveraged this opportunity by developing highly engaging content that align with trends and close collaboration with influencers on social media. By adapting it has allowed the business to successfully increase brand awareness and consumer interaction. Collaborations with high profile influencers has enabled AU Vodka to position its brand as a premium lifestyle product, creating large appeal among its target audience. 
However, despite the success of these strategies, reliance on social media platforms does present limitations and risks. Reliance on algorithms that determine content visibility is controlled by the platform and are subject to frequent changes. This creates uncertainty, as a reduction in reach can negatively impact AU Vodka’s engagement and brand exposure. While digital marketing platforms are powerful modern day marketing tools, they can also reduce organisational control of communication. Thus, highlighting key challenges relating to technological factors within the PESTLE framework, as AU Vodka must continue to adapt its content strategy to remain relevant. 
Legal factors is a crucial factor that AU Vodka must adhere to within the PESTLE framework, specifically within the alcohol industry where regulations are enforced (Arachchi, 2025). Spirit industry businesses such as AU Vodka must comply with laws around advertising, product labelling, and age restrictions. All which influence AU Vodka’s marketing strategies and brand communication. For example, regulations enforced by the Advertising Standards Authority (ASA) and the CAP Code, restrict advertising alcohol to individuals that appear under the age or 18 or promotion of irresponsible drinking (Advertising Standards Authority, 2010). 
These legal constraints limit the extent to which AU Vodka can utilise influencer marketing through social media platforms. As previously indicated through the ASA investigation involving influencer marketing campaign with Kai Cenat, failure to comply with regulations can result in reputational damage. Therefore, legal factors present both a constraint and a risk to AU Vodka’s marketing strategy.
However, AU Vodka has demonstrated adaptability to legal factors by modifying its strategies to ensure that content aligns with regulatory requirements. This reflects legal compliance and the businesses’ ability to adapt to external environmental constraints while maintaining brand visibility. 
Overall, the PESTLE analysis demonstrates that AU Vodka operates within a highly dynamic business environment characterised by both opportunity and challenges. The organisation’s ability to adapt to these external factors are essential to maintain its competitive positioning. 
AU Vodka has demonstrated strong ability to adapt to changes within its business environment, particularly through its innovative marketing strategies, product differentiation and branding. The businesses focus on social media engagement has been a key driver of their success, allowing AU Vodka to effectively target certain demographic audiences while building a strong brand identity. This approach reflects a clear understanding of technological changes and social trends, enabling AU Vodka to maintain relevancy within a competitive market.
Although the success of influencer marketing has been a crucial part of AU Vodka’s success, a more diverse marketing approach could be undertaken to reduce risks in non-compliance with advertising regulations relating back to the ASA report with Kai Cenat. For instance, AU Vodka could invest in experiential marketing with branded events and partnerships to enhance direct consumer engagement, in turn strengthening brand loyalty. This allows for lack of reliance on social media algorithms and mitigates risks on non-compliance with ASA regulations. This would allow the business to build real world connections with consumers beyond digital interactions. Further expansion of partnership with nightlife venues and hospitality businesses would strengthen the businesses association with social experiences and premium lifestyle, providing opportunities for brand exposure.
Product innovation has also played a significant role in AU Vodka’s adaptability. The introduction of flavoured vodka has allowed the business to differentiate from competitors and respond to changing consumer preferences, fully engaging with social within the PESTLE framework. This strategy not only enhances brand appeal but supports consumer retention by offering variety in products.
In response to economic challenges, AU Vodka has maintained their premium positioning while expanding into international markets. Strategies such as this reduces reliance on UK economy and strengthens financial resilience. However, premium pricing may limit accessibility, particularly during economic downturns or global pandemics such as Covid-19, suggesting that a more flexible pricing approach could enhance market reach.
Despite AU Vodka’s current successes, there are opportunities for further development. For example, increasing investment in sustainable production and packaging could improve brand perception and align with environmental expectations. Additionally, reducing reliance on social media platforms by utilising other marketing channels could mitigate risks associated with changes in social media algorithms.
Overall, AU Vodka’s strategic responses demonstrate a high level of adaptability. Continued innovation and consideration of alternative strategies will be essential to maintain growth and identify any new opportunities within an increasingly competitive environment. 
In conclusion, AU Vodka operates within a complex and dynamic business environment shaped by political, economic, social, technological, legal and environmental factors. With the application of a PESTLE analysis this has highlighted significant challenges and opportunities facing the organisation, particularly in relation to regulation constraints, technological advancements, consumer preferences and social media trends.
AU vodka success is largely attributed to the organisations ability to adapt to these external influences through innovative marketing strategies, product differentiation and global expansion. However, with ongoing challenges such as maintaining competitive within the market, pressures in regulations and sustainability concerns require continuous adaptation to sustain growth and competitiveness.
It is recommended that AU Vodka further invests in other marketing strategies such as partnerships and collaboration with fashion brands, alongside collaboration with local nightlife venues and hospitality businesses. A strategic partnership or collaboration could enhance brand positioning while allowing AU Vodka to access new consumer segments without solely relying on influencer marketing. 
Further recommendations for AU Vodka include investment in experiential marketing, by hosting branding events with pop-up bars across the UK and within UK festivals to build direct connection with consumers. With focus on community AU Vodka could introduce loyalty programmes to foster long-term brand loyalty and maintain consumer retention. This strategy mitigates risks with social media trends and reliance on algorithms while it strengthens brand loyalty by providing immersive consumer experiences. 
Additionally, recommendations to introduce a tiered pricing approach. While the business maintains premium positioning, AU Vodka could introduce lower priced or limited-edition products to increase accessibility for low-income consumers. This would allow AU Vodka to remain competitive during periods of economic uncertainty alongside gaining substantial growth within the market.
Overall, the ability of AU Vodka to successfully identify and respond to external opportunities, threats and risks in its business environment, highlights the importance of adaptability in achieving growth and success. While the business has demonstrated strong response to social and technological changes, future success will depend on the business ability to continue to adapt and engage with external environments. 
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