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[bookmark: _Toc88349382]Introduction 
The organisations have to make decisions based on the current trends, customer demand, environmental impact and the market scenario. So, the decisions vary with time and the change in these components for the optimum performance of the organisation. with the evolvement of a new situation, the companies have to make new strategies that have the potential to deal with the situation. For making such strategies, companies have to analyse the internal and external components of the business environment thoroughly to find out the core point. In 2020, the whole world has been under the impact of COVID-19 and this scenario was unknown to all businesses (Ventura, 2021). Companies are trying to apply the most suitable strategies to cope up with the losses that the faced due to the global pandemic. This report will evaluate the environment of Aston Martin and analyse its strategies during the pandemic. 


[bookmark: _Toc88349383]Changes in the operations of Aston Martin due to COVID-19 
The global pandemic, COVID-19 has created major uncertainty in the businesses all over the world. Even the largest and most strategic organisations are failing to cope up their business in this situation. Aston Martin, being a luxury carmaker had more problems in its lap since sales dropped dramatically. The £4bn market value of the company dropped down to £1.04bn (Ventura, 2021). To survive the losses, companies had to stop their production during the lockdown period as there were not much demand in the market. And after lockdown, the companies had to cut down costs in many areas and adjust their strategies and policies. Some of the major changes that has been made by Aston Martin during this pandemic are –
Reducing the workforce – Aston Martin has decided to cut off 500 jobs from their operations as the company has been trying to cut off its cost (Belhadi et al., 2021). The company is said to need less workers now as it is manufacturing less cars than before and also its productivity has been enhanced. 
Cutting off expenditure – The company expects to save £28 million by cutting down extra costs (Hamilton and Webster, 2020). It is cutting down expenses in areas like contractor numbers, marketing, travel and site footprint. The company is set to restructure its business which will cost around 12 million pounds and it is expected that the company will save almost 38millions from the restructuring. 
Change of leadership – The constant loss of market value of the company has forced it to change its leader. The former CEO of the company Andy Palmer was replaced by Tobias Moers, who is the current head of the Mercedes-AMG. 
Raising of funds – Mercedes will now own 20% of the shares of Aston Martin which was only 2.6% earlier. To come out of the crisis, Aston Martin has raised $1.7 billion from Mercedes through the issuing of bonds and stock to refinance the prevailing debt. The company is also planning to raise £260 million by offering new shares and debts with high interest (Ventura, 2021). The company is expected to revive its performance through this. 
Manufacturing process – The production of the company was halted in its two factories from March to April in 2020 due to lockdown. However, the company continued the production of its DBX SUV as it is considered to be the sales booster for the company (Belhadi et al., 2021). 
Thus, it can be seen that, to survive the losses during COVID-19, Aston Martin had to take some immediate strategic decisions. These decisions could not have been taken if the company did not monitor the external environment of its business and the impact of it on their operations. 
[bookmark: _Toc88349384]Analysis of external environment  
To take the right decisions, Aston Martin has to know what are the issues in its macro environment components. For this, the following PESTLE analysis has been developed – 
Political factors 
The continuous uncertainty revolving the exit of the UK from EU is hampering the flow of the operations (Gopal and Thakkar, 2016). Since the company deals in international business so the exposure to worldwide political environment has a great impact on their decision-making. 
Economic factors 
With the rise of disposable income of people, the demand of luxury cars has been increasing worldwide (Jones et al., 2019). But the pandemic has hit the demand as more people were getting infected worldwide and there was no situation for people to think of luxury at such a moment. Shutdown of production due to lockdown and travel ban also added more fuel to the problem. The economic recession caused by the pandemic has increased the unemployment rate and decreased the purchasing power of people. 
Social factors 
Popularity and demand of luxurious cars has increased by 5 times over the last 2 decades (Gopal and Thakkar, 2016). In developed countries, 90% of the people have their own car. And now even in developing countries like China and India have high demand for cars. Aston Martin recognized this demand timely and has come with different family vehicles like SUV. But the pandemic has lessened the purchasing power of the customers for which companies like Aston Martin are losing sales. 
Technological factors 
Being a carmaker, obviously technological development possesses high impact on the operations of Aston Martin. The company has adopted innovative technologies like Machine learning and Artificial intelligence in its production process which has made the process more efficient and reduced the necessity of extra manpower. This has helped the company to cut down extra costs by cutting down 500 jobs. 
Environmental factors 
The increasing number of cars in the world is amplifying the rate of environmental polluting through higher emission of carbons. To control the adverse effect of this problem, the designated organisation for environment safety and government is working together and imposing new regulations that are to be followed by Aston Martin (Morrison, 2016). Failure of abiding by these laws can sue the company’s operations. 
Legal factors 
For car manufacturers, saving the intellectual property right is a very vital issue as several manufacturers were accused of breaching the copyright laws (Morrison, 2016). In recent times, there has been instances of stealing the designs of branded car manufacturer. So, Aston Martin has to safeguard the authenticity of the brand. 
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Being a part of the automobile industry, Aston Martin has to face sever competitions from Rolls Royce, Mercedes, BMW and other such brands. The company is also in threat of new entrepreneurs exploring the market. Along with that COVID-19 has already made it difficult for the company to gain the estimated sales. Here, Porter’s five forces model is used to analyse the competitiveness in the automobile industry – 
Threat of New Entrants  
It is low for Aston Martin since the company has a brand value of 107 years that cannot be replaced by a new entrant within a few years. For entering the automobile market, the entrepreneurs need extremely high capital to build a manufacturing plant and create a network with distributors all around the world. Getting such a huge investment is very difficult for any new entrant (Johnson et al., 2017). Also, the existing companies take advantage of economies of scale which makes it more difficult for entrepreneurs to offer less price than the big companies. 

Bargaining power of suppliers 
There are plenty of suppliers who provide raw materials to the manufacturers of automobile parts. But the switching cost is comparatively high as it needs good amount of investment to create innovative part designs and attractive specifications. The EU countries possesses 33% of the facility of the global automobile industry (Worthington and Britton, 2014). As Aston Martin is a British company so it is in quite advantage of these facilities. Aston Martin has a wide networking of distributors and suppliers which makes the threat of suppliers low for them. 
Bargaining power of buyers 
Aston Martin is a luxury carmaker so the bargaining power of buyers is moderate. The company already has a selective target market consisting of only the upper class of people. Only millionaire and billionaires can afford their cars so there is not much scope for the customers to bargain (Jones et al., 2019). They have to buy at the offered price by the company. In this COVID-19 period the sales not only dropped because of health insecurity but also for the inability of the customers to afford a luxury. 
Threat of substitute products 
The threat of substitute products is high for Aston Martin as there are many luxuries car brands like Mercedes, BMW, Rolls Royce, Range Rover. These brands make the automobile extremely competitive. Also, nowadays there are cheaper cars with the same design of high-quality cars. There are many affordable brands too which provide quality vehicles. Another substitute product for the company would be electric cars which does not harm the environment. So, many environment-conscious customers are leaning towards electric cars. 
Threat of existing competitors 
There are companies like Rolls Royce, Mercedes Benz, Tesla, Ford which gives hard competition to Aston Martin. Mercedes already has taken over 20% share of the company which makes it less of a competitor. There is constant innovation in the products of these companies to get a distinctive edge over the competitors (Palmer and Hartley, 2012). Aston Martin has captured a great portion of the market with its SUV model. Still, the threat of existing competitors is high for this 107-year-old company which is also said to be the favorite brand of James Bond (Palmer and Hartley, 2012). 
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The business environment of the automobile industry is quite dynamic as there are many issues and developments that impacts the operations, growth, sustainability and profitability of the business. The most recent issue that has affected the industry and brought significant changes in the operations is the pandemic of COVID-19. The world is still not out of the problem completely. But it is high time companies like Aston Martin start adapting with the situation than waiting for the situation to get normal. The economic downfall, breakdown in the supply chain and fall in demand has decrease the sales of the company dramatically. However, to survive in this hard time the company can adopt the following strategies – 
Innovation 
Technological innovation can enhance the operations and productivity of Aston Martin. The company can emphasize on reducing the carbon footprint of motor vehicles by bringing in innovative technologies like electric cars (Atrill and McLaney, 2012). Designing cars that requires less fuel can also be an innovative strategy. The company can further dig into finding an eco-friendly substitute of traditional fuel.
Distribution network 
Aston Martin has cut down many of its contractor numbers to reduce extra expenses to the company. So, they are restructuring the company. Restructuring the distribution network is also necessary at present to ensure the optimum output with limited number of resources, that is, limited number of distributors. The company should invest on those distributors only from where the chance of getting sales is the highest (Daniels et al., 2014).
Cost effectiveness 
to survive this pandemic of COVID-19, there is no alternative to cost efficacy. Many companies all around the world has stopped their production in many of their factories, cut down employees and lessened the necessity of incurring additional expenses to minimise the loss to whatever extent it is possible. Aston Martin is also not an exception to it. The company changed its CEO, cut down 500 jobs, made their manufacturing process more productive, restructures the company to survive the losses (Ventura, 2021). Lowering the prices of vehicles would be the most effective strategy right now. So, Aston Martin should try to reduce the price of its new DMX SUV model which has been one of the most anticipated models of the company. Though all the production stopped, the production of this model continued. 
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While dealing in international business, there are so many factors from both the host country and domestic country that affects the business. This report has focused on how the business of Aston Martin, the British luxury car maker has gone through changes due to the global pandemic of COVID-19. The company faced severe losses as it lost more than 50% of its market shares during this period which has led it to take some major decisions like changing the CEO, stopping the production in two of its factories and cutting down the jobs of hundreds of employees (Ventura, 2021). Though the company did not achieve their estimated sales through these strategies, but these will help the company to at least survive in the industry which is more important than making great profits. 
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