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Lamborghini is an industrial group active in the automotive sector. The history of "Lamborghini automobili" officially began in 1963 in Sant'Agata Bolognes(Italy) thanks to the ingenuity of Ferruccio Lamborghini who, after having made a fortune in the post-war full stop with his tractor factory - a reference point in the sector - decided to set up a car factory. 
[image: Lamborghini Logo | Audi MediaCenter]His dream was to build a super sports car that could compete with Ferrari. He invested a lot in this dream, even working personally on his cars so that they could achieve the perfection he had in mind. 
The first car was unveiled in November 1963 at the Turin Motor Show, and from that year on the company's reputation would grow exponentially. (S.p.A., 2022)
The company was bought in 1987 by the American company Chrysler and then sold to Audi in 1998 under the name "Automobili Lamborghini S.p.A.".
Unique cars such as the Miura, the Espada, the Jalpa, the Urraco, the Diablo, the Murciélago, the Gallardo and the Aventador have made the history of the brand.
The Lamborghini logo is a golden bull depicted in a fighting stance, placed inside a black shield edged in gold with the brand name, also in gold. The choice of the golden color underlines the importance and "preciousness" of the brand and highlights the naming and the animal itself.
The decision to use a bull as the brand symbol was probably since Ferruccio Lamborghini was a bull, but also because he wanted his cars to be as aggressive as the animal depicted on the logo.  Therefore, the names of the cars are derived from bulls or breeds of fighting bulls from Spanish bullfights. The animal also embodies some of the brand's brand values such as aggressiveness, elegance, and originality.
Lamborghini is challenging the future with the Urus. It has taken a step that is as innovative as its brand, always on the lookout for the latest technology and the latest trend to be implemented in its cars. It has not extended its brand but the idea of luxury cars. In this case we cannot speak of brand extension but of idea or concept extension, a way of thinking that will influence and touch every strategy and organization of its competitors, forcing them to reorganize their plans. (Editors, 2019)
 






[bookmark: _Toc92913290]PESTLE analysis














[bookmark: _Toc92913291]Political

As the company's registered office is in Italy, it is subject to national legislation. The sale of luxury sports cars is disadvantaged by the high taxation in the country. Cars with a power output of more than 185 kW are subject to a super tax under the Monti government's 2012 legislation. (Tasse-Fisco, 2021) 
But the company also has a strategic position and political stability in many other countries. For example, in Singapore. There are domestic restrictions, but the government still wants to do better in the commercial sphere.  This means that Lamborghini continues to improve its market within the country continuously. (Ng, 2019)
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The market for luxury vehicles could grow from its current figure of 5 million units sold globally, to around 10 million in 2020. Growth will most likely be in the compact segment (where the current figure of 1.4 million units will rise to 2.6 million cars) and SUVs (expected to grow from the current 1.6 million vehicles to 2.3 million). 
It is estimated that the largest buyers worldwide will be the so-called 'baby-boomers', i.e. young customers concentrated in emerging markets (such as China, India and Latin America), who expect luxury cars with cutting-edge technology and connected services. (Bolognese, 2020)
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[image: Lamborghini Real Lover]Creating a convincing product is one thing, effective communication is another. Fortunately for Lamborghini, this is another element that distinguishes the company from most of its competitors. 
Commercials like the "Lamborghini Real Lover" video go straight to the heart and, at the same time, capture the essence of the brand, showing how the company has a strong conception of who its audience is and wants to attract new and, above all, passionate ones.(Lamborghini, 2020)
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or Lamborghini, there is an increasingly close bond between automotive tradition and new technologies. A perfect symbiosis that expresses itself from the design phase through to the driving. The future of the industry and of sports competition are heading in this direction and will enable increasingly impressive results to be achieved. Always introducing new technologies to keep up with the needs of its customers but at the same time maintaining its corporate culture. 
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Lamborghini grows in commercial numbers and confirms its commitment to the environment, feeling convinced of its duty to safeguard our planet. The company from Sant'Agata Bolognese is committed to this commitment in terms of both products and processes, as confirmed by the commissioning of the new energy-efficient paint shop. 
The plant offers cutting-edge technology and is equipped with the latest generation of LED lights. Ninety-five per cent of the paints used in the plant are water-based and solvent emissions are very low thanks to a centralized abatement system that recovers the heat that is reused in the production process.
Another action is that Lamborghini is committed to producing and continuing to study technologies for its cars to have ecological exhaust to improve the quality of the environment. (Bolognese, 2020)

[bookmark: _Toc92913296]legal 

To win a car, every consumer must obtain a certificate of suitability (CEO).  CEO is a certificate used to prove one's entitlement to a vehicle. Each car category has a different price, CEO applications are applied according to the timeframe of the law. Therefore, Lamborghini has to implement strategies to satisfy its customers according to where they are located, i.e. according to the laws that apply in that country.
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[bookmark: _Toc92913298][image: What exactly is a S.W.O.T. analysis? — 42courses.com]Strengths

Lamborghini's reputation is undoubtedly based on a very strong brand. In fact, the logo with the bull is one of the logos and images that are recognizable globally. The brand is very innovative, and the range is continuously developed and extended.
Its cars are recognised for their high-speed performance and at the same time superior comfort. 
Lamborghini also must boast of a production of cars of a certain luxury, which includes a top design for many consumers. 
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An interesting problem for the business is that while it is a very large vehicle manufacturer, it does not operate on the same huge scale as some of its nearby competitors, including Ford, Fiat and Toyota. An analysis based on product units shows that its competitors can make equivalent vehicles more cheaply, simply because of economies of scale. That is, relative unit costs are higher.
Another problem that Lamborghini cars have a high fuel consumption that brings both much expense to consumers but also an increase in pollution.
Lamborghini models also have a high cost for maintenance and specific service. This leads many consumers to consider whether they can afford the maintenance costs in addition to the cost of the car. 
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Undoubtedly the newly emerging markets of China and India are huge opportunities for Lamborghini. New car sales are growing in both countries as consumers are getting richer and more demanding, they need high status brands. 
Lamborghini with its innovative history is obviously investing heavily in vehicles that are low emission and will be targeted at the greener car market. Hybrid electric vehicles will become very popular in many countries. So obviously the growth of environmentalism and the nature of global warming means that consumers are demanding low-emission alternatives.
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Like any company operating in a global business environment, Lamborghini must deal with local business environments. For example, regulations by local governments in relation to emissions or safety or even strategic alliances with local companies to enter a market. 
In the automotive sector another major threat relates to the nature and level of competition in what is a mature industry. There are several similar brands, including Ferrari and Maserati. This leads to strong competition, where Lamborghini must keep up with the market and try to differentiate its product.
(Ng, 2019), (Bhasin, 2018)
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[image: BMW value chain analysis]
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Primary activities in the value chain relate directly to the creation of products or services.

Inbound/outbound logistics Lamborghini
The logistics center is located at Lamborghini's headquarters in Sant'Agata Bolognese. The facility was inaugurated in 2013, it is a building of 8,500 square meters of covered area, 14 meters in height that extends within an area of 20,000 square meters of paved surface used for logistics flows. The aim of the centre is to create a building that can be used for any of the activities envisaged by the Lamborghini production cycle. In its current phase, the center is used for the storage of incoming materials and the distribution of products destined for all the company's target markets. In addition to a wide range of locations where Lamborghini products can be distributed directly or indirectly. We are talking about a vast network of dealerships and resellers both in Italy but also outside Italy. (Lamborghini, 2020)

Operations 
Lamborghini is headquartered in Italy but its global operations have relationships with many countries around the world. Founded in 1963, it has become one of the most successful car manufacturers in the world when it comes to luxury. 

Marketing and sales 
As a manufacturer of luxury cars, Lamborghini creates a market of buyers who seek class combined with elegance and performance as criteria for purchasing a vehicle.
To offer the class and luxury associated with the product, the pricing strategy in its marketing mix is extremely premium. After-sales services and individual sub-parts are also extremely expensive to purchase. Lamborghini's prices range from $300,000 for the most commonly available models to $4500,000 for exclusive vehicles. (S.p.A., 2022)

Products and services
Lamborghini product range includes cars and tractors and boats. All its services relate to the ultra-luxury customer segment. With time Lamborghini wants to electrify all its brands. It has a product range that includes the Sport, Roadster, Heritage, Adventure and Urban Mobility segments. 
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Support activities in Value chain are linked to the primary activities. They improve the effectiveness and efficiency of the primary activities.

Technology
Competition has grown a lot in the automotive industry. Technology is an important source of competitive advantage for automotive brands. As a luxury car brand, it invests heavily in technological innovation. Lamborghini's range of electric and hybrid cars has grown a lot in recent years. The company plans to expand the range to meet growing demand worldwide. It allows you to customize the technology on your vehicle through requests to customer service before you buy it. (S.p.A., 2022)

Human Resources Management
 In recent years the company Lamborghini has become very competitive, for this company is always looking for talented employees and to grow its image. 
The company continues to focus on its employees, giving them all the tools and comfort to work in a positive environment and culture that allows them to give the best of themselves.

Procurement
Lamborghini has a wide range of suppliers of raw materials, which must be of a very high quality to produce its luxury cars. 
These are continually checked, with specific studies being carried out to test their resistance and quality. The company continually incurs a lot of research costs to make its product unique and with more performance. 

[bookmark: _Toc92913305]Conclusion 

Lamborghini, founded in 1963, has managed to get to the present day, always making its name known worldwide. 
This is no coincidence; the company has always had a department of customers of a certain level. Even though the cost of their products and sometimes the upkeep is high, anyone who has the chance can't resist buying one of their products. This is also thanks to the guarantee and confidence that all its consumers have in its products. Lamborghini cars are studied in the smallest detail, the company employs many resources to create or innovate its products to make them always the Top in the car market.
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