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Summary

The automotive industry is a sub-branch of mechanical engineering that covers the design and manufacture, distribution and saleс of automobiles. It originated in the 19th century and is rapidly gaining momentum, and today is one of the main sectors of the economy.
In this report we will look at the automotive industry of Aston Martin cars, their emergence, construction and marketing, as one of the most famous British brands with luxury status.

Introduction
Aston Martin is exclusive, stylish sport car brand. It has rare legacy and is easy recognizable all around the world. The brand was created in 1913 by Lionel Martin and Robert Bamford (Pigott, 2005, p.134). During the years, Aston Martin became acknowledged as an iconic comprehensive brand, well known with unique charm and luxury. The company turned up 100 years old in 2013. Coming into the new century, Aston Martin is anticipating maintaining the perfect quality of their cars and developing further in the New Era. 
The first Aston Martin cars were created with an original and extraordinary character, handcrafted to the highest of standards, and capable of exceeding all performance expectations. Over the past century, the brand has stayed true to the original values of Lionel Martin, who believed that an Aston Martin must be “a quality car of good performance and appearance. A car for the discerning owner driver with fast touring in mind, designed, developed, engineered and built as an individual”. This philosophy has led to the creation of some of Britain’s most iconic sports cars.
Aston Martin has been independent since 2007 and currently is owned by a consortium of investment houses. Some of them are: Investment Dar, InvestIndustrial and Adeem Investment.
Aston Martin’s centennial year was 2013. During the year, the brand launched the exhilarating V12 Vantage S, elegant Rapide S and the ultimate convertible Aston Martin and Vanquish Volante. These cars have joined an established range comprising Vanquish Coupe, DB9 and V8 Vantage. 1

Evaluation
Financial Performance
Aston Martin's revenue in 2017 accelerated 48% to 876.0 million pounds -- a company record -- on the back of strong sales of the new DB11 and high-value special models. Total unit sales increased 38% to 5,098, led by the UK, Americas, and the Asia/Pacific region. The driving factor behind the excellent performance is the continued growth of the high-net-worth individuals demographic and the expansion of the luxury sector.
Net income for 2017 was 79.0 million pounds, a marked increase on the 147.6 million pounds loss recorded in the previous financial year. The higher sales and a reduction in administrative expense in absolute terms helped the company post record profits.
The company also generated strong cash flows, ending the year with 67.3 million pounds more in the bank at 167.9 million pounds. Operating cash more than doubled thanks to higher net income, which gave the company scope to increase investments.
Geographic Reach
The Americas is Aston Martin's biggest market at roughly 30% of sales. The UK generates 25% of revenue while Europe (excl. the UK) accounts for 20%. The Asia/Pacific region brings is roughly 15% of sales; Aston Martin also has customers in the Middle East.
It has a dealership network of around 160 locations, including 20 in the UK, more than 40 in Europe, around 20 in China, 45 in the Americas, around 20 in the Asia/Pacific region (excl. China), and 15 in the Middle East.
Most of Aston Martin's manufacturing and administrative facilities are based on one site in Gadon, Warwickshire. It also has sites in Welles Bourne and Newport Pagnell, which are used to produce special editions. The company is building a second factory in South Wales, due to commence production in 2020.2

How Covid-19 Affect Recent Industry
In 2020 Aston Martin Lagonda's losses increased nearly four times as the pandemic hit sales just as the manufacturer's bosses began a plan for change.
The carmaker reported a loss of £ 466 million before taxes for the year, compared to a loss of £ 120 million in 2019.
Aston Martin missed his usual marketing boost from starring in the James Bond film franchise after the release of the movie “No Time to Die” was delayed several times due to the pandemic. The carmaker's revenue fell 38% year on year to £ 611 million by 2020.
However, the company highlighted glimmers of hope in the improved last quarter of 2020 thanks to sales of its new DBX SUV, with revenues 3% higher than the same period in 2019 before the pandemic.
Aston Martin sold 4,150 cars in 2020, a third less than in 2019.
The latest results mean that Aston Martin has lost 638 million pounds in the three years since it was listed on the London Stock Exchange. 3

Environmental analysis
Environmental sustainability is a main component of Aston Martin Lagonda’s wider business strategy and they take their environmental obligations seriously. This environmental policy demonstrates their commitment to operate as a responsible business including the protection of the environment and to ensure they meet their environmental compliance obligations.
The brand’s intention is that its environmental strategy accompanies AML’s activities and also influences those of their customers, suppliers and even their stakeholders. In so doing they aim to exert a positive impact on the environmental position of the businesses and organizations that they use or interact with. This is demonstrated by their on-going commitment to full life cycle perspective which highlights where they can control and influence environmental impacts for continuous environmental improvements.
They pursue a policy of repeated improvement in their environmental performance and are dedicated to the prevention of pollution and waste.4

SWOT Analysis
	Strengths
-High brand equity
-Strong legacy
-Strong designers and engineers
-Ultimate comfort and luxury
-Great presence in motor sports and racings 
	Weaknesses
-Limited portfolio
-Comparative
-Weak market penetration


	Opportunities
-Foreign car markets
-Increase the service availability
-Attract more customers with competitive prices
-Marketing through advertising
	Threats
-Increasing fuel cost
-Competition from other big companies
-Price range is too high



Strengths
The greatest strength of Aston Martin is its legacy and brand name and the Lagonda Brand which very well-known this days. The branding of the company is stronger than others.
Another strength of Aston Martin is the great designers and engineers. The professional teams that work to manufacture this fines and luxury are one of the best in the world. This is why the prices are very high.
Because of its heritage, AML’s have very strong presence in motor sports and racings. Through the years they proved that their cars are powerful and can easily manage the high-speed.
Weaknesses
Enormous weakness of Aston Martin is their financial performance due to which its 95 year old history is overshadowed by takeovers.
One more weakness of the car manufacturer is that even for being so long in the business; they could not manage to be in the top 10 brands. 
The portfolio of the company is limited, which is another weakness for them.
Opportunities
An article “Russians Take the Wheel at LDV”, published in The Guardian state:
“Despite Russia partly shielded from the global economic meltdown by rising oil and gas prices, high-end vehicle demand can only grow
Foreign car market (in Russia) had grown by 64% in 2007.”
These facts are one of the indicators that Russia could be the next large market for Aston Martin. This is a big opportunity for the brand.
Another opportunity will be if the luxury brand attracts more customers from the middle class, through advertising and lower price range cars.
Threats
The greatest threat that Aston Martin faces is the current economic downturn that has had a negative impact on the UK (and not only) automotive industry. If the brand is able to face this difficult times, it would emerge as a stronger marque.
One more threat that the company is facing is the big competition from other giants. The competitors’ innovations are many and only growing. 
Porter’s Five Competitive Forces Analysis
The model was created by Michael Porter, which includes:
Supplier bargaining power, bargaining power of customers, Threats of new entrants, threat of substitutes and competitive rivalry.
The luxury car market is very competitive, even more in bad economic times. Aston Martin has a big advantage, because it is a well-known brand, synonym of luxury. 
Supplier bargaining power: The UK automotive industry is divided into the component and manufacturer segment. According to the UK government statistics “There are around 2,600 component manufacturers in the UK, ranging from the global players to small and medium-sized businesses. Together they contribute over £4.5 billion added value and employ around 115,000 people” if we consider this, it means that because of the competition factor within the supplier market, the supplier bargaining power is not very strong. 
Competition: An article from “Christian Science Monitor” says, “With so many new sports cars congesting the fast lane, bargains may leap out for consumers. All these ultra-high-end vehicles are being produced by car manufacturers because there is so much rivalry squeezing their profits at the edge”. On the luxurious market are many different brands. Aston Martin is not in the top ten.
Bargaining Power of Customers: In this particular field the customer is “the king”, due to the fact that the luxury car market is not for everyone. Only those who can afford it can bargain and usually they do not.
Threat of Substitutes: The luxury car segment is not a necessity. The basic need is being satisfied by any car in any price range. However, the main factor lies in the perception of customers with reference to the car brands. So, competition comes from high end luxury car brands like Lamborghini, which apparently satisfy the same need.
Threat of New Entrants: There is almost no threat of new entrance, because the investment is super high.
PESTEL Analysis
Political: According to “Sunday Times”, the UK Government was evaluating options to boost sales including loan guarantees for car firms, loans on easy terms; however, no firm measures have been taken as yet.
Taking this in consideration, the UK car industry is depending on a little boost from the government. That means the market is facing some issues.
Economic: “The credit crunch has impacted the UK Automotive industry negatively and the automotive sector is facing smallest sales figures in 17 years.” an article in The Guardian has reported. 
Social: Due to the economic down turn, people in the luxury goods market are more concerned about the corporate social responsibility of the company or brands they like.
Technological: Being the 12th largest manufacturer of vehicles around the world, UK is known to be a design, process and technological innovation center and due to this brands like Ford and Nissan have also shifted their design studios to UK. 
Environmental: These days manufacturers have to make the difficult trade-off between having economical cars by compromising on horsepower and having high horsepower with higher fuel consumption.
Legal: The legal procedures applicable to car companies can be divided into two major categories: import regulations and provisions related to the export of vehicles. Compared to other countries, UK tax laws are lenient for UK manufacturers.

Problems and solutions
According to an article in SportSkeeda, Aston Martin was facing problems with their racing cars:
“Aston Martin F1 team technical director Andrew Green has revealed that the team is working to resolve their proposing issues before anything else. Aston Martin are confident they’ll find a solution to their problems and have a car package with potential
Andrew Green is positive that Aston Martin will resolve their proposing issues, adding that their overall package has a lot of potential.”

Recommendations
The 12 principles of Harrington Emerson were very efficient and many companies applied them in their business. They are:
“1. Clearly defined ideals.
2. Common sense - Efficiency Sense - Productivity Sense
3. Competent counsel
4. Discipline
5. The fair deal
6. Reliable, immediate and adequate records
7. Dispatching
8. Standards and schedules
9. Standardized conditions
10. Standardized operations
11. Written standard-practice instructions
12. Efficiency-reward”
I can strongly recommend these principles to Aston Martin’s company. They will be very effective in the organization and will help to expand the business even further. They were proven through the years from many different firms.

Conclusion
In this context of the study, the organization chose to portray the business challenges and offer a possible solution for the company is Aston Martin.
The report highlights Aston Martin's marketing and promotional strategies, followed by an in-depth analysis of the company's internal and external environment. The report identifies the challenges facing the company and suggests possible solutions.
The company has been facing a number of problems and challenges since its inception. However, each time the company successfully overcomes the challenges. Challenges and resistances never go away, so the company must deal with challenging business situations at all times.
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