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Executive Summary 

 

The automotive industry in the UK significantly contributes to the national economy 
and is pivotal in manufacturing, technological innovation, and exports. Nevertheless, 
this sector is undergoing substantial changes as a result of heightened 
environmental regulations, the shift towards electric vehicles (EVs), and changing 
consumer demands for sustainability and technological progress. These changes 
offer both challenges and opportunities for automotive manufacturers functioning in 
the UK market. 

This report evaluates the strategic position of Aston Martin Lagonda Global Holdings 
plc within the UK automotive sector. It explores the external factors affecting the 
company by applying the PESTLE framework and Porter’s Five Forces model, 
aiming to understand both the broader macro-environmental context and the 
competitive dynamics of the industry. Additionally, the report investigates the internal 
strengths of Aston Martin through Value Chain analysis, the Resource-Based View 
(RBV), and the VRIO framework. 

The results indicate that Aston Martin has significant brand equity, a prominent 
position in the luxury market, and notable engineering capabilities. Nevertheless, the 
company encounters obstacles such as elevated production expenses, financial 
strains, and rising competition from both established luxury brands and new electric 
vehicle firms. The report suggests various strategic recommendations, including the 
acceleration of electrification, the fortification of technological collaborations, and the 
expansion into developing luxury markets. Implementing these strategies could 
improve Aston Martin's long-term competitiveness and secure sustainable growth in 
the swiftly changing automotive sector. 

 

 Introduction 

Strategic management is defined as the process through which organizations assess 
their internal and external environments, develop strategies, and execute actions 
that allow them to reach long-term organizational goals and maintain a competitive 
edge (Johnson, Scholes and Whittington, 2020). In sectors marked by swift 
technological advancements and fierce competition, like the automotive industry, 
strategic management is essential for securing long-term success. 

The automotive industry in the UK stands as one of the most important 
manufacturing sectors within the nation. As reported by the Society of Motor 
Manufacturers and Traders, this industry adds billions of pounds to the UK economy 
each year and provides numerous employment opportunities across manufacturing, 
engineering, and supply chain operations (SMMT, 2024). Nevertheless, the sector is 
presently experiencing significant changes prompted by more stringent 
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environmental regulations, advancements in digital technology, and the growing 
prevalence of electric vehicles. 

Aston Martin Lagonda Global Holdings plc is a notable entity in this industry, being a 
British manufacturer of luxury sports cars that was established in 1913. The firm is 
globally acknowledged for its creation of high-performance luxury automobiles that 
merge cutting-edge engineering with unique British artistry. Aston Martin has 
cultivated a robust international brand image linked to exclusivity, luxury, and 
exceptional performance. 

The vision of the company is to establish itself as the most sought-after ultra-luxury 
British performance brand globally. Its mission is centered on providing high-
performance luxury automobiles by means of innovation, cutting-edge engineering, 
and exceptional craftsmanship. The primary goals of Aston Martin encompass 
broadening its global market footprint, enhancing profitability, fortifying brand equity, 
and committing resources to electrification technologies. 

This report examines the strategic landscape in which Aston Martin functions and 
assesses the ways in which the company can improve its competitive standing in the 
global automotive sector. 

 

 Strategy Analysis 

1. External Environment Analysis 
(PESTLE) 

 

PESTLE analysis is commonly used to evaluate macro-environmental factors 
affecting an organisation (Johnson, Scholes and Whittington, 2020). 

Political Factors 

Government policies and regulations play a crucial role in shaping the automotive 
industry. In the United Kingdom and throughout Europe, governments have 
implemented more stringent environmental regulations designed to decrease carbon 
emissions and foster sustainable mobility options. Initiatives that promote the 
creation of low-emission vehicles have compelled automotive manufacturers to make 
substantial investments in electric vehicle technologies (ACEA, 2024). Furthermore, 
political elements such as trade agreements and regulatory modifications resulting 
from Brexit have impacted supply chains and international trade for automotive 
manufacturers in the UK. 
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Economic Factors 

Economic circumstances significantly affect the automotive sector, especially the 
luxury vehicle market. Elements like inflation, interest rates, and economic expansion 
play a crucial role in shaping consumer purchasing power and market demand. 
Despite luxury vehicles primarily appealing to affluent consumers, economic 
recessions can nonetheless impact the demand for high-end products (Grant, 2019). 
Additionally, currency exchange rates affect the profitability of firms like Aston Martin, 
which export a considerable share of their vehicles worldwide.   

 

Social Factors 

Consumer preferences in the automotive sector are changing swiftly. Heightened 
awareness of environmental issues has prompted consumers to pursue more 
sustainable transportation options. Contemporary consumers are also emphasizing 
the significance of cutting-edge technology, digital connectivity, and environmental 
accountability when selecting vehicles (Hill, Jones and Schilling, 2020). These 
shifting consumer perspectives necessitate that automotive manufacturers adjust 
their product lines and strategic focuses. 

 

Technological Factors 

Technological advancement serves as a crucial catalyst for transformation within the 
automotive sector. Progress in electric vehicles, artificial intelligence, digital 
connectivity, and autonomous driving technologies is reshaping the competitive 
environment (Hill, Jones and Schilling, 2020). Aston Martin has initiated investments 
in electrification and cutting-edge vehicle technologies, in part through a partnership 
with Mercedes-Benz Group, which grants access to sophisticated hybrid powertrain 
technologies. 

 

Legal Factors 

The automotive sector is governed by stringent regulatory standards, which 
encompass vehicle safety protocols, environmental legislation, and laws 
safeguarding intellectual property. Across Europe, governments are enacting more 
rigorous emission regulations aimed at minimizing environmental harm. These legal 
mandates necessitate that automotive producers allocate resources towards cleaner 
technologies and embrace more sustainable manufacturing practices (ACEA, 2024). 

Environmental Factors 

Environmental sustainability has emerged as a crucial strategic priority for 
automotive firms. The challenges posed by climate change and the need to meet 
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carbon emission reduction goals have intensified the demand for manufacturers to 
implement eco-friendly production techniques and to innovate electric or hybrid 
vehicles (Wells, 2016). Consequently, it is imperative for companies to integrate 
sustainability factors into their overarching long-term strategies. 

 

 

2. Industry Analysis: Porter’s Five 
Forces 

 

Porter’s Five Forces model is employed to assess competition within an industry and 
evaluate the strength of competitive pressures present in a market (Porter, 2008). 

The competitive rivalry in the luxury automotive sector is notably fierce. Aston Martin 
faces competition from well-established luxury brands like Ferrari N.V., Lamborghini, 
and Porsche AG. These rivals consistently allocate resources towards innovation, 
performance enhancement, and brand evolution, resulting in a market characterized 
by high competitiveness. 

The risk posed by new entrants in the luxury automotive sector is comparatively 
minimal owing to significant barriers to entry. Launching a new luxury automotive 
brand necessitates considerable financial resources, sophisticated engineering 
expertise, and robust brand awareness. These obstacles hinder the ability of new 
competitors to successfully penetrate the market (Grant, 2019). 

The influence of suppliers within the automotive sector is considered moderate. 
Manufacturers depend on specialized suppliers for essential components, including 
engines, electronics, and high-performance materials. Nevertheless, the 
establishment of strategic partnerships and the implementation of long-term 
contracts can mitigate supplier power. 

The power of buyers is considered moderate, as luxury consumers have a variety of 
premium brands available to them. However, the strong loyalty to brands and the 
element of exclusivity diminish the bargaining power of buyers within this market 
segment. 

Ultimately, the threat posed by substitutes is on the rise, driven by the emergence of 
electric vehicle manufacturers like Tesla, Inc., which provide high-performance 
electric vehicles that attract environmentally aware luxury consumers. 
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3. Internal Environment Analysis 

 

Value Chain Analysis 

Value Chain analysis investigates the methods by which organizations generate 
value through their core and auxiliary activities (Porter, 2008). In the case of Aston 
Martin, the primary activities encompass inbound logistics, manufacturing processes, 
outbound distribution, marketing and sales, as well as after-sales services. 

The organization generates value by means of superior engineering, opulent design, 
and tailored craftsmanship. Its automobiles are frequently handcrafted and 
manufactured in restricted numbers, thereby increasing exclusivity and enhancing 
brand prestige. 

Marketing approaches also highlight the brand’s legacy, luxurious identity, and 
performance attributes. Support functions such as technology advancement, 
procurement, human resource management, and organizational infrastructure 
empower Aston Martin to sustain innovation and operational effectiveness. 

 

4. Resource-Based View and VRIO 
Analysis 

 

The Resource-Based View posits that organizations attain a competitive edge by 
leveraging valuable and distinctive resources that are not easily replicable by 
competitors (Barney, 1991). Aston Martin has a number of strategic resources that 
enhance its competitive standing. 

One of the key assets of the company is its robust brand heritage. Aston Martin has 
cultivated a distinguished global reputation linked to luxury, performance, and British 
craftsmanship. This esteemed reputation renders the brand exceptionally valuable 
and challenging for competitors to imitate.   

Another significant strength lies in the company’s engineering proficiency and design 
talents. The engineers and designers at Aston Martin possess specialized skills in 
creating high-performance luxury automobiles. These competencies empower the 
company to manufacture vehicles that merge cutting-edge technology with unique 
aesthetics. 

Strategic partnerships are a valuable resource. Working with Mercedes-Benz gives 

you access to cutting-edge engineering know-how and powertrain innovations. 
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Although these alliances provide vital technological assistance, they might not be 

particularly distinctive because comparable partnerships already exist in the sector.  

The VRIO analysis concludes that because Aston Martin's brand reputation is 
valuable, unique, and difficult to replicate, it offers a long-term competitive 
advantage. While technology alliances are crucial for preserving competitive parity, 
engineering skill can create a short-term competitive advantage. 

 

5. SWOT Analysis 

 

To determine strategic strengths, weaknesses, opportunities, and threats, a SWOT 
analysis combines internal and external data. 

A major strength of Aston Martin is its strong global brand character and heritage. 
The company is extensively honored as one of the most prestigious luxury 
automotive brands in the world. This character helps attract fat guests and reinforces 
the company’s decoration position in the request.  

Another strength is the company’s engineering moxie and capability to produce high- 
performance luxury vehicles that combine slice- edge technology with exceptional 
design. still, Aston Martin also has several sins. One main challenge is the 
company’s fairly limited product scale compared to larger automotive manufacturers. 
lower product volumes can lead to advanced manufacturing costs and lower 
husbandry of scale. also, the company has faced fiscal difficulties in the history, 
which have affected its long- term stability. 

Despite these transgressions, numerous opportunities exist for Aston Martin. A 
significant factor is the increasing demand for luxury automobiles in emerging 
markets, particularly in Asia and the Middle East. Additionally, there is a rising global 
appetite for electric vehicles, which may enable Aston Martin to create cutting-edge 
electric luxury models and enhance its market position.   

Concurrently, the company encounters considerable challenges. Competition from 
well-established luxury brands such as Ferrari and Porsche remains fierce. 
Furthermore, more stringent environmental regulations require manufacturers to 
invest substantially in cleaner technologies. Economic downturns may also lead to a 
decrease in demand for luxury goods during periods of financial uncertainty. 
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 Strategy Formulation 

 

Considering the analysis, several options can be suggested to improve Aston 
Martin’s competitive position.   

A key strategy is to speed up the development of electric and hybrid vehicles. With 
governments enforcing stricter emission rules, investing in electrification will be 
important for long-term sustainability and meeting regulations.   

Another approach is to build technological partnerships. Collaborating with 
companies like Mercedes-Benz allows Aston Martin to access engineering expertise 
and reduce research and development costs.   

Exploring emerging luxury markets is another important opportunity. The fast 
economic growth in regions such as Asia and the Middle East has increased the 
demand for luxury vehicles, creating new growth chances for the company.   

 Lastly, Aston Martin should continue to strengthen its brand exclusivity and luxury 
image by keeping production volumes low and offering personalized customer 
experiences. 

 

 Conclusion and Recommendations 

 

The automotive sector in the UK is presently experiencing significant changes driven 
by technological advancements, environmental regulations, and evolving consumer 
demands. These shifts necessitate that automotive manufacturers implement robust 
strategic management practices to sustain their competitive edge.   

This examination reveals that Aston Martin has numerous strategic advantages, 
such as a rich brand heritage, exceptional engineering capabilities, and a prominent 
position in the luxury market. Nevertheless, the firm also encounters obstacles, 
including elevated production expenses, fierce competition, and mounting pressure 
to innovate in electric vehicle development.    

For Aston Martin to secure long-term prosperity, it should prioritize the acceleration 
of electrification, enhance technological collaborations, explore opportunities in 
emerging luxury markets, and uphold its distinguished brand identity. By executing 
these strategies, the company can fortify its competitive position and attain 
sustainable growth within the global automotive landscape. 
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