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Executive Summary 



    The report talks about the environmental analysis of the automotive market. The report highlights the market challenges of Aston Martin in the international sphere, and at the same time, it discusses the strength and weaknesses along with the competition of the company.
    The report presents the SWOT, PESTLE, Porter’s Five Force analysis along with a Value Chain analysis of the company. 
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    The automobile industry has a great negative impact on the environment which is currently one of the most alarming concerns of the world's environmentalists. However, it is important for the industries to move towards a more sustainable approach.
    The report discusses the market growth, competitive market of Aston Martin which is one of the UK-based global sports car companies.
    The report also analyzes the strength and weaknesses of the company and at the same time focuses on the sustainable efforts it can take. 
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    Aston Martin Lagonda is one of the independent luxury sports car manufacturers in the UK that started their impressive journey in 1913 holding the hands of Lionel Martin and Robert Bamford. The company shares a brilliant market reputation as one of the world’s fastest -growing car brands due to a variety of reasons while working together to build a brilliant X-factor of this manufacturer who are currently leading the market of UK as well as of the whole world (Aston Martin, 2021). The favourite car brand of James Bond has reached sales success worth Eur 274.4 million during the second quarter of 2021.
    After years of doubt the founders, Bamford and Martin produced their first car in 1922 under the brand name Bamford & Martin to compete in the French Grand Prix, which had eventually set speed records at Brooklands (Williams, 2020). The company met its first significant financial crisis in 1924 when they went bankrupt, and was further acquired by Dororthea, Lady Charnwood. After 1925 inventors Bill Renwick, Augustus Bertelli and Lady Charnwood took control over the business and renamed the company as Aston Martin Motors. After years of various acquisitions and partnerships, the company has decided to float the brand at London Stock Exchange with the name Aston Martin Lagonda Global Holdings plc. which has made this company become subject to an initial public offering. The company, during its initial journey, has produced pre-war models such as Aston Martin Standard Sports, Aston Martin International, Aston Martin Le Mans etc, whereas its post-war production includes Aston Martin DB, Aston Martin V8, Lagonda Rapide, Lagonda Vignale, Aston Martin Twenty Twenty, Aston Martin V12 Vantage RS, Aston Martin DBX, Aston Martin DBS Superleggera, Aston Martin Valhalla etc.
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    Being one of the biggest global automotive dealers, facing challenges in the international markets are part of the business dealings of Aston Martin. The onslaught of pandemics has presented amenable challenges in the trading of the automotive giants in the international market and Aston Martin is not an exception (Hoeft, 2021). 
    Excessive costs related to production are one of the reasons which makes the scenario difficult for Aston Martin in the international market. The company is currently dealing in 53 markets that come with additional challenges related to taxes, excessive pricing for manufacturing due to the costs of importing and exporting along with other political reasons. Another alarming difficulty that the automobile industry is facing now is related to connected technologies which is one of the biggest challenges. In order to combat the new-age technologies and to stay relevant to the market, companies need to work on various data-driven and digitized functionalities which is leading to a huge amount of data liability for storing, analyzing and transferring (Sellors, 2020). The emerging new industry trends are other reasons which are making Aston Martin face serious competitive drawbacks in the market.
    The environmental pollution due to the emerging CO2 has made higher concerns for the environmentalists and the governing bodies of the countries which are making the e-mobility trend become highly effective. For example, car markets like China are rapidly adopting e-mobility means which are making manufacturers like Aston Martin face huge infrastructural drawbacks. 
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    The internal business environment of Aston Martin is quite diverse in nature which makes it one of the strongest automotive market dealers in the UK. With its 100 years of experience in the market, the brand continues to face various situational challenges, opportunities and other aspects which are highly necessary for the overall growth of the company. 
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· Strength: The company has been named as one of the fastest-growing automotive brands on a global scale due to its massive expertise in manufacturing, innovative ideas, technology incorporation and many more. At the same time, the company has great expertise in drawing a good share of customers to its brand on a regular basis (Zhang, et al. 2020). In 2018, the brand has successfully drawn 48% of customers to its business. The company is now working on its Second Century Plan which is working on enhancing the ability of this brand to enter into the nearer market. The company is also ruling over the automotive industry of the UK with its effective pricing strategy which lets it easily enhance the average pricing of its core models. 

· Weakness: The company depends on a limited number of suppliers which make it quite difficult for the company to meet the demand of dealers all over the world. On the other hand, the company is highly dependent on its dealer for its promotion and sales which is burning proof of its poor marketing strategy and promotional efforts. At the same time, the company is dealing with a variety of risks regarding the geographical growth policies such as taxes, permission related issues, covid-related supply chain drawbacks etc (Ishida, 2020). 

· Opportunities: The company can effectively grow its opportunity by switching to the completely beneficial strategies of embracing the technologies for further betterment. The company can work on transitioning its hardware-driven systems to software-driven ones which can grow the overall prospect of the company to tap into the new market trends. At the same time, the electric vehicle market is rapidly emerging due to sustainable design and engineering. The company can work on its electric car designs which can brilliantly give rise to their amazing brand performance. 
· Threats: Both the global market and the market of the UK is filled with larger competitors such as Tesla, BMW, Jaguar, Ferrari, Bentley, Lamborghini etc. Apart from that, most of the cars that the company produces are based on fuel consumption which causes greenhouse gas emissions which can lead to multiple backlashes from both government and environmentalists. 


	Strengths 
	Weaknesses 

	· Strong global presence 
· Outstanding vehicle design and mechanisms 
· Use of brilliant advanced technologies 
	· Dependency on suppliers who are limited in number 
· Poor marketing strategy 

	Opportunities 
	Threats 

	· Adapting new technologies 
· Aligning with newly rising electric vehicle trend 
	· Highly competitive market 
· Car models which are less sustainable
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    Aston Martin Value Chain analysis comes in the form of a complete analytical framework which helps in business identifying activities which can create better value and advantages for the company. Here is the value chain analysis of the company. 

· Aston Martin Inbound Logistics 
    The inbound logistics of Aston Martin includes the receiving and storage of materials for energy storage, parts assembling, car engineering etc. Apart from that the company also uses a huge range of scarce materials like copper, cobalt, steel etc. 

· Aston Martin Operations 
    Aston Martin is a vehicle manufacturing company that also takes part in the assembling of vehicle parts. The company has its presence in at least 53 countries all over the world. 

· Aston Martin Outbound Logistics 
    Aston Martin has grown its logistics in multiple ways as it has opened its new logistics centre in Warwickshire worth 2500000sq ft which is one of the largest and is going to support plenty of businesses to circulate a largest storage and supply facilities. 

· Aston Martin Marketing and Sales 
    Aston Martin use quite a strategic marketing effort in order to improve its brand awareness (Aston Martin, 2021). The company has used $100 million on its marketing through advertising on digital and analogue forms in the previous years. They also invest in their premium advertisement units over more than 100 media properties. 

· Aston Martin Services 
    Aston Martin has a huge customer base which mostly includes the sporty ones (Essamri, McKechnie and Winklhofer, 2019). Even though the company has struggled with its dropped sales for a few years due to poor services it has revived back and has become one of the fastest-growing ones through its brilliant customer experience delivery. 
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Figure 1: Value Chain Analysis
(Source: Verma, 2018)










[bookmark: _n513h85l1szx][bookmark: _Toc92199022]  External business environment (PESTLE Analysis, Porter’s five forces analysis, competitive advantage)

    
     Being a global brand, the Aston Martin faces various aspects of challenges, opportunities and prospects in the world market which makes it one of the significant game-changer in the automotive world. More than one factor affects the growth factor of the company. 
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Political
	· Due to the Brexit deal there is an emerging uncertainty in the UK market. 
· The higher range of exposure to a diverse range of global political issues. 

	

Economical
	· Impact of the pandemic affected world economy and in automotive industries 
· Higher range of enhancement in the High NetWorth Individuals 
· The annual revenue of the company in the year 2018 was 1.1 Billion British pounds, doubled for the same in 2015 (Statista, 2021)

	
Social
	· Higher range of changes in the taste and interest of the consumer along with the increase in disposable incomes (Podstavkova, 2020)
· Rise of people in the number who are using rental cars 
· Growth of the used car market 

	
Technological
	· Interest in the growth of the electrification or alternative fuels in the market 
· Use of smart technologies in car functionalities 

	Legal
	· Compliance with a range of changing laws, regulations or in policies for the governmental organizations 

	
Environmental
	· Rising greenhouse effects form vehicle emission 
· Environment-related sustainability concern 
· Carbon footprint reducing trend 
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Figure 2: PESTLE Analysis
(Source: Chen, et al. 2018)
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    The Porter’s Five Forces model helps to analyze the market competitiveness that a company is facing. Here Porter's five forces analysis will help to better understand the nature of competition Aston Martin is facing and how it can cope up with that competition. Here is Porter’s Five Forces analysis of the company. 
1) The power of bargaining that the buyers of Aston Martin possess: In case the buyers have a stronger enough bargaining power then they can work on driving the price down and can further limit the scope of the organisations to earn more profit through its pricing strategies (Alsharif, et al. 2021). 
2) The bargaining power of suppliers of the company: In case the suppliers of Aston Martin are having stronger power of bargaining then it will gradually extract the higher range of pricing from the car brand. 
3) Threats from new competitors: In case there are stronger threats from the new market entrants then the company can rely upon the earning of fewer profits to ensure the loyalty of its customers and to mitigate the threats. 
4) Threats of alternative products: In case there are alarming threats from the substitute or alternative products then the company either has to make an investment in R&D or they might need to risk their performance in front of disruptors present in the industry (Hussein, and Massoud, 2019). 
5) Rivalry among the existing market performers: In case there is highly effective competition then it can become tough for the company to gain its sustainable profits from the market. 






[bookmark: _ln6t668bivdn][bookmark: _Toc92199025]           Competitive advantage


     As one of the biggest sports car manufacturers in the world the company works with brilliant competitive advantages. The company successfully established at least more than operating centres in 140 locations in the world to improve its sales. The higher quality sports cars have offered this company a competitive advantage over the other competitors like Toyota who have a focus on the mass market on the basis of cheap and cost-effective cars. 
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     The automotive industry has a great share of effects on the environment since the vehicles work as a great source of greenhouse gas emission (Chen, et al. 2018). However, the world automotive field is working on attaining sustainability through a variety of approaches to align with energy efficiency and green-energy efforts. In order to combat the new sustainability trend to align with the environmentalist approach, automotive companies like Aston Martin needs to adopt highly effective measures. The company can work on its effort of electrification which will allow the vehicles to be energy efficient and low on carbon footprints (Aston Martin, 2021). The company can work on its technologies of renewable resource harvesting, reducing the use of non-renewable fuels.






[bookmark: _Toc92199027]Conclusion


    The automotive industry is one of the rapidly growing ones that have a great share in the world of economy among which Aston Martin has a significant share.
    In order to make the automotive industry more sustainable, the companies need to work more on their power sustainability, new-age technologies and better designs. 
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