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[bookmark: _Toc234026197]Executive Summary

Aston Martin Lagonda is undergoing strategic transformation during one of the most disruptive periods in the modern automotive industry. Electrification, artificial intelligence (AI), digitalisation, supply chain disruption, sustainability demands, and shifting customer expectations have reshaped the competitive landscape. For a low-volume ultra-luxury manufacturer, the challenge is distinctive: Aston Martin must preserve its craftsmanship, exclusivity, and brand identity while funding capital-intensive technologies that are difficult to scale (Wells and Nieuwenhuis, 2012).
This report examines Aston Martin’s transformation by assessing its internal capabilities, external pressures, and response to industry change. Corporate disclosures show a strategy centered on product renewal, electrification investment, AI integration, and sustainability initiatives, including Racing. Green. programme (Aston Martin, 2024). These actions indicate that organisational change is essential to the company’s long-term survival.
Using Lewin’s Three-Step Model and Kotter’s Eight-Step Framework, the report evaluates Aston Martin’s change management approach. The analysis suggests that the company has created urgency and begun implementing change, but it still needs to embed transformation in its culture, strengthen employee alignment, and sustain long-term capability development (Kotter, 2012; Burnes, 2020).
Leadership and culture are central to the success of this change. Aston Martin’s heritage-based culture supports quality and brand authenticity, but it may also slow the adoption of digital and data-driven practices. A hybrid leadership approach, combining transformational and transactional elements, is therefore needed to balance innovation with operational discipline (Cao and Le, 2022).
The report concludes by proposing “Luxury Performance 2030,” a structured change management framework integrating electrification, AI-enabled operational improvement, workforce capability development, and cultural transformation. It argues that Aston Martin’s future competitiveness depends on treating organisational change as a continuous capability, not a series of separate projects.
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The necessity for organisational change has become a central requirement for firms operating in dynamic and technologically advanced environments. Rapid developments in globalisation, environmental regulation, and digital transformation have compelled organisations to continuously adapt their strategies, operations, and structures to maintain competitiveness (Burnes, 2020). Consequently, change management is no longer merely a reactive process but has evolved into an initiative-taking strategic capability. 
Change management refers to the structured approach utilized to transition organisations from their current state to a desired future state, ensuring alignment between strategy, culture, and stakeholder expectations (Kotter, 2012). The success of change initiatives is contingent upon leadership effectiveness, employee engagement, and the organisation's readiness to adopt new behaviours (Albrecht, Connaughton, and Leiter, 2022). 
Aston Martin Lagonda provides a relevant case study for analysing organisational change due to its ongoing transformation within the luxury automotive sector. Established in 1913, the company is globally recognized for its high-performance vehicles, craftsmanship, and strong brand heritage (Aston Martin, 2025). However, the automotive industry is undergoing fundamental restructuring due to electrification, artificial intelligence, and sustainability pressures (Koelmel, Brysch, and Bulander, 2025). 
Aston Martin’s planned transition to hybrid and electric vehicles between 2025 and 2030 highlights the challenges faced by traditional luxury manufacturers. These challenges include balancing innovation with preserving brand identity, managing financial pressures, and overcoming resistance to change within an established organisational culture. This report, therefore, aims to critically evaluate Aston Martin’s approach to change management and assess whether it is sufficient to ensure long-term competitiveness.
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Aston Martin’s recent history demonstrates an organisation seeking to strengthen its long-term competitiveness through a more resilient product portfolio, improved profitability, and a clear transition towards electrification. In its 2024 Annual Report, Aston Martin described 2024 as “a year of intense product launches” and stated that its “reinvigorated core line-up has improved product performance and driven reappraisal” (Aston Martin, 2024). This highlights that strategic change within the company extends beyond corporate communication and is reflected in product innovation, brand revitalisation, and enhanced customer value. In the luxury automotive sector, product development is a critical indicator of strategic transformation, as consumers associate innovation with quality, desirability, and future relevance.
Internally, Aston Martin’s key strengths include its iconic global brand, distinctive British design heritage, engineering expertise, and strong positioning within the ultra-luxury automotive market. The company’s strategy emphasises the value of its internationally recognised brand, high-performance technologies, customer-focused approach, limited-edition vehicle offerings, and cross-functional collaboration (Aston Martin, 2026). These strengths support premium pricing and create a competitive advantage through differentiation.
Despite these advantages, Aston Martin faces several internal challenges. As a low-volume manufacturer, it lacks the economies of scale enjoyed by larger premium automotive competitors. This limitation increases production costs, makes major technology investments more difficult to absorb, and creates a greater dependence on strategic partnerships for essential capabilities. These challenges are becoming increasingly significant as the automotive industry shifts towards software-defined vehicles, electrification, connected technologies, and digital services. According to Lopez-Vega and Moodysson (2023), digital transformation is reshaping relationships within and beyond organisational boundaries, requiring established automotive manufacturers to develop new competencies and ecosystem partnerships to remain competitive.





· Consumer Oriented: 
We can all over the world.

· Business Oriented: 
We can incorporate blockchain technology and accept all kinds of digital payments.
· Infrastructure in Infancy: 
There will be a substantial 
number of growing pains.

· No Mentors or Experts: 
Because the metaverse is new, there are no proven mentors or experts to help guide us.
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A SWOT analysis framework helps to clarify the Internal and external position of Aston Martin in the market.



A SWOT analysis reveals that the company’s strategic position is characterized by tension between its brand strength and operational constraints. Opportunities exist in the growing luxury electric vehicle market, AI-driven operational improvements, and sustainability-led brand differentiation (Lopez‑Vega and Moodysson, 2023). However, threats include intense competition from established premium brands and new electric vehicle manufacturers, alongside regulatory pressures and supply chain instability (Aston Martin, 2026a).
• Intensifying competition (luxury EVs & premium brands)
• Unstable global demand
• Tightening environmental and regulatory pressures
• Tariff risks (e.g., U.S. and China)
• Supply chain complexity and geopolitical uncertainty
• Growth in hybrid and electric performance vehicles
• AI-driven operational improvements
• Expansion into software and connected-car services
• Sustainability-led brand repositioning
• Persistent profitability pressures
• High capital requirements
• Reliance on low-volume production model
• Slower electrification vs competitors
• Strong brand prestige and luxury heritage
• Exceptional craftsmanship and design quality
• Loyal ultra-luxury customer base
• Strong performance-led brand identity (halo effect)
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A PESTLE analysis indicates that external pressures in the automotive sector are not only significant but also structurally embedded and ongoing, necessitating continuous strategic adaptation.
	COMPONENTS
	RELEVANT ISSUES AND EFFECTS
	
	
	
	

	POLITICAL FACTORS
Elections, change of government leadership, potential policy changes, rule of law, etc.

	Political factors play a pivotal role in determining the industry's direction through industrial policy, trade relationships, and targeted support for the green transition. For example, Aston Martin’s electrification program received £9 million from the UK Advanced Propulsion Centre to support the research and development of a custom luxury electric vehicle battery platform, which includes lightweighting, digital toolchains, and electrification training (Aston Martin, 2023a). This demonstrates how public policy can actively facilitate innovation and strategic repositioning, while also highlighting the reliance of firms on state-backed support to manage the high capital intensity and risks associated with electrification.

	
	
	
	

	ECONOMIC FACTORS
Economic growth or stagnation, interest rates, exchange rates, inflation, unemployment, etc.

	Economic factors introduce increasing volatility and uncertainty. Although the luxury automotive sector experienced exceptionally strong demand following COVID-19, this has since normalized and become more fragmented, complicating forecasting and long-term investment planning (The Manufacturer, 2025). This transition suggests that demand in the luxury segment is becoming less predictable, raising questions about the sustainability of growth models that heavily rely on cyclical consumer confidence.
	
	
	
	· 

	SOCIAL FACTORS
Population and demographic changes, health conditions, level of education, social mobility, social attitudes, religious beliefs, socio-cultural changes, etc.

	Social factors reflect a significant shift in consumer expectations. Affluent customers increasingly demand a combination of high performance, lower emissions, digital connectivity, and personalized experiences. This indicates a transition from traditional status-based consumption towards more value-driven purchasing behaviors, where sustainability and technological sophistication are central. Consequently, firms must balance their heritage and brand identity with evolving societal expectations.

	
	
	
	· 

	TECHNOLOGICAL FACTORS
Changes in the availability or price of new technologies, technological infrastructure, potential changes in technological standards, etc.

	Technological factors represent one of the most disruptive influences within the industry. The sector is being reconfigured by advancements in electrification, software integration, artificial intelligence, cloud-enabled analytics, and advanced driver-assistance systems. Koelmel, Brysch, and Bulander (2025) identify electrification, autonomous systems, digitalization, and AI-supported technologies as key drivers of transformation. However, the rapid pace and scale of this technological change create significant strategic risks, as firms must invest heavily while simultaneously managing legacy systems and capabilities.

	
	· 
	· 
	· 

	LEGAL FACTORS
Labor laws, relevant court cases, employment regulations, etc.

	Legal factors are increasingly constraining strategic flexibility. The tightening of emissions regulations and the expansion of sustainability reporting requirements are not only shaping product development but also redefining governance and compliance expectations. These regulatory pressures effectively reduce the range of viable strategic options, particularly for firms operating in high-performance segments with traditionally higher emissions profiles.

	
	· 
	· 
	· 

	ENVIRONMENTAL FACTORS
Climate, weather, energy consumption regulations, etc.

	Environmental factors further intensify the need for transformation. Climate targets are influencing both powertrain choices and operational practices, placing pressure on firms to decarbonise across the value chain. This creates a dual challenge: meeting regulatory and societal expectations while maintaining profitability and brand positioning in a highly competitive market.


	
	· 
	· 
	· 
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Digitalization and AI are particularly important because they challenge traditional assumptions about where value is created in car manufacturing. Aston Martin’s own IT leadership has stated that the company uses AI-integrated business software to increase productivity and insight, particularly in accounting and supply chain management, and that value is judged by productivity improvement or better decision-making (DirectIndustry, 2025). This is a significant real case example because it shows that Aston Martin is not treating AI as a publicity exercise; it is using digital systems to support managerial and operational performance. At the same time, the company has also acknowledged limits and risks around AI, which suggests a cautious but practical approach rather than indiscriminate adoption. This is consistent with wider sector evidence that the future of automotive mobility is likely to become more connected and assisted while remaining in a protracted transition to electric, rather than moving in a single linear path towards one fully settled model (Arthur D. Little, 2024).
A second real case example is Aston Martin’s Racing. Green. sustainability strategy. The company announced in 2023 that it had achieved carbon neutral manufacturing at its Gaydon and St Athan facilities, while stating that it aimed to operate net-zero manufacturing facilities by 2030 and reach net zero across the supply chain by 2039 (Aston Martin, 2023b). This is relevant to change management because sustainability targets alter both symbolic and operational priorities. They affect energy procurement, process redesign, supplier relationships, investment choices, and employee capabilities. Sustainability therefore becomes part of strategic change rather than an add-on to it. Hearne, Bailey and de Ruyter (2025) argue that electrification in the UK automotive industry has major implications for workers and regions and that skill acquisition must be supported by broader collaborative industrial policy. This helps explain why Aston Martin’s change Programme needs to include people, training, and ecosystem coordination rather than focusing solely on product technology.
A third real case example is the company’s electrification roadmap. Aston Martin publicly described a £2 billion commitment to advanced technologies over five years, with investment phasing from internal combustion engine technology to battery electric vehicle technology, alongside a target for its first all-electric Aston Martin and electrified options across its range (Aston Martin, 2023a; Auto Express, 2023). Such commitments show strategic intent, but they also create execution risk. Electrification is expensive, and customer adoption in some regions has been less predictable than many earlier forecasts assumed. This is especially sensitive to Aston Martin because ultra-luxury customers often value engine character, emotional engagement, and exclusivity. Management therefore faces a difficult balancing act: moving fast enough to remain relevant, but not so fast that the brand alienates core buyers or overstretches capital. Dzienis and McCaleb (2025) argue that digital and green transitions are reconfiguring the automotive industry by changing value chains, strategic partnerships, and state–business relations. Aston Martin’s technology and funding partnerships fit well within that pattern.
Taken together, the evidence suggests that Aston Martin’s recent history should not be described simply as decline or turnaround. It is better understood as a contested transition: product renewal and sustainability initiatives have progressed, but the business still faces volatile markets, capability gaps, and structural cost pressures. The strategic issue is therefore whether Aston Martin can turn multiple isolated initiatives into one coherent organisational transformation. That question leads directly to the evaluation of change management models.
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Change management models help organisations understand and implement transformation effectively. In Aston Martin’s case, Lewin’s Change Model is useful for evaluating how the company has managed its transition towards sustainability, digitalisation, and electrification.

According to Lewin’s three-stage model, change occurs through unfreezing, changing, and refreezing (Burnes, 2020).

[bookmark: _Toc234026204]3.1 Lewin’s three-stage model.


Overall, Lewin’s model shows that Aston Martin has successfully recognised the need for change and implemented significant transformation initiatives. However, the company is still working towards fully embedding these changes while operating in a dynamic and uncertain business environment
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Step 1: Create a Sense of Urgency
Kotter’s eight-step model provides a more detailed lens for evaluating Aston Martin’s transformation. The first step, creating a sense of urgency, appears strongly present within the organisation. Urgency has been generated not only by wider industry trends but also by Aston Martin’s own financial and operational challenges. The need to balance production with demand, reduce operating costs, manage tariffs, improve cash flow, and maintain competitiveness reinforces the necessity for change (Aston Martin, 2026a).
Steps 2 and 3: Form a Guiding Coalition and Develop a Strategic Vision
Kotter’s second and third steps—forming a guiding coalition and developing a strategic vision—can be linked to Aston Martin’s executive leadership structure, sustainability governance framework, electrification programme, and strategic priorities. Company strategy documents emphasise key pillars such as brand strength, technology, customer focus, innovation, and people, while sustainability reports demonstrate board-level oversight of Environmental, Social and Governance initiatives (Aston Martin, 2026; Aston Martin, 2024b). These factors indicate that the transformation is supported by a clear strategic direction and governance structure.
Steps 4 and 5: Communicate the Vision and Enable Action
The fourth and fifth steps—communicating the vision and enabling action—present greater challenges. A common risk during organisational transformation is that communication aimed at investors becomes stronger than communication directed at employees. Although senior leadership may have a clear vision, this vision may not always be translated effectively into the daily priorities of engineers, manufacturing teams, purchasing departments, and commercial staff. Research by Aitken and von Treuer (2021) highlights that effective communication, relationship building, stewardship of the organisation, and self-management are critical leadership behaviours that strengthen organisational identification during periods of change.
This finding is particularly relevant for Aston Martin because employees are likely to identify strongly with the company’s heritage of craftsmanship and product excellence. If change is communicated primarily as a response to cost pressures or regulatory compliance, employee commitment may decline. However, if leaders position electrification, digitalisation, and process redesign as mechanisms for preserving Aston Martin’s distinctive luxury identity in a changing market, employees are more likely to view the transformation as legitimate and necessary.
Steps 6 and 7: Generate Short-Term Wins and Sustain Acceleration
Kotter’s sixth and seventh steps focus on achieving short-term wins and sustaining momentum. Aston Martin has several identifiable successes that can support change communication efforts. Examples include government support for the battery electric vehicle (BEV) platform, progress toward carbon-neutral manufacturing, major model launches, and the commencement of Valhalla deliveries (Aston Martin, 2023a; Aston Martin, 2023b; Aston Martin, 2026a).
From a change-management perspective, these achievements represent more than positive publicity. They provide evidence that the organisation is capable of learning, adapting, and progressing. However, Kotter emphasises that short-term wins are valuable only when they contribute to deeper organisational transformation. Consequently, Aston Martin must ensure that these successes are connected to broader objectives such as capability development, cultural change, platform innovation, digital maturity, and stronger cross-functional integration.
Step 8: Anchor Change in Organisational Culture
The final step in Kotter’s model is anchoring change within organisational culture. This may be the most critical and least complete aspect of Aston Martin’s transformation. Cultural anchoring requires the organisation to redefine its understanding of excellence. Historically, excellence at Aston Martin has been associated with craftsmanship, driving experience, design quality, and exclusivity. While these values remain important, the organisation must also embrace software expertise, data-driven decision-making, electrification capabilities, and cross-functional agility.
Smit (2021) argues that cultural change can emerge both as a reaction to transformation and proactively before transformation is fully implemented. This suggests that Aston Martin’s leaders cannot wait until technological projects are completed before addressing cultural assumptions and behaviours. Instead, cultural adaptation must occur simultaneously with strategic and technological change.
Leadership and Employee Engagement Considerations
Recent research further strengthens this evaluation. Onyeneke and Abe (2021) found that leadership behaviours associated with visioning, communication, participation, and employee support are important for securing employee buy-in during change. Similarly, Albrecht, Connaughton and Leiter (2022) demonstrate that employee change engagement is influenced by organisational resources, job resources, senior leadership support, and the overall change climate. Furthermore, Cao and Le (2022) argue that transformational leadership enhances organisational change capability through the development of trust in leadership.
These findings suggest that Aston Martin’s success will depend less on selecting a particular change model and more on leaders’ ability to create trust, meaning, support, and organisational capability at multiple levels. Therefore, the company must effectively manage both the structural and emotional dimensions of change.
Overall Evaluation
Overall, Aston Martin’s transformation appears partially aligned with both Lewin’s and Kotter’s change models. A strong sense of urgency exists, a broad strategic direction has been established, and several visible transformation initiatives are already underway. However, the models also highlight potential risks. Implementation may become fragmented if product launches, sustainability initiatives, digital transformation projects, and cost-reduction programmes are not fully integrated. In addition, cultural anchoring remains incomplete, and employee identification with the future organisational vision requires further development. The next section therefore examines leadership and organisational culture in greater depth.
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The purpose of a change management plan is to provide a structured pathway from the current state to a desired future state. For Aston Martin, the central strategic question is how to develop a future-ready ultra-luxury business without compromising profitability, brand identity, or employee commitment. The proposed response is a phased programme titled “Luxury Performance 2030”, built around four integrated workstreams: electrified product transition, digital and AI-enabled operations, workforce capability development, and culture-led stakeholder alignment.
The first component is the change itself. Aston Martin should accelerate its shift from an internal combustion portfolio to a balanced mix where PHEVs and BEVs are high-margin, brand-consistent products. This does not require immediate full replacement of combustion engines, but rather a gradual transition focused on platforms and experiences that support the 2025–2030 period while preserving brand heritage. This aligns with the company’s stated electrification and mixed drivetrain strategy (Aston Martin, 2023a; Aston Martin, 2026b).
The plan has five clear objectives. First, improve strategic resilience by reducing reliance on combustion-only assumptions. Second, increase operational efficiency through AI, digital visibility, and integrated planning tools. Third, strengthen organisational capability through training in electrification, digital skills, and cross-functional working. Fourth, embed a culture where sustainability and performance coexist. Fifth, maintain financial performance through disciplined investment, milestone-based funding, and selective premium pricing linked to innovation.
Financial planning must reflect the company’s constraints and avoid excessive spending. It should be structured across three layers: strategic investment (electrification, digital systems, skills), self-funded efficiency gains (cost control, supply-chain improvements, reduced rework), and value capture (higher pricing, personalisation, and potential digital revenue streams). Investment should be controlled through stage gates, ensuring funding continues only when measurable progress is achieved, reducing the risk of sunk-cost failures.
Spending should also be categorised into “must win,” “enable,” and “explore.” 
“Must win” covers core electrification, supply-chain visibility, and workforce safety and skills.
 “Enable” includes ERP systems, dashboards, and collaboration tools. 
“Explore” includes AI pilots and early-stage innovation projects. This structure ensures financial discipline and clearer prioritisation for stakeholders.
Communication is a critical success factor. Aston Martin requires a structured communication system based on a clear strategic narrative explaining why change is necessary, what will change, and how success will be measured. This should be translated into tailored messaging for different departments and reinforced through managers equipped with briefing materials. Communication should combine formal channels (town halls, intranet updates) with interactive engagement (workshops, Q&A sessions, video briefings). Emotional concerns must also be addressed, particularly around identity, craftsmanship, and job security.
Stakeholder communication must extend beyond employees. Investors need clarity on financial returns and risk reduction, suppliers need visibility of future requirements, dealers need product and technical readiness information, and customers need reassurance that electrification will enhance rather than dilute brand identity.
The implementation will follow three phases:
 Phase One (0–12 months, “Stabilise and Align”) focuses on governance, communication, capability mapping, and early operational improvements, including a transformation office and training programmes. 
Phase Two (12–30 months, “Build and Integrate”) expands AI integration, strengthens cross-functional working, scales training, and embeds cultural and performance alignment into management systems.
 Phase Three (30–60 months, “Anchor and Scale”) institutionalises change so digital systems, governance, and electrification capabilities become standard business practice, supported by leadership succession planning and stronger supplier and customer feedback loops.
Evaluation should be multi-dimensional, covering financial, operational, strategic, people, and customer indicators. Financial metrics include margins, cash flow, and transformation spend. Operational metrics include production stability, quality, and decision speed. Strategic metrics track electrified order share and digital adoption. People metrics measure training, engagement, retention, and leadership effectiveness. Customer metrics assess satisfaction, quality perception, and brand advocacy.
To ensure accountability, Aston Martin should implement quarterly transformation reviews using traffic-light reporting and escalation procedures. Each workstream remains accountable for outcomes, while annual reviews allow strategy adjustments based on market and regulatory changes, making the plan adaptive.
Real-world evidence supports feasibility. Project ELEVATION, carbon-neutral manufacturing, AI-enabled ERP systems, and the rollout of the Valhalla PHEV demonstrate that transformation is already underway. The proposed plan consolidates these initiatives into a coherent structure, strengthening governance, communication, and cultural alignment.
Overall, the plan aligns with Aston Martin’s strategic reality by integrating technology, process improvement, leadership behaviour, and employee capability into one system. This increases the likelihood that transformation becomes sustained rather than fragmented.
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Aston Martin is a convincing case study in organisational change due to its exposure to technological disruption, regulatory pressure, market uncertainty, and brand identity challenges. The company has already made visible progress in electrification, sustainability, and operational transformation, supported by initiatives such as Project Elevation, carbon-neutral manufacturing, AI-enabled systems, and the introduction of Valhalla PHEV deliveries.
However, the transformation remains incomplete. The key challenge is integrating multiple initiatives into a single, coherent change strategy. While urgency and direction are evident, deeper cultural embedding and capability development are still required. Leadership is therefore critical in balancing financial discipline, technological progress, and brand preservation.
The proposed change plan provides a structured solution by linking electrification, digital transformation, workforce development, and communication into a phased model. It also emphasises culture and leadership as essential enablers rather than secondary concerns.
Aston Martin’s competitiveness depends on its ability to integrate strategy, technology, people, and culture into a unified change capability. Organisational change is therefore not just an operational requirement but a core strategic necessity for its future success.



Reflection on this module learning and how to use in your work?

This module has significantly improved my understanding of organisational change and leadership. I learned about the nature of the change process, including planned and unplanned change, organisational culture and structure, conflict resolution, and the role of managers as change agents. Studying hard and soft models of change, as well as frameworks such as Lewin’s Three-Step Model and Kotter’s Eight-Step Model, helped me understand that successful change requires careful planning, communication, employee engagement, and continuous evaluation.
The module showed me how leaders, managers, supervisors, trainers, and employees all contribute to organisational responses to environmental and business changes. At my workplace, this knowledge has helped me become a more effective team leader by introducing change through small milestones, motivating colleagues, encouraging teamwork, and listening to employees’ ideas and concerns. I also developed stronger analytical, problem-solving, and collaboration skills.
As a future business owner, I have learned that change is inevitable and that organisations must continuously adapt to remain competitive. My role as a leader will be to inspire, support, and engage employees, shareholders, and stakeholders while building a positive culture that embraces change and drives organisational success.
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Appendix: Real Case Examples Referred to in the Report
Project ELEVATION and the £9 million Advanced Propulsion Centre funding for Aston Martin’s bespoke BEV platform and electrification training.
Achievement of carbon neutral manufacturing at Gaydon and St Athan as part of the Racing. Green. sustainability strategy.
2024 core model renewal and intense product launches described in the Annual Report.
Use of AI-integrated ERP and digital systems in accounting and supply chain management to improve productivity and insight.
Operational transformation measures reported in 2025, including SG&A and CAPEX reductions, quality investment, and Valhalla PHEV deliveries.



The changing stage involves implementing new strategies and practices. Aston Martin has undertaken several initiatives during this phase, including the development of electric vehicle technology, investment in hybrid models such as the Valhalla project, adoption of digital technologies, and the use of artificial intelligence to improve productivity and operational performance (Aston Martin, 2023a; Aston Martin, 2024; DirectIndustry, 2025). These actions indicate that the organisation is actively transforming its operations and business model.


The refreezing, focuses on embedding new practices into the organisation’s culture and operations. However, this stage remains challenging for Aston Martin because the automotive industry continues to experience rapid technological and market changes. As a result, the company has not fully stabilised its transformation efforts. Instead, Aston Martin must continue adapting to evolving customer expectations, environmental regulations, and technological developments. This suggests that continuous change may be more appropriate than a permanent refreezing of new practices (Burnes, 2020; Ciupan, 2026).


The unfreezing stage involves recognising that existing ways of working are no longer suitable. At Aston Martin, this stage can be seen through the increasing pressure from industry trends such as vehicle electrification, sustainability requirements, technological advancements, and financial challenges. The company acknowledged these pressures by introducing portfolio transformation initiatives, reducing operational costs, and investing in quality improvement and efficiency programmes (Aston Martin, 2026a). These actions demonstrate management’s recognition of the need for change.
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