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Executive Summary
The following report has included the evaluates the benefits and relevance of strategic management It has also discussed Aston Martin’s vision, mission and objectives along with its background. This report has examined the macro environment of the company using the PESTLE analysis. Further, the industry forces have elaborated, utilising the Porter’s Five Forces. The report has included the relevant models, such as value chain analysis and the VRIO framework, to determine the internal resources of Aston Martin. Therefore, it has synthesised the strengths, opportunities, threats, and weaknesses using the SWOT model. Besides, a few well-established effective strategies have been attached in the further section of the report. Finally, it has provided some valuable recommendations based on the company’s current situation.   
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Strategic management 
Strategic management refers to the continuous process of implementing and identifying the strategy to assist a company in achieving its long-term objectives successfully. It involves multiple stages, including identification, evaluation and usage of the business resources for providing a good strategy implementation structure to improve the performance of the organisation. This is majorly important for defining the firm's goals and vision and shapes the organisation's direction to ensure its path of success. The planning and implementation of the management strategies are vital for the long-term growth of any company. 
Overview of Aston Martin
Aston Martin was founded by Lionel Martin in 1913, and it is based in Gaydon, England. The firm is popular for designing and creating cars that are sold in more than 50 countries across the world. It is a globally renowned brand that makes luxury sports cars and manufactures its vehicles in its manufacturing centre in Gaydon (Aston Martin, 2026). The cars made by this company are among the most desirable, ultra-luxury brands. It is a legendary brand that produces cars that are synonymous with cinematic heritage and high performance. 
Aston Martin’s Vision, Mission and Objectives
The company’s mission is to develop the world's most demanding and luxurious British performance cars. Its vision of the company is to remain at the top of the ultra-luxury brand and to create the most addictive sports cars. The objectives of the brand are sustainability, exclusivity, and product transformation (Aston Martin, 2026). Their main objective is to transition to an alternative to the combustion engine with a blended drivetrain strategy, including its PHEV and BEV series.
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Macro-environmental analysis using PESTLE
Political
Aston Martin is an automotive company that deals with manufacturing luxury cars. This requirement to host the government rules. The regulations may include emissions standards and safety rules. These changes in rules can majorly affect the design and engineering of the cars, especially in the European markets. The UK government is stable, which makes the management of these regulations important.
Economic
Aston Martin deals with multiple currencies due to its global brand image, and the fluctuation in these currencies affects its profitability. The European currency pound, during fluctuation, becomes strong or weak against other currencies. Consumers' borrowing costs are greatly influenced by changes in interest rates.  Potential buyers are deterred by the high interest rates while purchasing luxury cars; low interest rates encourage the customers to take loans. The UK’s inflation rate is observed at 2.8% this year, which increases the manufacturing cost of the Aston Martin and creates a negative impact on the company's profit margins (BBC, 2026). 
Social 
The organisation has always positioned itself as the ultimate luxury brand for sports cars; thus, it has always been regarded as a status symbol by people. This year alone, the market for luxury vehicles has reached roughly 480 billion (Statista, 2026). Sales of the company rely on the perception of the luxury brands in society. The James Bond franchise has also helped the company's brand image a lot and cemented it as a symbol of British elegance and sophistication.
Technological
The global automotive market is rapidly shifting towards electric vehicles (EVs). Aston Martin, as any other automaker brand, is also investing in the development of hybrid and electric models. The worldwide market revenue of EVs is 1 trillion, along with futuristic features such as autonomous driving (Statista, 2026). While the full autonomy feature is not developed yet, the brand is working on and developing semi-autonomous features. It is also developing many advanced safety features such as lane-keeping assist, automatic emergency braking and cruise control.
Environmental
Governments are implementing strict emission standards to tackle climate change. It has become a challenge for Aston Martin to maintain these standards while also producing luxury sports cars. The production of the cars needs many kinds of metals and materials; however, there are various concerns has been observed in the resource markets. This resource scarcity is forcing brands to transition to sustainable resources. The European Union has directed the brands to be 85% recyclable and 95% recoverable at the end of their lives (Volkswagen, 2024).
Legal
Aston Martin, being a global company, has to adhere to the strict labour laws, workers’ rights and employee standards of each country in which it operates. The trade policies vitally affect the brand as it is a global brand, with different tariffs, import and export regulations, especially. Tax policies also affect the luxury brand, as high taxes on luxury brands can affect their cost and deter potential buyers. There are also many regulations related to corporate governance and finance that affect the company, especially since it is publicly traded.
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	Threat of New Entrants 
	The probability of this threat is low in the company due to its dominance in the supply chain, making it difficult for the new company to enter the market (Gregor, 2023). Also, the brand heritage and image are built on years of legacy and racing, which creates an impenetrable barrier for new entrants.

	Bargaining Power of Suppliers 
	This is high in Aston Martin as it relies heavily on strategic collaborations such as Mercedes-Benz for platforms and the Lucid Group for EV technology (Gregor, 2023). It offers customised leathers, bespoke infotainment features and carbon fibre, which requires highly specialised suppliers that make the cost higher.

	Bargaining Power of Buyers 
	This could be moderately higher as the market is less sensitive to price; however, it demands perfection in the product. Further, the highly influential customers do not lack choices and are more likely to change brands due to Aston Martin failing to meet their standards.

	Threat of Substitute Products 
	It is moderately low in the organisation as the brand offers a highly customised and luxury brand that makes it difficult to find a substitute for the brand (Weingärtner, 2023). There is no practical and likeable substitute; the only substitute one can find is alternative luxury experiences such as private aviation and high-end yachting.

	Intensity of Competitive Rivalry 
	The competitive rivalry is very high in the automotive industry as Aston Martin continuously races against brands such as Ferrari, Lamborghini, Bentley, and McLaren. Attention of the Ultra-High Net Worth Individuals (UHNWIS) is constantly becoming a battleground for the ultra-luxury brands. The race for achieving the highest EV performance has also heightened the rivalry.
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Value Chain Analysis 
The value chain of Aston Martin emphasises bespoke craftsmanship, ultra-luxury, and performance within the automotive industry of the UK. It involves the primary activities such as inbound logistics, operations, and outbound logistics. These components support the infrastructure, human resources, and technology adoption of the automotive company. It is a strategic framework for evaluating internal capabilities of the firm. Aston Martin has become capable of maximising efficiency and diminishing the manufacturing costs of the car. This company focuses on the complicated supply network with more than 200 suppliers (Automotivelogistics, 2026). The marketing strategy heavily depends on the prestige integration that leverages high visibility to target the high-net-worth audience.   
Resource-Based View model 
It is an effective management framework for evaluating the organisation’s internal capabilities and resources. The application of this model helps Aston Martin to manage its superior performance and achieve a sustainable competitive advantage worldwide. It includes tangible as well as intangible assets required for the car brand. Manufacturing facilities and large investments in raw materials of vehicles, machinery, and equipment are the tangible assets of the firm (Busch, 2022). Conversely, brand value, proprietary technology, development costs, and dealer distribution are considered intangible assets of the automotive firm. 
VRIO model 
	Capabilities
	Valuable
	Rare
	Imitate
	Organised
	Competitive Implication

	Iconic brand design and heritage 
	Yes 
	Yes
	Yes
	Yes 
	Sustained competitive advantage

	High performances infrastructure 
	Yes
	No
	No
	Yes
	Competitive parity 

	Production capabilities and scale 
	Yes
	No
	No
	Yes
	Competitive parity 

	Bespoke customisation 
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage 



Evaluation 
As per the VRIO framework, it is evident that Aston Martin has been operating in the global market with an iconic car brand design that is a strong resource. It builds a powerful network between buyers and the global automotive market (Larbi et al., 2024). High-performance engine, and the utilisation of active materials in terms of 1079PS hybrid powertrain, and carbon fibre structure are robust capabilities of the brand (Aston Martin, 2025). Moreover, Aston Martin has created an exceptional foundation in its manufacturing process by ensuring top-tier bespoke excellence that is almost impossible to imitate. Bespoke customisation is the influential component that is highly valuable and organised to achieve sustainable advantage in the competitive market (Busch, 2022). 
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	Strength
	Weakness

	Exceptional British car design and heritage are the strengths of the iconic car brand that influence the audience actively. Moreover, Bespoke craftsmanship, integration of strategic technology, and unique brand equity are considered key strengths of the automotive company (Denecke et al., 2023). Strong brand reputation of existing for over 100 years, with cultural integration, makes its own identity to connect with the customer emotionally.  
	Despite several strengths, the organisation has weaknesses in terms of precarious financials and delayed electrification.  The automotive car brand struggled with vital debts, such as annual financial losses, which allowed it to eliminate 20% of its overall employees (Varghese, 2026). Besides, delayed certification is a significant issue for the company that escalates capital costs and wastes renewable power. Experiencing supply chain dependencies and lower market sales are the potential weaknesses of the firm that restrict the future growth.       

	Opportunities
	Threats

	Aston Martin is able to develop an innovative battery electric vehicle, and an EV architecture opens many doors to attract the eco-conscious, modern luxury buyers. The organisation will be able to increase its overall production by expanding customisation (Denecke et al., 2023). Similarly, it will be beneficial in the fast-paced market to maximise profit margin throughout the offering to the customer. Formulating 1 leverage helps the brand to keep material innovations through cutting-edge technology.  
	The Aston brand can face geopolitical obstacles on the basis of market friction and rules of origin. Trade policies and government regulations cause supply chain disruptions that hamper the market opportunity of the card brand. Economic instability can slow down the demand in the market, hindering the revenue directly and the delivery process (Winton, 2025). Most importantly, the automotive brand may experience competition with the powerful automotive companies for not meeting customer satisfaction in the buying process. 
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Ultra-Luxury Repositioning 
The strategic alternatives include the product-based ultra-luxury repositioning to increase high margins that are relevant for Aston Martin. This approach allows the brand to move forward in the competitive market by improving its quality, design, and vehicle innovations. Execution of cutting-edge powertrains and autonomous features will be developed by implementing this strategy. The firm may focus on the hyper-personalisation that provides endless options to customise paints, trims, and materials. Applying this strategy allows the company to increase its sales and generate massive revenue to strengthen its financial condition.     
Sustainable Supply Chain Integration 
The integration of this approach assists the organisation in enhancing design principles and the manufacturing process. It influences the environment and society positively by improving the overall vehicle lifecycle. Aston Martin can focus on green and ethical sourcing, such as lithium, lightweight aluminium and nickel. Additionally, this strategy supports the brand in utilising renewable energy sources and adhering to ethical labour standards. The company will be committed to net-zero carbon emissions during its manufacturing process. 
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The following report has focused on the strategic management and sustainability of the UK-based automotive company, Aston Martin. Initially, it has provided the significance and benefits of strategic management, and the primary overview of the organisation. Additionally, the vision, objectives, and mission of the car brand have been included. Further part has evaluated the internal capabilities by using value analysis, and the VRIO model. Therefore, Porter’s five forces and PESTEL have been discussed to optimise the external environment of the company. Moreover, the report has explained the internal business situation of the firm by providing a SWOT analysis.  A few well-established strategic options have been proposed for the company in the final part of the report. 
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It is suggested that Aston Martin develop circular manufacturing in terms of battery recycling and the utilisation of eco-friendly cabin materials. The organisation must use single-piece aluminium for casting that has minimal harmful effects on society and the environment. It is recommended that the automotive brand may focus on the use of hybrid battery electric vehicles along with Lucid-sourced technology to minimise chassis weight. Moving into the sustainable supply chain is the recommendation to the organisation to deliver minimal carbon emissions. Aston Martin can use renewable energy sources and the fleet electrification process in the manufacturing process. 
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