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[bookmark: _Toc48398040]1.0 Introduction
Marketing within an organisation can be described as the actions taken by it to promote business and selling activities of products and services with proper advertising and research. 
[image: ]
Figure 1: Marketing Process
(Source: https://www.smartsheet.com/sites/default/files/styles/full_width_desktop/public/IC-Marketing-Process-overview.jpg?itok=2dcuSHJS)
The marketing process can be described as "A series of steps that allow organisations to identify customer problems, analyse market opportunities, and create marketing materials to reach the desired audience. (Bergstrom and Bergstrom, 2020)” The present research would consider the environment of Aston Martin and the marketing process to understand their performance.
[bookmark: _Toc48398041]2.0 Discussion & Analysis
[bookmark: _Toc48398042]2.1 Main marketing process stages in Aston Martin
Mission statement
The mission statement of Aston Martin states that they have the mission to be the best in the market by providing the best product to the customers. The primary mission of the organisation has been to offer luxury, performance, and allure to the customers.
Situational analysis
The following SWOT analysis would describe the situation of Aston Martin clearly:
	Strengths
· High brand value ad legacy among the customers
· A historically rich heritage and value among the customers.
· Powerful and classy cars with exceptional engineering and performance.
· Innovative features
	Weaknesses
· Lesser penetration in the market
· Limited range of cars
· High price and luxury cars which may not be affordable to the greater economy.

	Opportunities
· To capture the automobile market which is expanding
· To use the brand value to acquire new customers
· To increase marketing distribution and reach through the promotion
	Threats
· The rising cost of fuel and government policies may adversely affect Aston Martin sales (Aston Martin SWOT & PESTLE Analysis | SWOT & PESTLE, 2020)
· Competition from other giants
· Innovation and design by other players


Table 1: SWOT analysis
(Source: Self-created)
The advantages of the situational analysis with SWOT have been to identify the market threats and opportunities and to take measurements accordingly. Besides, the strengths can also be identified, which will enable us to grab the opportunities (Fulgoni, 2018). Moreover, the disadvantages are there too. Firstly, the analysis shows the threats, but it does not show the unique features of Aston Martin like niche popularity which has enabled them with a competitive advantage.
Objective
The objective of the organisation has been to offer high-quality luxury cars to the people by making those environment-friendly. Besides, Aston Martin has an objective to uplift cash follow and profitability so that the cars can be developed from the Free cash flow. (Strategy | Aston Martin Lagonda, 2020)
Strategy
The "second-century" plan has been a mid-term strategy released in 2015 has aimed in three sections: "business stabilisation", "core strengthening" and "product portfolio expansion" to increase sustainable business. (Strategy | Aston Martin Lagonda, 2020)
Implementation & control
The implementation of the process and the strategy is done by the expert marketing strategists within the organisations. The main marketing strategy used by the organisation is scarcity marketing, niche marketing, and placement of the brand through media. Besides, the control is done by the marketing director to place these cars to niche customers.
[bookmark: _Toc48398043]2.2 Macro environmental analysis
To determine the environment in which Aston Martin operates, the use of PESTEL can be done as follows:
Political: the market in which Aston Martin operates has been the UK. The political instability and the Brexit situation has made the UK market uncertain (Kotabe and Helsen, 2020). Besides, exposure to the global development of politics can be a cause of an unfavourable situation to Aston Martin. 
Economical: the economic factors and recent slowdown of the economy throughout the world, especially in the UK, can affect the purchasing power of people. Market risks arising from the "foreign exchange rate" can be unfavourable to the luxury carmaker Aston Martin.
Socio-cultural: the main character of the market, which is observed, has been the increase in disposable income and female luxury car customers. While this increase is a favourable sign for Aston Martin, there has been a threat from the increased use of the used cars which is slightly unfavourable. (Aston Martin SWOT & PESTLE Analysis | SWOT & PESTLE, 2020)
Technological: the change of technology, to be more specific, the use of electric cars has been the trend with digital facilities and automatic cars. Although Aston Martin has released their electric car Rapida E at the cost of $330000, they have an unfavourable situation as the carmakers as Tesla has stressed on technological uplift.
Environmental: the main environmental change in recent times in the Automobile market has been the increase in low-carbon emission cars. As most of the Aston Martin cars are driven by fuel, they have to introduce a low-carbon production strategy, and this an unfavourable situation for them.
Legal: the sustainability of lower liability claims and operational license loss can be the situation that can affect Aston Martin. Besides, the policies of the government regarding sustainability and customer safety can affect the business process of Aston Martin  (Morgan, Whitler, Feng and Chari, 2018). The situation might be a little unfavourable as this can affect sales of Aston Martin.
From the analysis made through PESTEL, certain advantages can be availed. Firstly, unfavourable situations like environmental compliance and others can be identified through it. Secondly, it is necessary to gain detailed knowledge about the market in which Aston Martin operates. The disadvantages of this tool have been the ignorance of the competitors, their strengths & weaknesses, and the power of the stakeholders. (Aston Martin SWOT & PESTLE Analysis | SWOT & PESTLE, 2020)
[bookmark: _Toc48398044]2.3 Segmenting, targeting and positioning
The STP strategy of Aston Martin can be described as follows: 
Segmentation: the segmentation of the cars prepared by Aston Martin is based on the demand from the people in different sections. With the plan “second-century”, the brand has aimed to enter the market where the customer cluster is present rather than in the traditional car markets. According to the company, the market is segmented into three categories. In category C, it is beneficial to use a hatchback in the cars, but when customer pull is to be done, a brand should not look at the categories rather than customer clusters (Fulgoni, 2018). Therefore, the brand has prepared cars like DB11, DBX, and others that aim at customer clusters, especially women.
Targeting: as stated earlier, the organisation has moved forward from the traditional marketing strategy. The target market for the brand has shifted from a particular category to a cluster market. Therefore, the target has been the people who love fast and luxury cars (Adams et al. 2019). Still, as the previous analysis suggests, female customers have increased, which has been a strength to Aston Martin. Therefore, the focus of new cars such as DB11 and others has been on female customers.
Positioning: as a producer of premium and luxury cars, Aston Martin naturally fixed its focus on the high-end niche customers. Besides, the brand has a heritage and niche customer base of speed-lovers and lush models (Kotabe and Helsen, 2020). Besides, they have been trying to position their brand among the female through the model of DB11.
[bookmark: _Toc48398045]2.4 Marketing mix
The current marketing mix of Aston Martin will focus on the main criteria of product, place, price and promotion, which is often referred to as the 4Ps of the marketing mix. The analysis follows in the following points-
· Product: The name Aston Martin is closely affiliated with luxury cars which offer one of a kind experience while simultaneously being a cultural or class icon. The organisation had the priority of luxury cars for a considerable amount of time, but this has changed as the organisation has adopted a more product differentiation as part of its generic business strategy. The trucks. SUVs, real estate and marine vehicles have been a new area of focus for the company. Models like Aston Martin Vulcan, Aston Martin Rapide S and Aston Martin V8 & V12 Vantage continue the long line of luxury and efficiency packed with innovative manufacturing approaches (Adams et al. 2017).  
· Place: The range and reach of Aston Martin have been sublime with international presence spread across Europe. The Middle East, Asia and America. Countries like Turkey, Qatar, France, Denmark, Canada and Sweden have the most selling points in all of the international outlets. The market Aston Martin targets is a niche market where the assurance of investment returns is higher. (Kotabe and Helsen, 2020) 
· Price: The current revenue of Aston Martin is past 600 million euros while operating income is close to 16 million Euros in the European and domestic market. The gross income from all the foreign markets can be seen in the form of 975 million USD. 
· Promotion: The brand awareness of Aston Martin has been phenomenal. The brand is synonymous with luxury and sports vehicles with a tint of the class statement. The appeal such as this is widespread, and the results are effectively seen in social media responses. (Adams et al. 2017) 
[bookmark: _Toc48398046]3.0 Recommendation
From the analysis presented above, some recommendations can be made for Aston Martins. Firstly, it can be seen that the organisation has based on cluster marketing instead of traditional category marketing. Besides, as they have based on the female for their new customers, it is recommended to look at the beauty and ease of driving. Secondly, the brand has focused on customised cars like Vulcan V8 & V12 Vantage and advertisement strategy through traditional media and James Bond movies. It can be further recommended to Aston Martin to prepare a highlight of the offerings which will help them with strong brand value.                     
[bookmark: _Toc48398047]4.0 Conclusion
[bookmark: _Hlk49066835]The present study has been done based on the marketing environment and marketing processes of Aston Martin. The study has described well the marketing process, market process stages, and others. The use of SWOT and PESTEL has been done to understand the situation and the external environment. The STP and Marketing mix of the brand has also been discussed with two recommendations that Aston Martin can follow.
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