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Executive Summary
This report analyses the changes that have taken place in the luxury automotive industry and how it has affected Aston Martin’s approach to change management. It assesses the company’s transition to electric vehicles (EVs), and digital transformation, and establishes a strategic path of managing them effectively.
External pressures on Aston Martin are also rising technological disruption, globalization and environmental regulations. Focused on its sustainability and innovation under the banner of the company’s Second Century Plan, it sets itself up for long term future success in a fast moving market towards electrification. According to Jurado (2016), this report proposes that Aston Martin speeds transition to EVs with more RandD investment, more investment in process improvements, and partnering with Mercedes-Benz to the boost technical capabilities.
The ability of Aston Martin to implement change is assessed using key change management models such as Kotter’s 8-Step Process and Schein’s Organizational Culture Model and how leadership and culture influences change. In particular, the report highlights that although transformational leadership has helped drive strategic change, resistance from the organization, as a result of a penchant for old fashioned manufacturing processes, remains problematic. The success of future initiatives needs to be addressed by way of addressing this resistance through clear communication and employee engagement (Strenitzerová, 2004).
Finally, the strategy that Aston Martin has developed should maintain the communication between all stakeholders, with respect to its new direction. The EV transition and technological innovations will be monitored by a robust evaluation framework, supported by key performance indicators (KPIs). Aston Martin will be able to remain competitive in a changing, electrified luxury automotive industry (Stanleigh, 2008) by following these recommendations.
[bookmark: _Toc180766339]1. Introduction
[bookmark: _Toc180766340]Purpose of the Report 
The purpose of this report is to provide an in-depth and authoritative examination of Aston Martin’s management of change, which is now one of the major car manufacturing companies in the UK. There has been increasing stress to the firm both from the inside and the outside which consists of among others, digital innovation, volatile economy and changing market place. These factors make the need for a targeted change management style an imperative in order to sustain and enhance Aston Martin’s competitiveness in the face of change in the industry. This report addresses a number of issues, changes experienced in recent years in the leadership style, organizational culture, strategic orientation towards changes, and their management by applying various change management models and theories. The recommendations made will suggest best practice approaches to managing change in the organization for future improvement and agileness. The analysis will evaluate the extent to which Aston Martin is capable of integrating its internal resources with the changing foreign market of the automobile industry.
Moreover, this report will seek to investigate how the company can exploit advancing trends in the industry, such as electric cars and technologies within Industry 4.0, to enhance and boost growth and innovation in the organization (Sinay and Kotianova, 2018). Adopting change management principles into their operations will prepare Aston Martin Motors to respond to the current and upcoming strategic objectives of the organization.
[bookmark: _Toc180766341]Module Learning Outcomes Overview
This report will address several critical Module Learning Outcomes as part of its assessment of change management at Aston Martin. First, it will analyses the interdependence of environmental change and organizational capability by examining how some of Aston Martin’s internal resources, such as leadership and technology, are likely to cope with non-market shocks in the automobile industry (Kim and Kang, 2020). The report will seek to demonstrate how these capabilities enable the organization to be resilient to the volatility of the market in its activities.
Secondly, it will assess the scope of the change and provide a critical analysis of leadership competencies that have a bearing on the change process. Specifically, it will look at the leadership practices that have helped Aston Martin especially during the economic and technological turbulence and the practices in relation to the key change management models (Donnelly et al., 2005).
Thirdly, the report will investigate current developments such as the phenomenon of digital transformation and globalization as factors of management in the case of Aston Martin. The last chapter shall assess and appraise the link that exists between culture and change and how the corporate culture and the employees of Aston Martin International affect the change management strategy. This comprehensive assessment will assist comprehend the strategies of the organization in the realization of future threats whilst ensuring the goals and objectives in the strategy are upheld.
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2. Current State of Aston Martin 
[bookmark: _Toc180766343]2.1 Company Overview 
Lionel Martin and Robert Bamford founded Aston Martin in 1913, and this British luxury car manufacturer, is widely regarded as producing sophisticated cars with great performance throughout the world. Synonymous to exclusivity and craftsmanship, the company blends automotive techniques with cutting edge technology. In Aston Martins, we are trying to make high-quality, luxurious cars which we are pushing as much as you can with performance and design as possible to a specific customer, an elite customer base. Aston Martin has a vision to continue its legacy of leading the luxury automotive sector while innovating in the most disruptive and complex sector of technology, sustainability and materials (Warrior and Kendall, 2020).
Aston Martin occupies a very special place in the UK automobile sector, but mainly in the high end luxury segment. Aston Martin market strategy is about competing with other luxury brands such as Ferrari and Bentley as it uses the bespoke, limited edition models to reach wealthy consumers around the globe. It also strengthens the company’s brand, and helps to solidify its role as a symbol of British luxury and automotive excellence, due to its long association with the James Bond franchise (Birch, 2010). While confronted with economic and industry difficulties, Aston Martin continues the pledge to uphold high standards of quality, performance and innovation in the automotive area.
[bookmark: _Toc180766344]2.2 Recent Performance
During the past decade, Aston Martin's financial and operational performance has been volatile. If anything, the company has handled itself poorly during the global recession in particular, but it has adapted quite well with innovative strategies. According to Kendall (2020), the launch of new models such as its first luxury SUV – the DBX in 2022 – has led to significant increase in revenue in 2022 because the DBX expanded the product line of Aston Martin and has become a commercial success. These efforts have worked, but Aston Martin is financially struggling: the company supposedly lost money in previous years as a result of high production costs and a lack of market penetration.
Aston Martin has been operationally focused on saving money through increasing production efficiency by using advanced materials such as carbon fiber and aluminum in the vehicle design. As long as the customer has remained happy, this has enabled the company to lower costs without compromising product performance and luxury. Additionally, the company has continuously led in the field of technological innovation within the field of electric and hybrid vehicles, in line with the industry trend towards making them greener and greener (Warrior and Kendall, 2020). Yet the company is still grappling with problems of scaling production and of how-to bring costs down in a way that keeps it afloat in the long run.
[bookmark: _Toc180766345]3. External Environmental Factors Affecting Aston Martin 
[bookmark: _Toc180766346]3.1 Recent History of Aston Martin 
It was a very recent past when Aston Martin went through such changes that helped it in today's standing in the automotive world. In 2014, the most important shift in leadership happened when Andy Palmer took the mantle of the CEO. During his tenure, Palmer made a strategic pivot to turn around Aston Martin’s financial health and forge a product portfolio that fits with a likely rising rush of electric vehicles. This is when he also led the development of 'The second century plan,' which includes a host of new models such as the highly anticipated DBX (Warrior and Kendall, 2020), which would be Aston Martin's first ever SUV.
Aston Martin’s ownership structure has also gone through extensive change, besides leadership changes. In 2007 Ford Motor sold the company to a consortium of investors headed up by Prodrive’s David Richards, changing company strategy. Last year, in 2020, Aston Martin was hit with another major financial hurdle, before billionaire Lawrence Stroll bought a controlling stake. The acquisition led to a reshuffle on the board, making Stroll Executive Chairman. Capital injection by Stroll’s consortium proved critical to helping Aston Martin overcome its financial struggles and reshape its business strategy thematically to match changes in the automotive industry (Birch, 2010).
Another thing which Aston Martin did is to pivot their strategy towards their roads more with the introduction of more electric vehicles and their collaboration with tech companies to survive in the market where they aren’t much unique. Partnerships with Mercedes-Benz to develop technological capabilities, especially in powertrains and electronics are also part of Palmer's 'Second Century Plan' (Kendall, 2020). By taking these strategic decisions, Aston Martin better positioned itself to react to the challenges of electrification and digital transformation, two dominant forces in global automotive market today.
[bookmark: _Toc180766347]3.2 Impact of External Environment 
External environmental factors such as economic uncertainty, digital disruption and globalization have by far a big impact on Aston Martin’s business strategy. These factors are the shaping factors of the business operations and competitive positioning in global luxury automotive market.
3.2.1 Economic Uncertainty
The events surrounding Brexit and the global economic downturn forced by the COVID-19 pandemic have made for difficult economic weather for Aston Martin, adding to more than enough uncertainty in the face of an automotive sector beset by financial problems. When Brexit came along, there were disruptions in the supply chain and costs have risen up due to added tariffs that have had to be paid on UK exports. Much of its supply chain was embodied in Europe, and new regulations made cross border activity more complex.
Inflation and escalating materials costs have increased the cost of production for high performance vehicles that depend on exclusive materials including carbon fiber and advanced composites. To manage remained economically viable these economic factors have necessitated the taking of cost cutting measures and more strategic planning around resource procurement and production efficiency. (Freemantle,1995) To face these challenges, Aston Martin’s management have prioritized efficiency and are exploring partnerships.
3.2.2 Digital Disruption
Electric vehicles (EVs) and digital transformation, however, are having a big impact on Aston Martin’s strategic direction. Aston Martin is like other traditional luxury carmakers, forced to adapt to growing consumer demand for environmentally friendly vehicles. As part of its 'Second Century Plan,' the development of EVs has become a critical advancement to its product line, across which digital technologies and hybrid electric solutions are to be integrated (Nunes et al., 2011).
A key piece of this is Aston Martin’s partnership with Mercedes-Benz to gain access to the German car company’s electric powertrain tech, as Aston Martin has typically been unwilling to latch on to full electrification quite as quickly as other luxury marques. Even apart from EVs, how automation and digital transformation are changing production methods. Production efficiency is further increased through advanced manufacturing techniques such as 3D printing and robotics, whilst the company’s clientele expects the customisation they demand (Santos, 2015). The technological developments retain the company competitive in a market where everything is becoming digital.
3.2.3 Globalization
Aston Martin’s operations are still affected by globalization, as the company expands operations into new markets and tries to manage its global supply chain. As Aston Martin is internationalised in the automotive market and is competing with luxury brands such as Ferrari and Bentley in Europe, as well as in emerging markets in Asia and Middle East. In order to meet this need, strategic adaptations have been made to localise some of the operations, and to enhance the marketing efforts to appeal to a different consumer base (Aubin, 1000).
However, the influence of this situation has not made the company rethink its supply chain strategy both at a firm and global levels, against global competition and trade uncertainties. Aston Martin has been forced to reassess its production locations and partnerships to reduce risk and control costs due to the increasing complexity of world logistics and subject to fluctuating trade agreements and tariffs (Díaz-Garrido et al., 2016). The company is investing in flexible manufacturing processes and alternative sourcing strategies to stay competitive in a shifting trade policy environment.
[bookmark: _Toc180766348]4. Critical Evaluation of Change Management Models
[bookmark: _Toc180766349]4.1 Key Change Management Theories 
Companies like Aston Martin need to change management in order to cope with internal transformations and external pressures. There are several models which provide frameworks for how to manage and understand change within an organization. Below is an overview of the most prominent change management theories:
Lewin’s Change Management Model
The foundational approach to change management is Kurt Lewin’s model. It outlines three key stages: Unfreezing, Changing and Refreezing. The Unfreezing phase is when organizations seek to prepare and grow ready for change, breaking down what needs to change and overcoming resistance. The Changing phase involves making new processes or structures and the Refreezing one is completing the changes to make them a new norm (Sinay and Kotianova, 2018). For Aston Martin this model provides a systematic way of addressing resistance to new technologies such as electric vehicles.

Kotter’s 8-Step Process
John Kotter’s model expands on Lewin’s theory by providing eight steps to lead change: It forms a powerful coalition, creates urgency, develops a vision, communicates the vision, removes the obstacles, wins short term, closes gains, and embeds change. Aston Martin’s journey through industry disruptions such as globalization and digital transformation requires a leadership and stakeholder engagement-based approach (Tatipamde et al., 2016).
McKinsey 7-S Model
The McKinsey 7-S Model focuses on seven interconnected elements: Shared Values, Style, Structure, Systems, Staff, and Strategy. Yet successful organizational change depends on these components starting in the right place. In this model, Aston Martin uses this model to evaluate how the various business components (e.g., strategy alignment to market changes) impact their long term success (Pan and Stark, 2022).
ADKAR Model
Developed by Jeffrey Hiatt, the ADKAR Model is focused on individual change within an organization and consists of five stages: Awareness, Desire, Knowledge, Ability and Reinforcement. In particular, it has been shown to be particularly useful in managing workforce transition for Aston Martin when new technologies or new processes, such as automated production are being introduced (Freemantle, 1995).
[bookmark: _Toc180766350]4.2 Strategic Change in Aston Martin 
Like many sports car makers in the automotive industry, Aston Martin finds itself under considerable external pressure, digital disruption and globalization. Strategic change management models have been applied to respond to these challenges.
Aston Martin may be able to take advantage of Kotter’s 8 Step Process in light of rising competition and a move toward digital transformation. The importance of creating urgency, building that powerful coalition is stressed out extensively especially as Aston Martin moves away from internal combustion vehicles and automation (Small and Downey, 2005). If the right vision is communicated embracing EVs and using advanced manufacturing technologies – key stakeholders will buy in and Aston Martin’s ability to adapt to the changing automotive landscape will be increased.
Moreover, Lewin’s Change Model also gives Aston Martin a useful model of how to manage its strategic pivots. The Unfreeze stage prepares the company for big shifts in the market, e.g. high demand for luxury EVs. The Change phase would see new processes, such as going into partnerships with Mercedes Benz as a source for EV powertrains, in line with Aston Martin’s future sustainability goals (Helmalia, 2016). The Refreeze phase would positively solidify these changes and make them a real part of the company.
Aston Martin’s 7-S also has strategic value in matching its internal with its external environment. Fiorentino (2010) draws attention to the criticality of the alignment of strategy, structure and system for organization success. Aston Martin means more than just future investment in technology; it’s about creating a culture that truly encourages continuous innovation.
[bookmark: _Toc180766351]4.3 Leadership Styles during Change 
Leadership styles have made a decisive difference regarding the outcome of strategic initiatives in Aston Martin’s response to change. Two forms of dominant leadership styles helped the company to navigate change, especially when the market is going through some disruption: transformational and transactional leadership.
Transformational leadership is described as pushing employees to understand and defend a joint vision, facilitate creativity and cultivate individual development. Aston Martin’s use of this leadership style has been crucial under the leadership of Andy Palmer, CEO at the company from 2014 to 2020. Transformational leadership in action can be demonstrated through Palmer’s "Second Century Plan". Revolutionizing the company’s product line he wanted to focus in EVs and modernize Aston Martin on the tech and sustainability. By applying this vision driven leadership, the workforce jumped on the bandwagon of innovation while Aston Martin managed to make another journey in an industry where everything seemed to be shifting towards the digital transformation and the sustainability (Paisley, 2009).
[bookmark: _Toc180766352]Aston Martin’s transactional leadership has adopted structured process, reward and punishment, which has led to the streamlining of production and the maintaining of efficiency, during a period of financial instability and Brexit challenges. Transactional leadership helps for short term goal and operational success, but transformational leadership is necessary for longer term strategic change. Together, these leadership styles have helped Aston Martin weather industry conditions of constant disruption and change. However, both approaches help the organization to deal with external pressure successfully.
5. Organizational Culture and Change Management
[bookmark: _Toc180766353]5.1 Influence of Organizational Culture on Change 
A good way to discuss leadership in Aston Martin, and how they navigate the road of change is by discussing the organizational culture they operate in. The brand identity and market positioning of the company’s corporate culture are deeply embedded in the traditional craftsmanship, luxury and high performance. Although there is such a high emphasis on tradition as a cultural perspective, it is difficult sometimes, when it comes to introduction of such radical changes, especially the ones forced by outside factors like digital transformation and sustainability initiatives (Mironescu, 2013).
Cultural resistance is one of the key factors that oppose Aston Martin to be able to integrate a change in their company. For some employees and stakeholders, the legacy of producing high performance combustion engine vehicles has made it hard for the company to truly make the shift towards electric vehicles (EVs) and sustainable manufacturing. Frequently, due to symbolic elements such as deeply rooted norms and beliefs within the organization, this resistance forms adopting innovative alternatives over and above tradition (Udompanich, 2011). Thus, there exists a cultural tension between keeping the company’s heritage and adjusting to new industry needs.
For all that, Aston Martin has worked to bring its corporate culture in line with modern change drivers, especially through leadership lead change. During the time of former CEO Andy Palmer, the company set off with an innovation and sustainability oriented "Second Century Plan" as its vision for a future strategy. Aston Martin has to some extent mitigated some of the resistance to change by creating a culture of continuous improvement and involving the employees with the vision of company’s future (Pava and Camilo, 2018).
Aston Martins Corporate Culture supports change initiatives as they correlate with the core values of quality and exclusivity. For instance, together with the launch of the DBX SUV, it served as a driver of congruence of the luxury dimensions, high performance and the new model in order to garner buy in within and the external environment (Cruz-Gomez and Morales 2018). Change management has been a challenge and leadership are now spent on aligning changes to company values. To be successful in the long run, Aston Martin has to go on to build the culture of continuous improvement and innovation.
[bookmark: _Toc180766354]5.2 Change Management Program Evaluation
Edgar Schein’s Organizational Culture Model gives us an organizational culture management framework. The model divides organizational culture into three levels: espoused values, underlying assumptions and artifacts. These levels interact with one another so as to either help or hinder implementation success across such organizations as Aston Martin.
In terms of the artifact level, visible structures and processes, Aston Martin’s is committed to luxury and craftsmanship in its brand identity. Such a strong visual representation of tradition can act as barriers to change; particularly when introducing innovation, such as electric vehicles (EVs) and automation. Changes carried out by employees and stakeholders are therefore often resistant to changes that may seem to violate the core identity of the company aesthetically or producing its products, seeing technological advancement as peripheral to the traditional craftsmanship. This resistance delays the pace at which new and necessary technologies are accepted to allow one to stay competitive (Mironescu, 2013).
Aligned employees with the change initiatives required to the extent espoused values, those are, stated values and strategy that the company espouses. A particular key to Aston Martin’s leadership during the Second Century Plan, and previously has been a commitment to sustainability and innovation. These values have circulated within the organization, introducing a vision to support change. While espoused values are hugely important for the change initiative, to a significant extent, they depend on whether these espoused values resonate with the workforce. When the values do not correspond to employees’ perceptions of the company’s traditional role in luxury automotive market, they will no longer resist full engagement with change efforts (Pava and Camilo, 2018).
Aston Martin’s culture is defined by decades of exclusivity and high performance, shaped by unconscious beliefs, or underlying assumptions. Although these past assumptions have been effective, the assumptions may cripple adoption of new technologies, which are essential in order to grow in the future, such as electric vehicles (EVs), as the market demands (Udompanich, 2011). The model of Schein reveals how tradition commitment enables as well as constrains change being committed to tradition makes people averse, however the value of innovation helps maneuver particular part of the business to align with new techniques however firmed beliefs can slow the progress down.
[bookmark: _Toc180766355]6. Proposed Change Management Plan for Aston Martin
[bookmark: _Toc180766356]6.1 Proposed Strategic Change 
Electric vehicle production needs to be embraced as a key part of Aston Martin's future. Due to the growing worldwide need for environmentally friendly and sustainable transport solutions, traditional luxury automotive manufacturers are impelled to embrace new technology. This change is in line with industry trends and a requirement of the company to stay competitive. Aston Martin’s endeavours towards EVs, as summarized by its Second Century Plan, is crucial for the company, but a complete proclivity towards electric and hybrid technologies within its entire product portfolio is the next step (Pashenko, 2014).
The strategic change being proposed is one of a scaling up production of fully electric models and increasing its research and development (RandD) in battery technology and autonomous driving systems. By working with Mercedes-Benz, Aston Martin can use their electric powertrain smarts to smooth out the manufacturing process and dampen down development costs. The transition to EVs would also necessitate Aston Martin to upgrade its manufacturing plants to reach the capacity of producing an electric powertrain which is vastly different to traditional combustion ones (Helmalia, 2016).
However, the shift will not only be used by Aston Martin to comply with the UK’s 2030 ban on the sale of petrol and diesel cars, but it will place the carmaker as a leader in the luxury electric vehicle market. This strategic shift is promising, as changing the brand identity, and what it represents, and effectively aligning the workforce with the new, eco minded way of operating, depends on effective change management.
[bookmark: _Toc180766357]6.2 Financial Plan 
The implementation of this strategic change will involve high financial consequences for Aston Martin. Investment in research and development (RandD), manufacturing up grade and staff training is necessary for the transition to electric vehicles. If scaling up EV production is to be considered, infrastructure costs will evidently add £500 million to £1 billion to that investment, spread over five years. Such costs are: the cost of modernizing factories to produce electric powertrains and ongoing development of battery technologies (Kurylyova, 2011).
They also had to spend fortunes on marketing and rebranding to push its new electric models and stave off customer loyalty. They must therefore put pressure on the resources to dedicate the collaborative projects with companies like Mercedes Benz to make use of the joint technology and reduce the savings from RandD. This type of partnership is money wise as it will not burden Aston Martin financially and at the same time will have access to advanced EV technology (Pashchenko, 2014).
Aston Martin can look for ways to finance the financial impact in a green bond or a grant from the government to promote the sustainability of manufacturing. Secondly, some of the expenses incurred in transforming the production and operations could be mitigated by cost cutting measures in other parts of production and operations. A good set of financial strategy will maintain the company’s liquidity while permitting small but big investments on the EV course of events.
[bookmark: _Toc180766358]6.3 Communication Plan 
Without a successful communication plan, the entire process of Aston Martin’s transition toward electric vehicle (EVs) and digital transformation can be rife with lack of transparency and poor stakeholder engagement. Communication strategy should be targeted at inside and outside stakeholders, employees, management, suppliers, customers and investors, so that all are well informed and understood the company’s strategic vision.
Aston Martin must build a culture of open communication and engage internal stakeholders but provide regular updates through town hall meetings, internal newsletters and in dedicated communication platforms. At every stage of the change, managers should act as change ambassadors, facilitating discussions, addressing lack of motivation, and in many cases, convincing reluctant colleagues to adopt radical new ways of working. But employees should have access to training sessions, so that they can, for instance, adapt to new technologies or processes while also feeling part of the company’s future direction (Gadolin, 2014). Clarity coupled with transparency about the change process will help reduce resistance by setting out a clear, step by step outline.
Public relations and branding teams should be used by Aston Martin to communicate the switch in strategic direction by means of press releases, social media and investor presentations, showcasing sustainability and innovation by way of content concerning the brand they cater. Supplier and partner collaborative sessions will realign operations with new goals. Using a structured communication plan would bring transparency and stakeholder engagement (Stanleigh, 2008).
[bookmark: _Toc180766359]6.4 Evaluation Plan 
On top of implementation, assessing progress and effectiveness of a change initiative is a must to assure Aston Martin’s change initiatives’ success. The key performance indicators (KPIs) to be tracked by this plan will be the continuous tracking of key historical performance indicators relative to the goals of any transition to electric vehicles (EVs) and other technological advancements.
Some crucial KPIs include:
Product development timelines: Determining if new EVs are being designed and hit the market as expected.
Cost efficiency: Rogers (2019) measures the financial impact of the transition, such as reductions of manufacturing costs and employing resources efficiently.
Employee adaptation: Surveying employees on how satisfied they are with their jobs and how well they are being developed in their lifetime skills (Abalo, 2019); monitoring the worker’s adaptation to new process and technologies.
Market share growth: Some of that ties into tracking sales figures on new EV models versus traditional vehicles to gauge how successful the market shift is.
Customer satisfaction: To gather customer feedback on new EV offerings in order to capture brand loyalty and the acceptance of the company’s strategic alignment (Sexton, 2014).
At quarterly intervals, management will check on regular progress reviews of these KPIs vs requirements. Change management strategy will be adjusted against any deviation from expected results, in order to remain flexible and responsive. Aston Martin will allow this continuous feedback loop to refine its change initiatives and create the success and growth in the long term.
[bookmark: _Toc180766360]7. Conclusion  
Conclusion of this report has gone on to demonstrate the importance of the automotive industry’s evolution for Aston Martin to adopt the changing industry landscape by embracing change management as a strategic tool. Analysis shows to be effective change management by leadership, and organizational culture, essential to the success of Aston Martin’s transition to EVs and digital transformation. Important shifts in both the production output and the corporate strategy have been evident after the implementation of the company’s Second Century Plan focusing on sustainability and technological innovation (Gary et al., 2018).
To effectively handle change, managers need to have a holistic perspective of change so that they can communicate with employees clearly not only in terms of communicating the change, but communicating as they do it to help people understand for themselves what's happening. It is crucial that Aston Martin’s leadership remains committed to driving a culture of innovation and openness, in the face of resistance to change, among long-practiced employees of traditional manufacturing methods. Schein’s model of organizational culture has explained how the deeply embedded values of the company can both facilitate and block change efforts. To ensure future success (Gary et al., 2018), these values needed to align with the company’s new strategic goals.
Looking ahead, Aston Martin should focus on several key steps: It continues further investment in RandD for EV technologies, keeps close ties in partnership with industry leaders like Mercedes Benz and upgrades its manufacturing capabilities. Additionally, a definite communication strategy and regular evaluation using key performance indicators (KPIs) will guarantee the continuous monitoring of progress and the adjustments that are needed. With an emphasis on internal and external change, Aston Martin can remain a leader of its luxury automotive market for years to come.
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