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[bookmark: _Toc202018921]Executive Summary
This strategic analysis explores the role of Aston Martin in the changing UK automotive industry regarding the response of the company to the electrification pressure and regulatory change. The PESTLE analysis indicates the major threats posed by the 2030 ICE ban in the UK, supply chain issues associated with Brexit that would negatively affect Aston Martin, and economic fluctuations that would result in a 3 percent dip in revenue to 1.58 billion in 2024. Through the Five Forces analysis, Porter points out that in the ultra-luxury segment, there is high competition rivalry, supplier power, and buyer influence. Value Chain, VRIO, and SWOT frameworks can illustrate an invaluable 110+ years of British heritage and Formula 1 association in Aston Martin, as well as point out its weaknesses, such as insufficient production capacity (7,000 units) and a pre-tax loss of more than 289.1 million in 2024. The tactical Lucid alliance of 232 million pounds also becomes an essential technological development opportunity. The proposed Accelerated EV Transition Strategy uses this collaboration to ensure that it launches its electric models by 2025 without perceptibly compromising its luxury status, meets demands of regulatory compliance, and creates a sustainable competitive lead in the new ultra-luxury EV market by using authenticity of heritage and technology mastery.
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Strategic management involves the process of developing and executing significant objectives and programs of an organisation by its top management, which includes analysis of the external and internal environments to create a sustainable competitive advantage (Porter, 2022). Aston Martin was established in 1913 by Lionel Martin and Robert Bamford, and it is regarded as a symbol of British ultra-luxury vehicle excellence, with head offices in Gaydon and famous sports cars as well as Formula 1 history (Aston Martin, 2022). The vision statement of the company to be the most desirable ultra-luxury British performance brand in the world focuses on developing the most exquisitely addictive performance cars with ultimate technology, precision, and craftsmanship (Aston Martin, 2022). The report analyses the position of Aston Martin in its strategy by conducting an extensive external and internal analysis of the macro-environmental forces, competitive environment, and company capabilities. The strategic analysis is going to be essential when Aston Martin faces the electrification pressure by realising its Racing Green sustainability strategy of achieving net-zero manufacturing in 2030 and remaining in the luxury positioning.
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Political Factors
The UK automotive industry faces major political turmoil that has a direct impact on the strategic direction of Aston Martin. The 2030 ICE ban by the government is a paradigm shift in regulatory development that requires urgent strategy adjustment (Coffey and Thornley, 2020). Brexit has had a devastating impact on the existing supply chains that have caused the burden of higher tariffs and the complexity of regulations in the sourcing of components within the EU (Baig, 2021). The government EV incentives show a direct market effect, with the UK EV registrations going up to 19.6% market share in 2023-2024, up by 16.5% market share (Bielewski et al., 2024).
Economic Factors
The volatility in the economy is a major factor affecting the demand for luxury cars, with Aston Martin facing a 3% revenue loss to reach a level of 1.58 billion by 2024 (Dyer, Kale and Singh, 2024). The inflationary pressures increase the cost of production due to high prices of materials and energy costs, and the high interest rates limit the ability of customers to finance their purchases. Although the luxury segment is relatively resilient compared with mass markets, it is exposed to macroeconomic shocks that influence the patterns of spending by the ultra-high-net-worth consumers (Cosentino, 2022). The volatility of currencies in emerging markets makes it difficult to execute international expansion plans.
Social Factors
Consumer tastes are increasingly becoming environmentally conscious and are thus in conflict with the established positioning of high performance. The generational change among the high-income consumers requires technology in addition to the traditional luxury features. The environmentally aware society criticises high-performance cars, which may damage brand image (Bentley et al., 2023). The demographics of the Asian luxury market are growing as new wealthy consumers adopt Western brands, which present geographic diversification possibilities (Cosentino, 2022).
Technological Factors
The development of EV technology poses an existential threat to traditional manufacturers as well as an opportunity. The Lucid Motors partnership with Aston Martin gives access to the latest powertrain technology, battery systems, and software capabilities that are necessary in the development of competitive EVs. Self-driving cars and the introduction of highly sophisticated assistance systems introduce new competitive layers that need a large amount of R&D funding (Bielewski et al., 2024). The requirements of digital connectivity infrastructure require advanced infotainment integration and over-the-air. Innovations in manufacturing provide efficiency and do not compromise on artisanal standards. Increased competitive pressure is intensified by technological disruption, where the newcomers can use clean-sheet solutions to disrupt the established advantages (Bentley et al., 2023).
Legal Factors
The costs of compliance and the development of safety regulations and emissions standards are also getting higher. The protection of intellectual property becomes important when the extent of technology partnerships increases and where there is a need to protect proprietary innovations (Wells, 2022).
Environmental Factors
Regulatory regimes of climate change pressure, which necessitate a reduction in carbon emissions and the use of sustainable materials, raise operating costs but also provide a chance at competitive differentiation by leaders in sustainability (Bielewski et al., 2024).
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Threat of New Entrants - Moderate
The ultra-luxurious automotive industry has high entry barriers, and the minimum capital needs are more than a billion pounds only to develop vehicle platforms. The regulatory compliance expenses include about 50 million pounds in safety and emissions. The brand heritage value imposes several decades of credibility issues, which is confirmed by the preference of 60% of luxury consumers to care about brand reputation (Coffey and Thornley, 2020). Nevertheless, technological innovation allows shortening the time of entering the market, and the Aston Martin production of 6,400 cars in 2022 proves that it is not too large to be a newcomer (Aston Martin, 2022). 
Bargaining Power of Suppliers—High
The 200+ supplier relationships that Aston Martin has across the world make the company highly dependent on special luxury parts. The Lucid alliance, which is worth more than $450 million, shows how supplier relationships turn into strategic partnerships with significant access fees to technology (Cooper, 2024). As the speed of EV transition increases, battery suppliers are gaining more power. The market power of semiconductor manufacturers was seen in the disruption to supply experienced in the global automotive industry recently. The supplier power increases with the growth of technological complexity, especially since Aston Martin is determined to electrify 20% of its fleet by 2024 (Bielewski et al., 2024).
Bargaining Power of Buyers—High
Ultra-high-net-worth individuals have a high level of spending, and Aston Martin shows 30% repeat purchase rates in the year 2024, which means they have a high level of but not complete loyalty (Bielewski et al., 2024). The circumstances of the economy play an important role in the behaviour, regardless of financial abilities. There are other luxury alternatives, and the fact that Ferrari recorded revenue of 6.5 billion in 2024 shows that there are competitive options that the customers can access (Bielewski et al., 2024). A small customer base implies that their preferences also play a major role in production planning and strategy.
Threat of Substitute Products—High
Direct substitutes are Ferrari, Lamborghini, and McLaren, which provide different positioning strategies. The luxury SUV is an emerging threat, and the luxury SUV market is expected to increase by 33.01 billion from 2024 to 2028 (CAGR 11.42%) and take a considerable luxury market share (Štrach and Everett, 2023). The non-automotive luxury purchases compete over the discretionary spending of the ultra-wealthy people, such as art and experiential services.
Competitive Rivalry - High
The intensity of competition among the ultra-luxury manufacturers is stiff as they compete based on heritage, performance, and innovation. The 6.2% CAGR of the ultra-luxury market generates fierce rivalry, as traditional brands are pumping significant investments into the EV technology and digitalisation (Darpizio et al., 2024).
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Primary Activities
Inbound Logistics: Intricate synchronisation of high-tech parts of the world that need high-quality management of handmade cars. The Brexit issues worsened the European sourcing issues, and there was a need to restructure the supply chain. In low-volume production, flexible inventory systems are required that allow customisation without compromising efficiency (Smith and Sarabi, 2021).
Operations: The Gaydon plant focuses on handcraftsmanship, where technicians assemble vehicles by hand to customer requirements. A small production capacity of about 7,000 units per year generates exclusivity on one hand but limits growth on the other hand. The luxury standards are guaranteed by quality processes, which allow personalisation and separate them from mass producers (Ventura, 2021).
Outbound Logistics: The international network covers 50+ countries with the help of chosen dealer relationships that have kept the standards of prestige and experience. The bespoke delivery needs special handling that is in line with luxury positioning. Small quantities cause problems in maintaining inventories in markets (Smith and Sarabi, 2021).
Marketing and Sales: The Formula 1 and James Bond heritage are used to manage the brand internationally. Digital competencies involve investment in the younger segment of the population without losing the luxury aspect. A premium experience is characterised by individual consultation and exclusive events that enhance relationships (Smith and Sarabi, 2021).
Service: The quality of after-sales sustains satisfaction through special maintenance and relationship management. Global networks guarantee standardisation, and personalisation helps to go beyond the purchase. The artisanal complexity needs special training and the availability of high-quality parts.
Support Activities
The corporate governance helps in luxury positioning by strategic planning between heritage and innovation. Retention of skilled craftspeople preserves quality and artisan skills. R&D implements the latest technologies combined with luxury features (Krishnan et al., 2023). The procurement focuses on quality rather than cost optimisation and sustainability of materials.
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Valuable Resources
Bona fide luxury positioning offered by more than 110 years of British heritage. The Formula 1 association shows superiority in favour of high prices. The skills in manufacturing result in differentiation in mass production (Cousins and Crone, 2023). 
Rare Resources
The fact that the British heritage cannot be manufactured by non-British manufacturers. The handmade production decreases with the consolidation of the industry. Cultural relevance that cannot be replicated by competitors comes in the James Bond association. Recession-proof access is ensured by exclusive customer relations (Herbane, 2021).
Inimitable Resources
A one-hundred-year history builds up reputation benefits. Decades are needed to build the artisanal culture. Design DNA develops identifiable features. Positioning as a luxury is a brand equity that cannot be attained quickly by new entrants (Cousins and Crone, 2023).
Organised Resources
Management systems are a mix between innovation and tradition. Strategic alliances prove to be able to incorporate external technologies without losing identity. Luxury management is supported by organisational structure in terms of specialised departments (Brito, 2022).
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Strengths
The British heritage of 110+ years is iconic and unrivalled. The Formula 1 association exhibits a superior performance that promotes premium strategies. The quality of handcrafting makes it unique and inimitable by mass manufacturers (Hons, 2020). 
Weaknesses
The growth is limited by the 7,000-unit production and economies of scale. Expensive structure due to workmanship. The transition to electrification is costly, and ICE dependency does not allow much investment, as it resulted in a loss of 289.1 million pounds in 2024 (Bielewski et al., 2024).
Opportunities
[image: ]The growth of EV luxury markets offers expansion opportunities. Diversification is available in the Asian emerging markets, where consumers are adopting Western brands. 
Figure 1: Luxury Automotive Yearly Sales from 2017 to 2024 (Del Bello, 2024)
Figure 1 indicates the growth in yearly sales from the last 8 years in the automotive industry. The digital transformation makes it possible to engage and become more efficient.
Threats
The 2030 ICE ban mandates a fast change that involves significant investment. The market share is threatened by intense competition among existing and new entrants in the EV market. Luxury spending is hit out of proportion in economic downturns. Distribution failures are a threat to production. This technology disruption may eliminate traditional merits (Rezaei, 2025).
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Option 1 - Accelerated EV Transition Strategy
The strategy also uses the partnership with Lucid that Aston Martin has agreed to invest 232 million pounds into to accelerate the development of an electric vehicle portfolio, with the first fully electric model set to be launched in 2025 (Sabre, 2024). The collaboration will give access to the proven powertrain technology that Lucid has developed, with 1,234 horsepower performance and the best battery systems in the industry that have covered more than 230 million real-world miles (Sabre, 2024). 
Option 2 - Hybrid Portfolio Strategy
This strategy enables ICE excellence with V12 engines on special versions and gradual hybridisation technologies. This plan will use traditional model lifetimes that stretch until the 2026 target of electrification in phases. This alternative is in line with the fact that Mercedes-Benz AG will continue to supply powertrain and electric/electronic architectures to both existing and upcoming Aston Martin models (Dyer et al., 2024).
Option 3 - Consolidation Strategy Ultra-Luxury
This is a plan to focus only on an ultra-high-end segment with more customisation and small volumes of production. Attention is paid to craftsmanship at the Gaydon facility, and it is slowly adopting alternative sustainable technologies, and the production capacity is still the same, about 7,000 units a year (Cai, 2024).
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Recommended Strategy: Accelerated EV Transition with Ultra-Luxury Focus
The analysis suggests Option 1 with the addition of ultra-luxury features, therefore establishing a hybrid strategy that would use the Lucid partnership and maintain heritage values. This is a strategy that deals with several strategic imperatives.
Critical Justification
The Lucid investment of 232 million pounds gives direct access to the proven EV technology, and Aston Martin is dedicated to spending a minimum of 225 million pounds on powertrain components, which guarantees the sustainable partnership economics (Coffey and Thornley, 2020). This will also take care of the UK regulatory restrictions, such as the 2030 ban on ICEs, and still have your product available in other jurisdictions in the world. The collaboration unites the technological leadership of Lucid and the 110-year legacy of Aston Martin to produce the special competitive positioning in the ultra-luxury EV market that is expected to grow dramatically (Cai, 2024). The mitigation of risks is significant, whereby the proven Lucid technology alleviates the risks in the development process, taking into account the brand differentiation obtained by bespoke integration. Resource optimisation also targets limited financial resources towards key competencies and accesses the best-in-class technology to cover the loss before tax of Aston Martin in 2024 (289.1 million pounds) (Huang, 2024). The strategy will make Aston Martin the leading ultra-luxury EV producer in Britain and maintain the artisanal heritage and Formula 1 superiority to guarantee sustainable competitive advantage in the evolving automotive market (Cai, 2024).
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The strategic analysis shows that the Aston Martin company is facing severe change imperatives due to the 2030 ICE ban in the UK, the increase of competitive intensity, and the shift of luxury consumers towards sustainability. External analysis revealed a strong regulatory pressure that demands swift electrification and an economic volatility in the demand of luxury, as the company faced a 3% revenue drop to 1.58 billion in 2024. This ultra-luxury industry has a high competitive rivalry and supplier power, especially when it comes to the battery technology dependencies. Internally, Aston Martin has valuable assets such as 110+ years of British heritage, a Formula 1 connection, and handcrafted manufacturing skills. Nevertheless, its weaknesses are a weak production capacity of 7,000 units per year, an expensive cost structure, and financial instability with a loss before tax in 2024 amounting to 289.1 million pounds. The strategic Lucid partnership worth 232 million is a game-changing opportunity that will allow the company to leapfrog technology, maintain brand purity, and overcome electrification issues.
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Actionable Recommendations
Short-term Goals (Next 12 Months)
Full implementation of Lucid technology and completion of the development schedule of the 2025 model of EV. Enhance financial strength by intensifying operations and professional efficiencies in the cost reduction schemes.
Medium-term (2-3 Years) Objectives
Deliver the first fully electric Aston Martin by 2025, using the minimum investment of 225 million pounds to use Lucid powertrain components. Increase the electrified portfolio target of 20% in the fleet.
Long-term Strategic Goals (5+ Years)
Target electrification of the core portfolio in 2030 (to be in line with Racing.Green sustainability strategy and net-zero manufacturing goals). Become the market leader in the ultra-luxury EVs category using technological excellence and heritage authenticity (Cai, 2024).
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Introduce financial performance reviews on a quarterly basis with the emphasis on cash flows and ROI of partnerships. Determine milestones of technology integration with Lucid to have EV developed on time. Observe regulatory compliance in the international markets and keep policy change flexibility (Huang, 2024).
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