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[bookmark: _Toc2128905663]Executive Summary
This report critically evaluates Aston Martin’s strategic management approach in order to assess whether it can support long-term competitiveness and sustainable performance within the ultra-luxury automotive sector. The analysis finds that Aston Martin benefits from significant strategic strengths, including its iconic brand heritage, premium market positioning, bespoke capability and differentiated customer experience. These strengths provide a solid basis for competitive advantage in a segment where exclusivity, reputation and product desirability are commercially decisive.
However, the report also identifies substantial strategic challenges. External analysis shows that Aston Martin operates in a difficult environment shaped by regulatory pressure, technological transition, macroeconomic uncertainty, supply-chain disruption and intense rivalry. Internal analysis further suggests that although the company possesses valuable and rare resources, its ability to fully exploit them is constrained by weaknesses in operational discipline, launch execution and organisational resilience.
The report concludes that Aston Martin should pursue a focused ultra-luxury differentiation strategy centred on exclusivity, disciplined execution and selective electrification. It recommends expanding high-margin bespoke offerings, implementing a structured electrification roadmap, and strengthening operational processes and supply-chain resilience. Overall, Aston Martin’s future success will depend on its ability to convert brand desirability into consistent execution and sustainable profitability.
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[bookmark: _Toc1613797202]Introduction
Strategic management is a continuous process through which organisations develop, implement, evaluate, and control strategy to gain long-term competitive advantage (Duhaime, Hitt and Lyles, 2021; Berisha Qehaja and Kutllovci, 2025). In contrast, strategic planning primarily involves the formulation of strategy, whereas strategic management encompasses the entire process, from planning through to evaluation. This distinction highlights why strategic management is more relevant to understanding how firms create and sustain value. (Berisha Qehaja and Kutllovci, 2025).
According to Berisha Qehaja and Kutllovci (2025), strategic capacity comes from implementing strategy into practice, not just from having written plans. This distinction is important in dynamic industries, as they must respond rapidly to technological change, competitive pressures, macroeconomic uncertainty and sustainability demands while protecting long-term performance (Duhaime, Hitt and Lyles, 2021).
These pressures are especially evident in the global automotive industry, particularly in the ultra-luxury performance segment, where firms compete not only through innovation and engineering excellence but also through heritage, exclusivity, and customer experience (Aston Martin Lagonda, 2024; Tomalin, 2024). Aston Martin provides a compelling case for strategic analysis because it combines an iconic British luxury identity with the commercial challenges of transformation, profitability, and operational discipline (Tomalin, 2024; Aston Martin Lagonda, 2024). 
While its ambition to become “the world’s most desirable, ultra-luxury British performance brand” and its intention to embed sustainability more deeply within the business model reflect a clear strategic direction (Aston Martin Lagonda, 2024), there remains a critical disjunction between aspiration and execution. A deeper evaluation reveals that Aston Martin’s 2024 Annual Report highlights not only significant challenges, including supply chain disruption and macroeconomic weakness in China, but also the underlying vulnerabilities they pose to future competitiveness. If these operational and external risks are not systematically addressed, the gap between the stated vision and actual performance could undermine the firm’s credibility and strategic ambitions. Thus, the effectiveness of Aston Martin’s strategy will ultimately depend on its ability to align its ambitious objectives with tangible improvements in operational resilience and market responsiveness (Aston Martin Lagonda, 2024).
This report will critically evaluate Aston Martin’s current strategic management approach in order to determine its ability to maintain long-term competitiveness and performance. The report will first analyse external and competitive forces affecting Aston Martin’s strategic position, then examine its internal capabilities and weaknesses, and finally consider if its chosen strategic direction is likely to lead to lasting success.
[bookmark: _Toc1202680911]Strategy Analysis
[bookmark: _Toc1016797120]External Environment Audit
The external environment audit identifies the main macro-environmental and industry forces that influence Aston Martin’s strategy, using tools like PESTLE and Porter’s Five Forces (Whittington et al., 2023; Grant, 2021). PESTLE highlights broad external pressures, while Porter’s Five Forces shows how industry competition and profitability pressures shape strategic choices (Pangarkar and Prabhudesai, 2024).
From a PESTLE perspective, Aston Martin is primarily influenced by political/legal factors, as well as economic, technological, and environmental factors. The automotive industry faces strict regulations on vehicle safety, emissions, compliance, and sourcing. Aston Martin’s reporting reflects this context by focusing on governance, procurement standards, ethics, and regulatory obligations (Aston Martin Lagonda, 2024a). Market conditions remain uneven; ACEA reports 74.6 million global car sales in 2024, but only 0.8% growth in EU sales, indicating a fragile recovery (European Automobile Manufacturers’ Association, 2025). For Aston Martin, weaker macroeconomic trends in China and industry-wide supply chain issues affected 2024 results (Aston Martin Lagonda, 2024a). Technological and environmental pressures are increasingly strategic. The shift to electrification, sustainability reporting, and low-emission technology reshapes competition. Aston Martin’s reporting shows ongoing investment in electrification and a broad transition to hybrid and electric vehicles, backed by partnerships and long-term product planning (Aston Martin Lagonda, 2024a; Aston Martin Lagonda, 2024b).
Porter’s Five Forces shows that competitive rivalry is high in the ultra-luxury performance market. Brands compete through innovation, exclusivity, engineering quality and customer experience (Pangarkar and Prabhudesai, 2024). Supplier power is significant because Aston Martin relies on specialist technology and supply partners, especially during the shift to electrified vehicles (Aston Martin Lagonda, 2024a). The threat of new entrants is low due to high capital requirements, technological complexity, and strong brand barriers. Buyer power is moderate since customer numbers are limited but highly demanding. However, Porter’s Five Forces framework can be limited in dynamic, specialised markets like ultra-luxury automotive. The model offers only a static snapshot and may not fully capture changing technology, consumer preferences, and non-market forces such as regulation or sustainability priorities. While the framework highlights important pressures, it has constraints in explaining Aston Martin’s environment. Overall, Aston Martin operates in a setting shaped by regulatory pressure, technological transition, economic uncertainty and strong rivalry. Brand heritage is not enough without solid strategic execution.
[bookmark: _Toc289276540]Internal Environment Audit
The internal environment audit assesses whether Aston Martin’s resources and capabilities are sufficient to sustain a competitive advantage. The main argument is that recent research affirms the importance of internal analysis, since enduring firm performance depends on how well organisations develop, evolve, and deploy resources (Grant, 2021; Helfat et al., 2023). The Value Chain, Resource-Based View (RBV), and VRIO frameworks are all used here to analyse Aston Martin’s inner strategic position.
From a Value Chain Analysis view, Aston Martin creates value mainly through differentiation. Specifically, the company emphasises product design, craftsmanship, bespoke personalisation, luxury retail development, dealer capability, and customer relationship management. These areas demonstrate that value is generated across several activities, not merely from manufacturing (Aston Martin Lagonda, 2024a). Recent literature suggests that competitive advantage now relies on how firms integrate innovation, coordination, and customer activities throughout the value chain (Marín et al., 2023). For Aston Martin, the value chain enables premium brand positioning by emphasising exclusivity, brand experience, and desirability rather than low-cost production (Aston Martin Lagonda, 2024a; Grant, 2021).
From the RBV perspective, Aston Martin’s main advantages come from its brand heritage, specialist engineering and design, Formula One links, bespoke products, and strategic tech partnerships (Aston Martin Lagonda, 2024a). These resources boost market position and product appeal and give access to new technology during the shift to electrification (Aston Martin Lagonda, 2024a; Aston Martin Lagonda, 2024b). The latest RBV research stresses that a firm’s ability to renew and combine resources is crucial in dynamic contexts, a point directly relevant to Aston Martin's efforts to balance heritage with the pressures of future mobility and sustainability (Helfat et al., 2023).
However, VRIO analysis suggests that possessing strong resources is not sufficient on its own. Recent work on VRIO places particular emphasis on the organisational dimension, arguing that sustained advantage depends on whether valuable and rare resources are supported by effective structures, workflows and managerial coordination (Kim and Makadok, 2023). For instance, Aston Martin’s 2024 Annual Report notes delays and complications in recent product launches, including the DB12 and DBX models, due to operational setbacks that affected on-time delivery and customer satisfaction (Aston Martin Lagonda, 2024a). Engineering efficiency is also illustrated by the need to improve production processes to address rework rates in the manufacturing plant, while supply-chain resilience is challenged by disruptions such as shortages of specialist parts for electrified vehicles (Aston Martin Lagonda, 2024a). These examples indicate that organisational execution remains a constraint on fully exploiting Aston Martin's strengths. Overall, Aston Martin possesses strategically important resources, but their long-term value depends on stronger organisational discipline and more consistent operational execution, as evidenced by these practical challenges (Kim and Makadok, 2023; Aston Martin Lagonda, 2024a).
[bookmark: _Toc500966273]SWOT Analysis
SWOT analysis synthesises internal and external findings into a focused assessment of the factors most likely to shape future strategic performance (Grant, 2021; Whittington et al., 2023). In Aston Martin’s case, its major strengths are its globally recognised ultra-luxury brand, strong heritage, differentiated product positioning and high-value customer experience. The company’s 2024 annual and sustainability reporting emphasise brand desirability, bespoke personalisation, product innovation and premium customer engagement, all of which support differentiation in a segment where exclusivity and reputation remain commercially important (Aston Martin Lagonda, 2024a; Aston Martin Lagonda, 2024b). 
However, Aston Martin also faces important weaknesses. Its own reporting indicates that operational discipline, launch execution and supply-chain resilience still require improvement, suggesting that organisational performance does not yet fully match the strength of the brand (Aston Martin Lagonda, 2024a). Nevertheless, this raises critical questions regarding internal assumptions about the sufficiency of brand heritage and exclusivity as sources of sustained advantage. If Aston Martin continues to rely primarily on its premium identity without implementing corresponding improvements in operational discipline and coordination, it risks overestimating the strategic value of its resources (Grant, 2021). The company must challenge the assumption that brand desirability alone is sufficient, and place greater emphasis on addressing operational weaknesses that constrain consistency and long-term profitability.
The most important opportunities arise from electrification, sustainability transition, product innovation and growth in premium personalisation. Aston Martin’s sustainability and corporate reporting indicate continued movement towards hybrid and battery electric technologies, while bespoke services remain an important source of customer value (Aston Martin Lagonda, 2024a; Aston Martin Lagonda, 2024b). At the industry level, ACEA reports that global car sales reached 74.6 million units in 2024 and EU sales reached 10.6 million units, while SMMT’s UK insights and registration data underline the continued importance of adapting to changing market demand and policy pressures in the automotive sector. Together, these trends suggest that firms able to combine strong brand positioning with successful technology transition may secure a competitive advantage.
At the same time, Aston Martin faces serious threats from macroeconomic uncertainty, particularly in China, continued supply-chain pressure, regulatory and climate-transition demands, and intense rivalry within the luxury automotive segment (Aston Martin Lagonda, 2024a; European Automobile Manufacturers’ Association, 2025). ACEA’s 2025 market reporting points to only modest EU growth, while SMMT’s industry material highlights the challenging policy and market environment facing UK automotive firms. Therefore, Aston Martin’s overall strategic position can be described as attractive but fragile: the company possesses strong strengths and credible opportunities, but its long-term success depends on whether it can translate brand desirability into more disciplined, resilient and financially sustainable execution (Grant, 2021; Aston Martin Lagonda, 2024a).
[bookmark: _Toc1536092773]Strategy Formulation
Aston Martin should pursue a focused ultra-luxury differentiation strategy built on exclusivity, disciplined execution and selective electrification, rather than attempting broad expansion across too many strategic fronts at once (Grant, 2021; Whittington et al., 2023). This recommendation is consistent with Aston Martin’s official vision to be the world’s most desirable, ultra-luxury British performance brand, but it also challenges the company to prioritise execution over ambition alone. Aston Martin’s own strategy emphasises desirability, product innovation and sustainably profitable growth, yet its 2024 reporting also highlights supply-chain disruption, operational inefficiencies and macroeconomic weakness in China, indicating that the central strategic issue is not defining vision, but delivering it consistently (Aston Martin Lagonda, 2024a; Aston Martin, 2026).
A useful comparison can be made with McLaren Automotive, which operates in the wider British luxury high-performance segment but follows a more tightly focused supercar-led strategy. McLaren’s reporting describes the business as an award-winning luxury brand centred on the design, engineering, production and sale of luxury supercars, with product families focused on GT, Supercar, Ultimate and Motorsport (McLaren Holdings Limited, 2024a). Its 2024 results also emphasise stable production delivery, broader model-mix improvement, and ongoing investment in future products, suggesting a strategy built around performance engineering and a narrower product architecture than Aston Martin’s (McLaren Holdings Limited, 2024b).
Compared with McLaren, Aston Martin appears to follow a broader luxury-performance strategy that combines sports-car performance with lifestyle luxury, bespoke personalisation and a wider product ecosystem, including GT models and the DBX SUV (Aston Martin Lagonda, 2024a). This broader positioning may create more opportunities for customer lifetime value and premium customisation, but it also increases execution complexity. In other words, Aston Martin’s strategy potentially offers greater revenue diversity than McLaren’s, but it also demands stronger operational control to avoid strategic overstretch (Grant, 2021). A well-founded strategic alternative is therefore not to imitate McLaren’s narrower performance-led model, but to sharpen  Aston Martin’s own positioning by protecting scarcity, expanding high-margin bespoke offerings, and sequencing electrification carefully so that brand theatre, design distinction and exclusivity are not diluted (Aston Martin Lagonda, 2024a; Aston Martin Lagonda, 2024b).
Overall, Aston Martin’s most appropriate strategy is a disciplined premium-differentiation model: one that preserves ultra-luxury identity, monetises exclusivity more effectively, and improves operational execution before pursuing more aggressive growth. While proponents of a broader expansion strategy might contend that diversifying more rapidly could capture new markets or revenue streams, such an approach risks diluting the brand and overstretching resources if not carefully managed. Therefore, a disciplined differentiation strategy is more likely to enhance market position and support sustainable growth, as it aligns more closely with the company’s distinctive capabilities while directly addressing the weaknesses identified in the earlier analysis (Whittington et al., 2023; Aston Martin Lagonda, 2024a).
[bookmark: _Toc317830282]Conclusion and Recommendations
This report concludes that Aston Martin occupies a strategically attractive but vulnerable position within the ultra-luxury performance automotive sector. Its strongest competitive advantages remain its iconic brand heritage, premium positioning, bespoke capability and differentiated customer experience, all of which continue to support desirability in a market where exclusivity and reputation are commercially decisive (Aston Martin Lagonda, 2024a; Aston Martin Lagonda, 2024b). However, the analysis also shows that these strengths do not automatically create sustained advantage. Aston Martin faces an external environment shaped by regulatory pressure, technological transition, modest market growth in Europe and persistent industry uncertainty, while internally it still faces challenges in launch execution, operational discipline and resilience (European Automobile Manufacturers’ Association, 2025; Aston Martin Lagonda, 2024a). In other words, the company’s core problem is not a lack of strategic ambition, but the difficulty of consistently converting ambition into financially sustainable performance.
The comparison with McLaren reinforces this conclusion. While Aston Martin follows a broader ultra-luxury performance strategy, McLaren’s narrower supercar-led model suggests that strategic clarity and tighter execution can be powerful advantages in the premium segment (McLaren Holdings Limited, 2024a; McLaren Holdings Limited, 2024b). Aston Martin should therefore avoid pursuing growth across too many fronts simultaneously and instead strengthen the parts of its strategy that most clearly align with its distinctive capabilities.
Three recommendations follow from this analysis. First, Aston Martin should deepen high-margin exclusivity by implementing specific programmes to expand bespoke personalization services, introduce more limited-edition models, and create tailored premium customer experience initiatives, as these actions directly enhance both scarcity and profitability (Aston Martin Lagonda, 2024a). Second, the company should establish a structured roadmap for electrification, including defined milestones for hybrid and battery-electric model launches, and conduct regular brand impact assessments to ensure that technology development continues to reinforce the brand’s performance identity and luxury positioning (Aston Martin Lagonda, 2024b). Third, and most importantly, Aston Martin should strengthen operational discipline through targeted actions such as instituting enhanced launch management protocols, investing in engineering process optimization, and developing contingency plans to boost supply-chain resilience. Focusing on these specific improvements in launch planning, engineering efficiency, and supply management is critical for delivering sustainable growth in a challenging market environment (Aston Martin Lagonda, 2024a; Society of Motor Manufacturers and Traders, 2026). Ultimately, Aston Martin’s long-term success will depend on its capacity to translate strategic vision into disciplined, actionable steps that convert desirability into resilience and exclusivity into profitability (Grant, 2021; Whittington et al., 2023).
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