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[bookmark: _Toc227912934]Executive Summary
[bookmark: _Int_AJ6yp3JZ]This report assesses Aston Martin's strategic position in the modern automotive sector and emphasises strategic alliances as the key objective toward improving future competitiveness and ensuring long-term success. The automobile industry is undergoing instability due to electrification, digital advancement, and evolving customer expectations, which are elevating the cost and complexity of innovation for manufacturers (Pavlínek, 2023). Strategic alliances have therefore emerged as a crucial instrument for firms to acquire external information, share technical risk, and adapt more successfully to market uncertainties (Dubey et al., 2024).
Aston Martin represents a relevant case study since it operates within the ultra-luxury high-performance automobile sector, characterised by substantial innovation requirements but limited in scale in contrast to bigger global automotive corporations. The 2024 Annual Report of the corporation indicates that Aston Martin executed a substantial renewal of its fundamental product line in 2024 (Aston Martin Lagonda Global Holdings plc, 2025). Nonetheless, the company faced supply chain disruptions and macroeconomic challenges in China, which impacted wholesale volumes and financial outcomes (Aston Martin Lagonda Global Holdings plc, 2025). The report argues that a partnership-driven strategy is the most appropriate path to enduring competitive advantage, as Aston Martin already depends on collaborative development in domains such as electrification, advanced technology, and product innovation (Aston Martin Lagonda Global Holdings plc, 2025).
Overall, the report concludes that Aston Martin should maintain ownership of the skills that characterise its brand value, specifically design, exclusivity, craftsmanship, and customer experience, while strengthening specific strategic alliances (Dubey et al., 2024).
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1. [bookmark: _Toc227912935]Introduction to the Strategy
Strategic management defines the process by which businesses assess their internal and external environment, allocate resources, and formulate long-term strategies to achieve sustainable performance and competitive advantage. In modern business, its significance has escalated as companies must address unpredictability, rapid technical advancements, and evolving stakeholder expectations. Recent study indicates that good strategic planning increases organisational success when associated with execution and adaptation, rather than being seen as a simply formal procedure (Mousa, Ali and Gurler, 2024).
This is especially important in the automobile sector, which is experiencing significant structural changes driven by electrification, digital connectivity, and reorganisation of the global supply chain. Recent academic research indicates that the transition to electric cars is transforming automotive manufacturing networks, supply chains, and rivalry within the industry (Ramos et al., 2024).
Aston Martin provides an ideal case study for strategic analysis due to its operation in the ultra-luxury performance market, where success depends not only on brand legacy and product appeal but also on the capacity for innovation and strategic adaptation. The firm claims that its goal is to manufacture automobiles characterised by sophisticated technology, accuracy, and craftsmanship, while its overall strategy focuses on brand development, product innovation, sustainability, and employees (Aston Martin Lagonda Global Holdings plc, 2025).
This report aims to assess Aston Martin's strategic position and determine the most suitable strategic direction for its future success. The report emphasises strategic partnerships as the preferred strategic path and is structured around the company's history, strategic objective, present performance, environmental analysis, strategy development, suggestions, and conclusion.
2. [bookmark: _Toc227912936]Overview and background of Aston Martin
Aston Martin Lagonda is a British automobile business operating in the ultra-luxury, high-performance sector of the global automotive industry (Aston Martin Lagonda Global Holdings plc, 2025). According to the company's corporate materials, its goal is to become the most prestigious ultra-luxury British brand in the world by producing unique performance vehicles (Aston Martin, 2026). This positioning is crucial since strategic management literature suggests that businesses in premium markets compete less on price and more on individuality, reputation, and perceived customer value (Whittington et al., 2023).
Aston Martin's business strategy focuses on the design, engineering, and sale of luxury automobiles that integrate modern technology with artisanal skill and exclusivity (Aston Martin Lagonda Global Holdings plc, 2025). The 2024 Annual Report emphasises a portfolio with core models such the DB12, Vantage, Vanquish, and DBX707, in addition to unique specialities such as Valkyrie, Valour, and Valiant (Aston Martin Lagonda Global Holdings plc, 2025). This combination illustrates a distinct brand strategy, whereby high-profile items increase reputation and attractiveness across the wider range (Beverland and Cankurtaran, 2021).
The company has a worldwide presence, operating in the Americas, EMEA, APAC, and the UK, supported by an international dealer network (Aston Martin Lagonda worldwide Holdings plc, 2025). Aston Martin continuously highlights its British character and legacy in its official corporate communications, hence enhancing the brand's symbolic and cultural significance (Aston Martin, 2026). From a strategic standpoint, Aston Martin presents a valuable case for analysis, since its success relies not just on manufacturing expertise, but also on its effectiveness in safeguarding brand uniqueness while navigating significant industry changes (Parnell, 2026). This is particularly important to this research, as it emphasises the need for Aston Martin to implement a strategy that fosters innovation and competitiveness while maintaining the exclusivity and tradition that are fundamental to its market position.
3. [bookmark: _Toc227912937]Strategic Intent 
[bookmark: _Int_WKQqOa9J]Strategic objectives define the long-term trajectory of the organization by clarifying its aspirations and competitive approach inside its targeted market (Whittington et al., 2023). Recent strategic research indicates that strategic planning increases organisational performance considerably when it is integrated with implementation, flexibility, and management decision-making, rather than being seen as a purely formal exercise (Mousa, Ali and Gurler, 2024). In fact, the strategic goal should be seen not as a simple symbolic statement, but as a framework that directs resource allocation, competitive positioning, and decisions made based on future advancement (Rothaermel, 2023).
This reasoning is clearly reflected in Aston Martin's strategic purpose. The firm claims that its objective is to manufacture automobiles embodying superior technology, accuracy, and craftsmanship excellence, which provide outstanding performance and a customised, industry-leading experience (Aston Martin Lagonda Global Holdings plc, 2025). The official corporate site similarly underscores the aspiration to become the world's most desired ultra-luxury British brand, indicating that Aston Martin is adopting a premium differentiation approach instead of a volume-driven competitive model (Aston Martin, 2026). This is strategically important because companies that compete via distinction must safeguard their brand's unique qualities while consistently renewing the value sources that consumers are prepared to pay for (Parnell, 2013).
Nonetheless, Aston Martin's strategic goal also exposes a strategic conflict. The company seeks to integrate cutting-edge technology with exclusivity and artisanal skill, while functioning on a far smaller scale than prominent automobile giants. The annual report indicates that the company's overarching strategy is on brand, product innovation, sustainability, and personnel, suggesting a need for advanced skills while maintaining a unique identity (Aston Martin Lagonda Global Holdings plc, 2025). In this environment, strategic alliances are crucial since they enable Aston Martin to foster innovation and competitiveness while preserving the luxury characteristics that distinguish the brand. Consequently, the company's strategic purpose delineates its aspirations and clarifies the need of strategic alliances in accomplishing them.
4. [bookmark: _Toc227912938]Aston Martin Current Performance 
Aston Martin's current performance in 2024 paints a mixed strategic picture, with ongoing operational and financial difficulties combined with noticeable advancements in product renewal. Contemporary strategic management literature indicates that corporate performance should be evaluated not just on sales growth or profitability, but also on the firm's capacity to reinforce the foundations of sustainable competitive advantage (Rothaermel, 2023). Aston Martin underwent a significant restructuring of its core portfolio in 2024, facilitating its long-term brand repositioning inside the ultra-luxury performance market (Aston Martin Lagonda Global Holdings plc, 2025). Nonetheless, the financial outcomes reveal that this strategy advancement has not yet resulted in consistently solid business success.
Table 1 provides a summary of Aston Martin’s key financial and operating results for FY2024 compared with FY2023 and highlights the company’s mixed performance position
Table 1: Aston Martin key financial and operating results, FY2024 vs FY2023
[image: ]
Source: Aston Martin Lagonda Global Holdings plc (2025)
As shown in Table 1, total wholesale volumes declined from 6,620 units in FY2023 to 6,030 in FY2024, while revenue fell from £1,632.8 million to £1,583.9 million (Aston Martin Lagonda Global Holdings plc, 2025). Adjusted EBITDA also decreased from £305.9 million to £271.0 million, and gross margin fell from 39.1% to 36.9%, indicating that the business remained under pressure from weaker trading conditions and operational disruption (Aston Martin Lagonda Global Holdings plc, 2025). At the same time, net debt increased substantially from £814.3 million to £1,162.7 million, which suggests that Aston Martin’s financial flexibility remains constrained despite refinancing activity during the year (Aston Martin Lagonda Global Holdings plc, 2025).
Overall, Table 1 shows that although Aston Martin made strategic progress in its product portfolio, this was accompanied by weaker volumes, lower earnings and higher indebtedness, indicating that the business remains under significant strategic and financial pressure.
However, the outcomes were not totally negative. The operating loss decreased from £111.2 million to £99.5 million, suggesting more internal discipline and improvements in cost management (Aston Martin Lagonda Global Holdings plc, 2025). The combination of product advancement, premium positioning, and financial limitations is strategically important as it indicates that Aston Martin possesses brand strength, however, still lacks the size and durability of bigger rivals (Whittington et al., 2023). Therefore, the company’s current performance strengthens the case for strategic partnerships, as external collaboration may allow Aston Martin to access technology, capabilities and innovation support without relying solely on internally financed growth (Dubey et al., 2024).
5. [bookmark: _Toc227912939]Aston Martin competitive environmental analysis 
5.1 [bookmark: _Toc227912940]External Environmental Audit
Aston Martin functions within an external environment influenced by regulatory, economic, and technological pressures. Figure 2 illustrates that political and legal factors are crucial, since UK and European emissions regulations, particularly the shift towards zero-emission cars, are intensifying pressure on automotive companies to expedite electrification and compliance investments (Pavlínek, 2023). Economic conditions continue to be difficult, as inflation, interest rates, exchange-rate fluctuations, and diminished demand in critical regions may impact profit margins and luxury car sales (Aston Martin Lagonda Global Holdings plc, 2025). Since software capabilities, electric powertrains, and connected vehicle innovation are becoming increasingly vital for competitiveness, technological change is equally important (Ramos et al., 2024). Social and environmental concerns augment the necessity for sustainability, digital personalisation, and enhanced consumer experience. Overall, Aston Martin’s external environment increases the cost and complexity of competing independently, which strengthens the case for strategic partnerships as a means of reducing technology gaps and improving adaptability in a fast-changing industry (Dubey et al., 2024).
Figure 2: PESTLE analysis of Aston Martin
[image: ]
Source: Author’s own creation based on Aston Martin Lagonda Global Holdings plc (2025) and supporting literature.
[bookmark: _Toc227912941]5.2 Internal Environmental Audit
Aston Martin's internal position demonstrates robust brand resources, although exhibits deficiencies in financial and technological capabilities. Figure 3 illustrates that its primary strengths include brand legacy, exclusivity, craftsmanship, and premium pricing power, but its drawbacks encompass high debt, margin pressure, and a smaller size compared to major automotive competitors. These shortcomings make the successful execution and launch of products particularly critical (Aston Martin Lagonda Global Holdings plc, 2025). Figure 4 incorporates a VRIO analysis, illustrating that Aston Martin's most valuable and unique resources are its brand symbolism, British identity, and premium positioning, which are challenging for competitors to replicate (Rothaermel, 2023). Nonetheless, technology-driven advantages are less comprehensively managed internally and are more reliant on external collaboration. Overall, this suggests that Aston Martin’s strongest sustained advantage is brand-led rather than capability-led, which reinforces the need for strategic partnerships to complement internal distinctiveness with external technological expertise (Whittington et al., 2023).
Figure 3: SWOT analysis of Aston Martin
[image: ]
Source: Author’s own creation based on Aston Martin Lagonda Global Holdings plc (2025) and supporting literature.
Figure 4: VRIO analysis of Aston Martin
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Source: Author’s own creation based on Aston Martin Lagonda Global Holdings plc (2025) and supporting literature.
6. [bookmark: _Toc227912942]Strategy Formulation 
When developing a strategy, an organization must decide on a plan of action that is appropriate for both its internal capabilities and its external environment (Whittington et al., 2023). The initial investigation suggests that Aston Martin should pursue a targeted strategic relationship with Mercedes-Benz AG. Aston Martin's primary strengths lie in its brand characteristics, such as legacy, exclusivity, and superior craftsmanship, whereas its weaknesses are to technologically advanced size, electrification expenses, and depth of capabilities (Aston Martin Lagonda Global Holdings plc, 2025). Aston Martin cannot effectively develop the necessary capabilities internally in a market increasingly influenced by software, electric technology, and sophisticated vehicle architectures, since this would further strain margins and investment capacity (Pavlínek, 2023).
Using Mercedes-Benz AG as Aston Martin's primary cooperation model is more profound strategic alliance. Aston Martin asserts that its Strategic Cooperation Agreement with Mercedes-Benz AG gives access to an extensive array of premier technology for both current premium vehicles and future variants. This encompasses powertrain technology and electric/electronic architectures for internal combustion, hybrid, and electric cars. This is strategically significant as it enables Aston Martin to leverage advanced engineering capabilities while maintaining an internal emphasis on activities that differentiate it in the ultra-luxury market, specifically design, driving dynamics, craftsmanship, and personalised customer experience (Aston Martin Lagonda Global Holdings plc, 2025).
A partnership-oriented strategy with Mercedes-Benz AG aligns with broader alliance literature. Studies on automotive alliances indicate that collaborations are particularly advantageous during times of technological uncertainty, as they allow companies to share risks, alleviate development pressures, and acquire complementary expertise that would be challenging to obtain independently (Carrillo, Vallejo and Gomis, 2024). For Aston Martin, this is significant since electrification is not only a product modification; it is reshaping the framework of the automobile industry and reallocating value throughout supply chains, manufacturing systems, and innovation networks (Ramos et al., 2024). A low-volume luxury producer thus encounters heightened risk while attempting to achieve complete technical self-sufficiency. In this sense, the Mercedes collaboration signifies not weakness, but a judicious reaction to structural changes inside the business.
Nonetheless, the strategy should continue to be selective rather than reliant. Aston Martin must prevent Mercedes-Benz AG from defining the brand or diminishing the uniqueness that justifies its premium cost. The relationship should be utilised in a manner that complements capabilities. Studies on supplier orchestration indicate that companies may enhance innovation results by integrating internal strategic governance with external technology assistance, especially where specialised supplier competencies help expedite product development (Chirico et al., 2024). This is exceedingly essential for Aston Martin. The corporation need to persist in depending on Mercedes-Benz AG for enabling technology, while maintaining internal oversight of the perceptible and emotional aspects of value that buyers link to Aston Martin as a British ultra-luxury performance brand.
This method would also promote improved financial discipline. Aston Martin's 2024 performance demonstrates advancements in product renewal; yet it also reveals diminished volumes, reduced profitability, and increased net debt, suggesting that domestically financed expansion is still limited (Aston Martin Lagonda Global Holdings plc, 2025). A more profound strategic alliance with Mercedes-Benz AG can thereby mitigate capacity deficiencies without necessitating Aston Martin to bear the entire expense of autonomous technology development. Simultaneously, it may assist the organization in maintaining competitiveness in domains that customers increasingly anticipate, such as digital vehicle experience, hybridisation, and electrified performance. The optimal strategy decision for Aston Martin is to enhance its selected collaboration with Mercedes-Benz AG to merge external technology expertise with internal brand uniqueness. This provides the optimal alignment between the company's internal capabilities, external challenges, and its long-term objective to sustain its status as one of the world's most coveted ultra-luxury performance brands (Aston Martin Lagonda Global Holdings plc, 2025).
[bookmark: _Toc227912943]Conclusion and Recommendations
This report demonstrates that Aston Martin functions within a demanding automotive environment influenced by electrification, digital transformation, regulatory pressures, and evolving consumer expectations (Pavlínek, 2023). The analysis revealed that while Aston Martin possesses considerable strengths in heritage, exclusivity, craftsmanship, and premium positioning, it concurrently encounters substantial weaknesses associated with financial constraints, reduced scale, and a lack of technological depth compared to larger automotive businesses (Aston Martin Lagonda Global Holdings plc, 2025). Consequently, the analysis determines that a selective strategic alliance is the optimal strategic route for Aston Martin's future success.
Aston Martin should persist in fortifying its collaboration with Mercedes-Benz AG in domains such as electrified powertrains, hybrid systems, and electronic architecture, while maintaining internal oversight of design, customer experience, and bespoke luxury value (Aston Martin, 2023). This would enable the organization to utilise modern capabilities while preserving the unique brand characteristics that validate its premium positioning (Beverland and Cankurtaran, 2021). Aston Martin should establish explicit governance limits for the relationship to mitigate undue dependency, ensuring that collaboration fosters innovation and competitiveness while preserving strategic autonomy (Carrillo, Vallejo and Gomis, 2024).

[bookmark: _Toc227912944]
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SWOT Analysis: Aston Martin

Literature-based summary

@ Strengths

Aston Martin benefits from strong brand
heritage, luxury positioning and a
distinctive high-performance identity.

® Bespoke craftsmanship, Q personalisation
and Formula One halo effects support

differentiation and premium pricing power.

@ Opportunities

Electrification, hybrid innovation and
strategic partnerships can strengthen
future competitiveness and regulatory
alignment.

® Growth in ultra-luxury demand,
customisation and selected global market
expansion can support revenue
development.

@ Weaknesses

® High debt and margin pressure make
financial performance sensitive to product
launch execution and market conditions.

® |ts smaller scale and narrower product
portfolio create greater operational risk
than larger automotive rivals.

Threats

® Macroeconomic uncertainty, interest
rates and volatile luxury demand may
weaken customer spending and sales
volumes.

® Intense rivalry, tighter emissions
regulation and supply-chain or tariff
disruption can increase costs and
execution risk.

SWOT implication

Aston Martin’s strategic position is supported by brand strength and exclusivity,
but long-term success depends on financial resilience, disciplined execution and
progress in electrified luxury mobility.

Sources: Aston Martin Annual Report 2024; Aston Martin Sustainability Report 2024;
SMMT: ACEA.
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VRIO Analysis: Aston Martin

Literature-based summary

Valuable

® Aston Martin’s brand equity, luxury
positioning and performance-led design
support pricing power and strong
customer appeal.

® Bespoke craftsmanship, Q personalisation
and Formula One halo effects strengthen
differentiation and revenue potential.

Inimitable

® Heritage, brand symbolism, craftsmanship
and loyal customer relationships are
difficult and time-consuming for
competitors to replicate.

© However, some technology capabilities
are less inimitable because they can
be accessed through industry
partnerships.

VRIO implication

8 Rare
i o

® |ts mix of British heritage, exclusivity,
limited production and ultra-luxury
sports car positioning is uncommon
in the market.

® Few rivals combine hand-crafted design,
prestige and motorsport-linked brand
identity in the same way.

@ Organized

® Aston Martin uses product launches,
strategic partnerships and its global
dealer network to capture value from
key resources.

® Yet high debt, execution pressure and

reliance on successful launches can
limit full value realisation.

Aston Martin’s strongest sustained advantages lie in brand heritage, exclusivity
and craftsmanship, while technology-based advantages are more partnership-
dependent and potentially temporary.

Sources: Aston Martin Annual Report 2024; Aston Martin Sustainability Report 2024;
SMMT; ACEA.
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Em FY2024  FV2023  %change | Q42024 Q42023 %change
Total wholesale volumes 6030 6620 (%) 2391 2222 8%
Revenue 15839 16328 3% 5893 5933 (1%)
Gross profit 5839 6392 (9%) 207.0 2684 (23%)
Gross margin (%) 369%  39.1%  (220bps) 351%  452% (1,010bps)
Adjusted EBITDA? 2710 3059 (11%) 158.1 1748 (10%)
Adjusted EBIT? ®28)  (797) (%) 387 554 (30%)
Operating (loss)/profit 995)  (1112) 1% 333 341 %)
(Loss)/profit before tax 289.1)  (239.8) @1%) (60.2) 200 (401%)
Net debt? (1,1627) _ (8143) @3%) | 1627) (8143 (43%)

"Number of vehicles including Specials, For definition of alternative performance measures please see Appendix





image3.png
SN

PESTLE Analysis: Aston Martin

Literature-based summary

@ Political

e UK industrial policy, trade relations
and tariff uncertainty influence export
competitiveness and supply-chain
stability.

e The ZEV mandate and government
support for EV transition increase
pressure to accelerate electrified
product development.

Economic

® FY2024 revenue fell to £1.584bn
during portfolio transition, showing
sensitivity to macroeconomic
conditions and launch timing.

o |Inflation, interest rates, exchange-
rate volatility and supply-chain costs
continue to pressure margins.

Social

o Customers value exclusivity,
craftsmanship and performance, but
increasingly expect sustainability and
ethical business practices.

Younger affluent buyers expect
digital engagement, personalisation
and a strong luxury brand experience.

Technological

e Competitiveness depends on

innovation in hybrid and EV
powertrains, software, connectivity
and lightweight engineering.

Ongoing R&D investment and
strategic partnerships are essential
to keep pace with premium
automotive rivals.

Legal

Aston Martin must comply with
tightening emissions, safety,
govermance, ESG disclosure and
data-related regulations.

Compliance obligations affect
product strategy, reporting
requirements and overall
operating costs.

Environmental

o Pressure s rising to reduce vehicle
emissions and decarbonise operations
through energy efficiency and
responsible sourcing.

Investors, regulators and customers
increasingly expect measurable
sustainability progress and transparent
climate reporting.

Sources: Aston Martin Annual Report 2024; Aston Martin Sustainability Report 2024;
SMMT; ACEA; UK ZEV policy documents.





