


Executive Summary
This study has evaluated Aston Martin’s strategic management. The organisation upholds brand responsibility by combining creativity with sustainable dedications.  Aston Martin’s tangible assets are connected to an international dealership network and economic support from a group of investors, who strongly reinforce the firm’s electrification blueprint. This study evaluates if the intangible portfolio of Aston Martin is further strengthened by intellectual property in product design, aerodynamics, and performance engineering. The organisational move they have committed towards electrification in the automotive sector further establishes ethics by incorporating sustainability aspirations. Aston Martin should launch performance-focused sustainability initiatives, which have been made in this study, which display quantifiable environmental impact alongside its speed and unique design.
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[bookmark: _Toc224770511]Introduction
Strategic management is the consistent procedure of addressing and utilising procedures to help a firm in attaining its long-term objectives. Strategic management is applicable, owing to its alignment of resources, goals and competitive placement to confirm long-term development and eco-friendliness. Strategic management plays a crucial role in the dynamic business environment, which confirms organisations make well-informed decisions, as well as execute strategic utilisation of necessary plans to attain long-term objectives. It is beneficial in providing direction, measuring success, implementing effective use of resources and increasing organisations overall performance. 
The chosen organisation for this study is Aston Martin, which has been an iconic international automotive brand with selling features of modernity, exclusivity, as well as performance. Aston Martin was set up in 1913 by Lionel Martin and Robert Bamford. Aston Martin’s headquarters is in Gaydon, England, UK and it designs and produces sports vehicles and SUVs, while having its manufacturing facilities in both Gaydon and St Athan in Wales. Aston Martin has been operating in more than 50 to 54 countries and it generated about 1257.7 million British Pounds in 2025 (Astonmartin, 2026). 
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Figure 1: Aston Martin Company logo
(Source: Astonmartin, 2026)
The vision of Aston Martin is to be the most desirable ultra-luxury UK-based automotive firm worldwide, while creating vehicles that show flawless performance and elegance. Its mission is to stimulate updated technology, skilfulness and design in forming vehicles that motivate passion and limitation. Strategic objectives of the firm are to broaden into the electric and hybrid automotive sector between 2025 to 2030, while following its Racing, Green and sustainability strategy. 
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	Factors 
	Description 
	Impact on Aston Martin 

	Political 
	· The UK government in current times proposes government grants and tax relaxation to automotive firms to elevate EV adoption, which further reinforces industrial development towards electric vehicles. 
· Long-term customer demand for sustainable automotive solutions is confirmed by robust political backing for decarbonisation. 
	Positive 

	Economic 
	· The UK automotive sector is currently valued at 100 billion British Pounds in 2025, which shows a 6.4% increase in new car sales in the first quarter of 2025, in comparison to 2024 (Lexology, 2025).
· Despite the UK economy developing, the country’s GDP is likely to rise about 1.4% in 2025, while its manufacturing grows only 0.9% (BBC, 2026). 
	Mixed

	Social 
	· Citizens in the UK are enhancing their consciousness of climate change, which leads to customer demand for sustainable vehicle options. 
· Younger customers increasingly choose distributed mobility and EVs, which readdress market chances. 
	Positive 

	Technological 
	· The automotive industry’s safety and effectiveness is increased by upgraded driver-help and connectivity methods, led by AI.
· Competitiveness in EV technology is tightened by UK funding in gigafactories, including strong-conditioning batteries.  
	Positive 

	Legal 
	· Adherence in the UK automotive sector is optimised by the Road Vehicles Amendment Regulations, which confirms UK vehicles meet global levels (Eastman et al., 2023).
· Compliance expenses for manufacturers of vehicles across the UK are enhanced by stricter carbon emission levels and taxation upgrades, which pose a challenge to smaller automotive companies.  
	Mixed 

	Environmental 
	· Innovation in low-carbon emission vehicles is motivated by robust ecological rules and regulations, which highly incorporate international sustainability aims.
· Infrastructure shortages are perceived by EV adoption, as charging networks and charging stations are not still adequate to meet increasing customer demand for sustainable driving. 
	Mixed 
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Figure 2: UK automotive industry market 
(Source: ACEA, 2024)
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Competitive Rivalry (High to very high)
According to O’Driscoll and Barron (2022), Aston Martin confronts fierce rivalry from existing luxury firms, like Ferrari, Porsche, Bentley, as well as Lamborghini. The competition of Aston Martin is greatly increased by the faster transition towards electrification, where Tesla and Porsche’s Taycan already dominate. This elevates the management of Aston Martin to innovate faster in the automotive sector, while keeping up its heritage appeal. 
Threat of Substitutes (Medium to low) 
Direct alternatives of Aston Martin are limited, because the organisation’s prestige and exclusivity are difficult to duplicate. Luxurious electrical vehicles and substitute mobility solutions, such as high-end ride-distributing or autonomous fleets are a moderate threat especially for young customers who prioritise sustainability over conventional norms. 
Threat of New Entrants (Low to very low) 
Barriers to entry in the UK automotive industry remain increased due to capital intensity, brand trust, including legal adherence. New entrants in the luxury vehicle sector are very rare, although EV startups across the UK can challenge niche regions if robust investment and technology alliances are secured by them. 
Bargaining power of Suppliers (Medium to low) 
In contrast, Lyu et al., (2025) mentioned that suppliers of special automotive elements, like upgraded batteries and organisational performance materials carry medium utilisation. The authority of Aston Martin decreases this issue, based on strategic incorporations. However, disruption is enhanced by reliance on a limited number of suppliers for the state-of-the-art technology.
Bargaining power of customers (High to extremely high) 
Strong impact is exerted as exclusivity, sustainability, as well as creativity are demanded by influential consumers. Aston Martin’s product line is addressed by their expectations, which pushes the firm towards electrification and bespoke proposals, aiming to retain customer trust in a competitive and luxurious vehicle market.  
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Primary Activities
Inbound Logistics
The management of Aston Martin concentrates on sourcing exclusive materials and particular elements by depending on a selective number of suppliers to keep up product quality and exclusivity. 
Operations
Manufacturing of the automotive industry is cantered in Gaydon and St Athan, while concentrating on interactive assembly and developing engineering for luxurious excellence. 
Outbound Logistics
Vehicles of Aston Martin are shared, based on an international dealer network, which confirms prompt delivery of vehicles and customised consumer insights (Lyu et al., 2025). 
Marketing & Sales
Robust priority of Aston Martin on brand heritage, limitation, and luxurious position of the brand are reinforced by alliances in motorsport and lifestyle stamping. 
Service
Customer trust at Aston Martin is elevated by bespoke after-sales assistance, which insert customisation, maintenance, as well as performance developments.  



Support Activities
Firm Infrastructure
Aston Martin is listed under the LSE, while its governance incorporated eco-friendliness and shareholder responsibility. 
Human Resource Management
As opined by Etukudoh et al., (2024), innovation is led by skilled engineers and designers, which is accelerated by adequate training in upgraded EV technological tools. 
Technology Development
The organisation heavily invests in vehicle electrification, following hybrid mechanisms and digital design techniques. 
Procurement
Product differentiation at Aston Martin is highly confirmed by strategic sourcing of rare elements and state-of-the-art materials. 
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Resources
Tangible resources
The authority of Aston Martin benefits from modernised manufacturing plants in Warwickshire and Wales, which is suited with upgraded assembly methods customised for low-volume, and high-quality product output (Qamar et al., 2023). 
Intangible resources 
On the other hand, Smith and Sarabi (2021) denoted that Aston Martin’s wider reputation to operate in the automotive industry for more than 100 years, is its most robust intangible resource. The firm’s partnership with luxury, and motorsport heritage generates emotional value that rivals struggle to replicate. 
Capabilities 
Aston Martin’s internal capabilities lie in compiling skilfulness with creativity. Teams of the brand play an excellent role in manufacturing bespoke vehicles, while embracing customers' sustainability claims. The firm’s capability is reflected to amalgamate external potential by strategic cooperations, like technology distribution with EV experts. 
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Value 
Strong value is broadly established by Aston Martin’s organisational heritage and luxury positioning in the automotive market. As perceived by Ghadge et al., (2022), Aston Martin’s vehicles are not only ordinary vehicles, but also lifestyle symptoms, which amalgamates exclusivity with upgraded and developed engineering. 
Rarity
Few rivals of Aston Martin can align the organisation’s century-long reputation and innovative design language. Aston Martin’s strategic alliances with motorsport and indicative skilfulness makes its offerings rare in the luxury automotive environment, particularly during limited models production. 
Imitability 
As opposed to the former, ACEA (2024) mentioned that the brand identity and skilfulness are troublesome to reproduce. Aston Martin’s emotional appeal, design heritage, including consumer loyalty are not conveniently copied, which gives the firm a defensible stance. 

Organisation 
Aston Martin is structured to implement these potential strengths, by recruiting committed opportunities, skilled teams and strategic partnerships for EV technology. 
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	Strengths 
· Aston Martin has strength in deepening motorsport links, which includes its Formula One alliances, which increase brand loyalty and performance creativity (SMMT, 2026).
· Aston Martin has robust design recognition with individualistic styling that differentiates the firm from competitors in the luxury vehicle domain. 
	Weaknesses 
· Aston Martin’s profitability is restricted by increased production expenses owing to dependence on low-volume. 
· The firm’s international footprint is weak in comparison to its rivals, while having limited access to emerging markets worldwide. 

	Opportunities 
· Aston Martin can expand its market into hybrid and electric SUVs, by focusing on increasing customer demand for eco-friendly family cars.
· Digital channels and online configurators can be implemented by Aston Martin, which will increase consumer involvement. 
	Threats
· Export challenges and cost disruption for UK-oriented automotive firms, including Aston Martin are enhanced by currency disruptions in the post-Bexit landscape (OICA, 2026).
· Aston Martin’s creative pace can be surpassed by competitors’ rapid battery and autonomous advancement. 
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Expanding the firm into luxury EV lifestyle packages 
The authority of Aston Martin can develop their market beyond selling vehicles through offering bundled luxury insights with its EVs, like developing exclusive charging lounges, creating interactive travel routes, including additional concierge favours. 
Designing limited-edition eco-friendly materials line 
The organisation can launch those models that apply rare sustainable materials, such as recycled carbon fibres, or plant-oriented leather. This will appeal to rich customers who would like to seek exclusivity connected to sustainability, which will elevate Aston Martin’s luxurious identity while coming across ecological aims.
Tightening digital customisation channels 
According to O’Driscoll and Barron (2022), Aston Martin can generate advanced digital configurators, where consumers can develop vehicles, using interactive 3D tools, virtual reality layouts, including AI-led suggestions. If these are followed by the firm accordingly, Aston Martin will be placed as a tech-savvy luxury vehicle creator.  
Setting up strategic EV partnerships in Asian markets 
Aston Martin can create alliances with Asian battery and software organisations to elevate electrification and gather access to fast-developing automotive markets. This approach can guide the firm to decrease its dependence on suppliers from western countries and establish innovative revenue streams. 



Introducing bespoke subscription models
The firm can propose ultra-luxury subscription services, where customers rotate between models of Aston Martin, which includes EVs and hypercars (Smith and Sarabi, 2021). This method brings into evolving ownership needs, while keeping exclusivity for the firm unbroken. 
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It is seen that Aston Martin stands at a turning point where cultural heritage and exclusivity in the market remain its more robust properties. Stability of the firm is challenged by financial compulsion and exclusive scale, although electrification and digital creativity open innovative growth ways for Aston Martin.   
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· The management of Aston Martin must establish heritage-led EV collections that will stimulate the firm to be a classic brand with designs and modernised electrification.
· As developed by Yardım and Pedgley (2023), Aston Martin should design luxury mobility centres to propose interactive charging options, lounges and brand insights beyond vehicle ownership.
· Innovation labs with universities must be developed to co-design step-forward batteries AI, as well as lightweight material technological tools. 
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