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Brand extension allows companies to capitalise on established brand reputation to launch new products and access new markets. In the context of the rapidly evolving automotive industry, electric vehicles (EVs) have become central to the shift towards sustainable luxury transportation (Statista, 2025). Aston Martin, a symbol of high-performance British engineering, has partnered with Lucid Motors to develop a premium electric SUV, combining cutting-edge EV technology with luxury craftsmanship (Autocar.co.uk, 2025). This portfolio presents a strategic marketing plan for this upcoming EV, focusing on segmentation, targeting, positioning, customer profiling, and an integrated marketing mix strategy.
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Company Background
Founded in 1913, Aston Martin has built a reputation as a prestigious British luxury sports car brand with a fusion of refined style and high-performance technology (AstonMartin, 2025). Rich in motorsport credentials, silver screen association through James Bond films, and traditional craftsmanship, the brand embodies exclusivity, prestige, and innovativeness. Historically centred on high-performance petrol cars, the company has begun to turn its focus to sustainable technology to address the changing demands of the modern consumer base and standard environmental regulations.
Rationale for Brand Extension
The world's automobile industry is in the midst of an enormous overhaul with emission issues in the environment, government policies, and consumer values pushing the world toward electric mobility. The sales of electric cars globally reached over 14 million in 2023, and it is expected to continue to grow in the future (IEA, 2023). For a brand such as Aston Martin, it is no longer a choice to get into the market of EVs, as it has become a strategic imperative.
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Figure 1: Excitement levels of consumers for purchasing luxury EV vehicles
(Source: Mckinsey & Company, 2023)
By venturing into the high-end electric SUV market, Aston Martin can differentiate its portfolio, become sustainable in the long term, and tap into an up-and-coming demographic of wealthier, environment-conscious buyers. The SUV market is especially attractive since global sales of high-end SUVs outstrip sales in other segments (McKinsey & Company, 2023). The release of an electric SUV will enable Aston Martin to rival competing models such as the Tesla Model X, BMW iX, and Mercedes EQS SUV.
The Product
The brand extension under consideration is an all-electric luxury SUV, temporarily referred to as the Aston Martin Vireon SUV (Aston Martin Montréal, 2023). The name Vireon suggests a modern, natural character, connoting agility and sustainability. Co-created with Lucid Motors, Vireon will be equipped with the best-in-class battery technology from Lucid, with over 400 miles of range on a charge, rapid charging capabilities, and high efficiency (Autocar.co.uk, 2025). Blending Aston Martin's signature style, like streamlined silhouette, hand-finished interior spaces, and high-end infotainment, the Vireon will set new standards in electric luxury mobility. A performance to match conventional sports cars in 0–60 mph in less than 4 seconds will be accompanied by room-to-seat five in comfort, driver assistance powered by AI technology, and an adaptive cabin environment to create a superior driving experience.
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Figure 2: Aston Martin Vireon SUV
(Source: Aston Martin Montréal, 2023)
Strategic Fit
This EV SUV is in line with the brand pillars of Aston Martin like design, exclusivity, performance, and innovation. The transition to electric might seem counterintuitive to its petrol drivetrain legacy, however, the Vireon shows that luxury and sustainability can happily coexist with no compromise. The collaboration with Lucid means it can enjoy access to state-of-the-art EV technology with lower development costs and less strain on its R&D capabilities in an ever-changing market. In addition to this, the Vireon corroborates Aston Martin's wider plan to electrify its lineup by 2030 (The Guardian, 2025), in line with the UK government's zero-emissions ambitions. It is also indicative of the brand's policy of responsible luxury, appealing to those who desire status and sustainability in equal proportions.
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The entry of Aston Martin into the luxury electric SUV market with its impending Vireon EV necessitates an accurate and well-researched segmentation, targeting, and positioning strategy. The electric vehicle (EV) market, particularly in the luxury car segment, is influenced by high-end customers who desire both performance and sustainability (Udendhran, 2025). A segmentation analysis of the potential market in this section is shown along with an intensive targeting strategy and a strategy using Bowman's Strategy Clock.
Segmentation
Segmentation of the Vireon EV SUV is done based on a mix of demographic, psychographic, and behavioural variables to gain a better understanding and connect with the best-suited audience. Demographically, the range is 35 to 60 years old, which is generally the prime income years with a desire for luxury and technology. They are generally high-net-worth individuals (HNWIs), such as CEOs, businessmen, technology executives, and company owners with earnings above £150,000 per annum. All genders who are interested in prestige and cutting-edge technology will be attracted to the product.
Psychographically, Vireon purchasers will be sustainability-focused buyers who want to uphold the values of the environment while avoiding compromises to luxury or performance. Vireon customers are likely to be status-oriented, tech-savvy, and pioneering in adopting new technology (Aston Martin, 2025). They are cosmopolitan in their lifestyle, with frequent cross-border travelling and an affinity to invest in eco-investing and sustainable consumption. Vireon with its confluence of electric technology and luxury styling, appeals to people who embrace responsible luxury – a growing focus among the high-income group (McKinsey & Company, 2023).
From a behavioural segmentation point of view, the market consists of repeat owners of luxury vehicles who are in the process of switching from their conventional internal combustion engine (ICE) cars to electric models. They are people who are likely to have had high-value cars like Porsche, Tesla, or BMW and are searching for an EV that retains performance and luxury while offering sustainability advantages. They are driven by the motivation to cut down their carbon footprint while retaining their love of innovation, speed, and uniqueness (IEA, 2023).
Targeting, the Auston Martin Vireon SUV targets affluent, high-net-worth individuals that are aged 35-50, typically entrepreneurs, executives and luxury enthusiasts with annual income exceeding 500,000 or net worth above 5 million. These buyers value prestige, performance and bespoke craftsmanship often indulging in high-end lifestyles that include fine dining, exotic travel and membership in exclusive clubs (Luthfiandana et al., 2024). Geographically, the Vireon appeals to urban elites in global financial hubs like Dubai, London, New York and Hong Kong as well as wealthy buyers in luxury vacation destinations such as Monaco, Miami and Zurich. The ideal customer already owns or aspires to own ultra-luxury SUVs like the Bentley Bentayga or Lamborghini Urus but seeks a rarer, more distinctive alternative (Grewal and Levy 2022). They appreciate Aston Martin's heritage but demand modern utility, cutting-edge technology and exhilarating driving dynamics. Ultimately, the Vireon caters to those who desire an uncompromising blend of exclusivity, power and sophistication in a high-performance SUV. 
Positioning, the Aston Martin Vireon SUV will be undertaking focused differentiation positioning based on Bowman’s strategy clock as the ultimate fusion of British luxury, high-performance engineering and exclusivity in the ultra-high-end SUV segment. It helps in distinguishing itself from its rivals like the Bentley Bentayga and Lamborghini Urus by emphasising Aston Martin's racing heritage, handcrafted bespoke interiors and a driver-centric experience that blends opulence with adrenaline (Elliott et al., 2023). The messaging will look to highlight its limited production runs, reinforcing its rarity and elite status, while advanced performance features such as a hand-built V8 or V12 engine and adaptive dynamics will appeal to driving purists. The Vireon will also cater to luxury lifestyle demands with customizable concierge-level ownership experiences that include private previews and VIP event access (Lim 2021). By positioning itself as not just an SUV but an Aston Martin the Vireon will look ahead in attracting discerning buyers who seek a vehicle that delivers both supreme comfort and thrilling performance, wrapped in timeless elegance. This strategy ensures it remains a symbol of success for those who refuse to compromise. 
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Name: Anthony Taylor
Age: 48
Occupation: Tech entrepreneur 
Location: London, UK
Annual Income: £ 10 million 
Marital status: Married with two children
Vehicle ownership history: Porsche Taycan Turbo S, Range Rover SV Autobiography, Tesla Model X Plaid. 
Demographic profile: Anthony Taylor epitomises the ultra-high-net-worth individual that Aston Martin targets with the Vireon SUV. He is a successful tech entrepreneur in his late 40s, having founded and sold two startups and now invests in green energy and AI ventures. His annual income exceeds £ 1.2 million, with a diversified portfolio including real estate, equities and sustainable funds. Geographically, he splits his time between London. Monaco and Aspen. He travels frequently for business and leisure often flying private or first-class. His household includes his wife and two teenage children who attend elite private schools (Stewart and Bridges 2023). Alexander is a repeat luxury car buyer, having owned high-performance vehicles from Porsche, Tesla and Range Rover. However, he is now transitioning to high-end electric vehicles (EVs) that align with his sustainability values without sacrificing performance or exclusivity. 
Psychographic profile
Lifestyle & values
Status conscious & discerning:  Anthony Taylor's exclusivity and craftmanship he doesn’t just want a car; he wants a statement piece that reflects his success. 
Sustainability-minded: While he enjoys luxury, he is increasingly eco-conscious and prefers brands that align with his values (Koziel and Shen 2025). He invests in carbon-neutral initiatives and looks to prefer EVs over traditional petrol supercars. 
Tech-savvy early adopters: As a tech investor, he embraces cutting-edge innovation AI driven features, autonomous driving capabilities and look to develop seamless connectivity. 
Experiential luxury seeker: Beyond material possessions, it values VIP experiences private car unveilings, F1 paddock club access and bespoke concierge services. 
Driving behaviour & preferences
Preference driven: He expects 0-60 mph in under 4 seconds and handling that rivals sports cars despite the Vireon being an SUV. 
Daily usability: Unlike a traditional Aston Martin sports car, he needs practicality ample sample for family trips, advanced driver-assistance systems and long-range capabilities such as 400+ miles per charge (Quach and Lee 2021). 
Customisation obsessed: Anthony Taylor will likely opt for bespoken interior finishes and a personalised colour scheme. 
Brand affinities & competitor consideration 
Current vehicles: Porsche Taycan, Tesla Model X and Range Rover. 
Competitors He’s considering: Bentley Bentayga Hybrid, Lamborghini Urus S, and Mercedes-AMG EQS SUV. 
Why did he choose Vireon?
Exclusivity: Limited production means he won’t see many on the road.
British luxury heritage: He appreciates Aston Martin’s Legacy but wants modern innovation.
Sustainable + performance: The lucid motors battery tech ensures zero emissions without compromising speed. 
Purchasing journey & influences 
Research phase: He follows EV-focused luxury blogs watches YouTube reviews from top gear and consults his private car advisor. 
Decision triggers
· Elite brand perception: Aston Martin’s association with James Bond and motorsport adds emotional appeal. 
· VIP treatment: Invitation to an exclusive preview event at Aston Martin’s Gaydon HQ would sway him. 
· Sustainability credentials: Vireon's carbon-neutral manufacturing and recyclable materials align with his values. 
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Product strategy: The Aston Martin Vireon SUV will redefine luxury electric vehicles by combining British craftsmanship with cutting-edge EV technology that features a sleek aerodynamic design with Aston Martin's signature grille and flowing lines, powered by Lucid Motors advanced battery technology delivering 400+ miles of range and rapid charging capabilities (Aaker and Moorman 2023). The interior will showcase hand-stitched leather from sustainable sources, ethically sourced wood veneers and a state-of-the-art digital cockpit with AI-powered personalization while maintaining practicality with generous cargo space and five-seat comfort, all customisable through the exclusive Q by Aston Martin bespoke program that allows buyers to create truly unique vehicles with personalised colour schemes, monogramming and material selections.  
Price strategy: Aston Martin Vireon SUV is positioned as an ultra-exclusive offering, the Vireon will command a premium price starting at £ 250,000 to reinforce its status as a luxury item for high-net-worth individuals, with extensive customising options potentially adding £ 50,000 to £ 100,000 to the final price through the Q division’s bespoken services (Kotabe and Helsen 2022). The pricing structure will mainly include optional concierge service subscriptions of £ 15,000 annually. For VIP benefits such as priority charging access and global assistance, limited edition models with special features could reach £ 350,000 ensuring the vehicle remains aspirational while justifying its cost through unmatched craftsmanship, performance and exclusivity in the luxury EV segment. 
Place strategy: Distribution will mainly focus on exclusive channels that include Aston Martin's redesigned electric lounge showrooms in global luxury such as London, Dubai and Beverly Hills featuring private consultation suites and immersive VR configurators, supplemented by pop-up experiences at high-profile events such as Art Basel and Monaco Grand Prix. The brand will leverage strategic partnerships with luxury resorts and private member clubs to offer test drive experiences while implementing a direct-to-client sales model with personal EV specialists who make house calls to prospective buyers' homes or offices (Kotler and Keller 2022). Completely bypassing traditional dealership networks to maintain control over the premium customer experience. 
Promotion strategy: The launch campaign Electric Bever Looked So British will look ahead in combining high-impact experiential marketing with targeted digital outreach, beginning with invitation-only reveal events at Aston Martin's Gaydon headquarters for top clients and influences, supported by strategic placements in luxury lifestyle media and partnerships with sustainable luxury advocates (Kalaignanam et al., 2021). Digital efforts will look to focus on premium platforms such as LinkedIn and the Rake for targeted content, while high-production YouTube series will document Vireon's development story and sustainable manufacturing process, complemented by an owner-exclusive app that provides access to VIP events, develop travel experiences and a member-only charging network at luxury destination worldwide, creating a holistic brand ecosystem that extends beyond the vehicle itself. 
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Excitement for owning electric vehicle, by car type, % of respondents (n = 147)
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