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Executive Summary
The purpose of the report is to develop a strategy formulation plan for the automotive industry. In this report, a reference to Aston Martin has been taken, which is a widely recognised British-based luxury car brand. In this report, the background of the company has been addressed by identifying its products, services, location and business operation. Furthermore, the strategic intent of the company has been considered by analysing its vision, mission and business objectives. Aston Martin’s current performance has also been evaluated through the lenses of its financial and automotive performance. The following report has also analysed the external and internal components of Aston Martin’s business factors by using PESTEL and SWOT analysis. Lastly, the business strategy of Aston Martin has been briefly discussed while also providing a strategic business plan for the company’s competitive advantage in the following report. 
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[bookmark: _Toc234338986]Introduction to the Strategy
Strategic management refers to the continuous process of planning, monitoring and analysing an organisation’s resources and environment to achieve long-term goals (Rêgo et al., 2022). At its core, strategic management is the process of making proactive decisions rather than merely reacting to daily operational challenges. It operates through interconnected components such as corporate, business, functional and operating strategy. Clear objectives, environmental analysis, strategy formulation, implementation and continuous performance analysis are the key phases of the strategic management process (Mishak, 2024). With the help of strategic management, an organisation can set a definite roadmap that clarifies the company’s mission and vision. Moreover, as the business landscape is constantly evolving with changing customer behaviour and technological advancements, this empowers organisations to identify market trends and adapt strategies accordingly. In this report, a strategy formulation plan for Aston Martin will be developed by assessing the background of the company. After that, the strategic intent of the company will be developed by analysing the company’s current performance. Furthermore, the competitive environment will be evaluated and based on that, a new strategy for the company will be proposed. Lastly, a set of recommendations will be provided to ensure the success of the proposed strategy formulation plan of Aston Martin.
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Figure: Aston Martin Logo
Source: (astonmartin, 2026a)
Founded in 1913, Aston Martin is a British manufacturer that operates in the high-performance and ultra-luxury automotive sector. This automotive brand maintains a massive global presence with over 160 dealerships in more than 50 countries, specialising in high-performance sports cars, grand tourers, and hypercars (astonmartin, 2026b). The name Aston Martin is deeply rooted in its geographic origin and motorsport history. Lionel Martin and Robert Bamford together established Bamford & Martin Ltd. in 1913, and in 1915, the brand was renamed Aston Martin, where ‘Aston’ was derived from Aston Hill Climb and ‘Martin’ taken from co-founder Lionel Martin. Unlike mass-market automakers relying on automated assembly for mass production, Aston Martin targets an elite and affluent demographic with a broader luxury lifestyle. The company produces front-engine sports cars and grand tourers, ultra-luxury SUVs and limited-production mid-engine hypercars. Furthermore, through "Q by Aston Martin," clients receive personalised customisation with the tiniest aesthetic details. Its global headquarters, as well as main design and engineering facility, are situated in Gaydon, Warwickshire. However, the luxury DBX SUV range is assembled in St Athan, Wales. 
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Figure: Limited edition Specials of Aston Martin
Source: (astonmartin, 2026a)
Vision
A corporate vision determines the operational success of a business in its organisational setting. Aston Martin’s vision is to be the world’s most desirable and ultra-luxury brand. Hence, it is evident that the vision of the company is hyper-specific and simply avoids generalisation. The brand focuses heavily on desirability, emotion and heritage while performing its business. Moreover, the vision of the brand dictates that every vehicle of Aston Martin, ranging from the DB12 sports car to the DBX707 SUV, must transcend mere utility. It focuses on serving masterpieces that elevate emotional connection with ultra-luxurious individuals worldwide (Cross, 2023). 
Mission 
While the vision of Aston Martin defines the destination, the mission states how the company will achieve that goal. The company’s mission is to integrate the latest automotive technology, beautiful styling and craftsmanship to produce a wide range of critically acclaimed luxurious models (astonmartin, 2026b). Aston Martin’s mission acts as the operational motivation for ensuring that the company’s precision and performance remain uncompromised. 
Strategic objectives 
Ultra-luxurious retail
The core objective of Aston Martin is to maximise revenue per unit, and by expanding ‘Q by Aston Martin’ service, the company targets higher average selling prices (ASPs) to improve per unit profit margins regardless of its overall sales volume. 
Electrification and sustainability 
Aston Martin's sustainable objective is related to the brand's commitment to a science-based target initiative regarding the net zero standard. This objective entails the brand achieving net-zero manufacturing facilities along with electrifying its sports cars and SUVs to meet global regulations and environmental standards simultaneously (astonmartin, 2022a). 
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Financial performance 
Driven by a 17% increase in the average selling price and strong demand for its luxury car models, Aston Martin has witnessed robust financial performance in the year 2026. The company’s Q1 2026 performance is aligned with targets of material improvement in gross margins to 35% (astonmartin, 2026c). Furthermore, the company has secured an additional £50 million investment from the Yew Tree Consortium, which enhanced the company’s overall proforma liquidity to approximately £230 million. In the case of future development, the company’s CEO Adrian Hallmark has announced a revolutionary new generation of vehicles ranging from sports cars and SUVs, which will feature next-generation technology by accommodating hybrid power within 2030. 
Automotive performance 
The Vantage S stands at the peak of Aston Martin’s performance, being AMG-sourced with 800Nm of torque and designed to hit 0 to 100 km/h with immense agility. However, in 2025, the company has generated £1,258 million, while witnessing a 21% decrease in overall performance. In contrast, the first quarter has bolstered a 17% increase in Total Average Selling Price driven by the core next generation models of Aston Martin. The total liquidity of the brand has been enhanced regarding naming rights, Aston Martin Lagonda Global Holdings plc. 
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Figure: Aston Martin’s vintage model
Source: (The Guardian, 2025)
Aston Martin’s macroeconomic landscape requires the company to balance its heritage and high-performance DNA with stringent global environmental regulations and shifting geopolitical trade tariffs. Surviving intense ultra-luxury competition depends very much on navigating electrified transitions and capitalising on strategic partnerships.
Political: Political factors such as global trade policies, zero-emission mandates, and industry regulations are known to heavily impact Aston Martin. The recent US-UK trade deals fixed tariffs on British-made cars at 10% while strict climate laws such as the EU’s 20235 phase-out of internal combustion engines (The Guardian, 2025). As a niche UK manufacturer that relies heavily on international exports, Aston Martin is vulnerable to trade disputes. For instance, US tariffs forced the company to briefly pause shipments and restructure parts of its organisation to optimise its cost base.
Economically: Aston Martin is known to have faced huge economic pressures, emphasised by pre-tax losses of £363.9m and an ongoing trend where it subsidises the production and sales of its luxury vehicles (BBC, 2026). The luxury automaker operates in an unpredictable policy landscape, hence, the escalating US tariffs have severely cut the margin units of the company. 
Social: Aston Martin’s socio-cultural factor is based upon its identity as an ultra-luxury British brand synonymous with heritage, craftsmanship and exclusivity. The brand is deeply intertwined with cinematic culture, most notably through its longstanding partnership with the 007 franchise (Aston Martin, 2021). This establishes a strong socio-cultural perception of cars as symbols of suave, sophisticated and adventurous lifestyles. 
Technological: The company has shifted to a hybrid (PHEV) and battery electric (BEV) lineup. It has also partnered with EV leader Lucid in a 450+ million GBP agreement to secure ultra-high-performance twin motor units and advanced battery systems (Aston Martin, 2023). They also utilise Mercedes-Benz electronic architecture for state-of-the-art in-car technology and vehicle dynamics. 
Environmental: Aston Martin’s environmental strategy is branded as “Racing Green”, which targets net-zero manufacturing by 2030 and a fully net-zero supply chain by 2039. The company is known to shift from its primary lineup toward plug-in hybrid (PHEV) and battery electric vehicles to curb tailpipe emissions, which currently make up the vast majority of its lifecycle footprint (Aston Martin, 2026d). 
Legal: Aston Martin’s legal landscape primarily revolves around international trade tariffs and corporate governance. Moreover, as a UK-based public limited company listed on the London Stock Exchange, Aston Martin Lagonda navigates a complex web of laws impacting manufacturing (Aston Martin, 2026e).
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Strength: Aston Martin’s primary strength lies in its rich British heritage, iconic design and ultra-luxury exclusivity. The brand offers highly personalised, handcrafted vehicle design customised to elite preferences. This allows the brand to push its average prices up to and beyond £250,000. The company is known to produce critically acclaimed high-performance vehicles such as the Ashton Martin Vanquish flagship, which boasts a staggering 835 PS and can achieve a top speed of 214mph. 
Weaknesses: The weakness of Aston Martin is said to lie in its narrow product lineup and its heavy dependence on the DBX SUV for volume. The company also suffers from severe financial instability, evidenced by recent profit warnings and a Fitch credit downgrade to CCC+ alongside higher tooling costs than conglomerate rivals such as Ferrari (FitchRatings, 2025). 
Opportunities: Aston Martin’s primary growth opportunities lie in expanding its footprint in emerging markets, such as in India, by pushing bespoke made-to-order models and rolling out plug-in hybrids. In addition to this, utilising programs such as “Unleashed” and specialised track events will allow the company to deepen customer loyalty by offering once-in-a-lifetime VIP motorsport interaction. 
Threats: Brands such as Ferrari and Lamborghini possess greater economies of scale, putting pressure on pricing power. Competitors leveraging shared platforms, such as Volkswagen Group, cut unit costs by 15-25% (Forbes, 2026). The brand has a history of high debt and has operated at significant losses. This leaves them highly vulnerable to economic downturns and fluctuations in ultra demand. 
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Figure: Aston Martin’s CEO
Figure: (BBC, 2026)
[bookmark: _Toc234338994]Business strategy for Aston Martin
Aston Martin’s business strategy is built on a “value over volume” ultra-luxury framework. The company is known to pair bespoke craftsmanship and high-performance hybrid powertrains with a targeted Racing Green sustainability plan. The company has expanded its flagship retail locations to boost made-to-order bespoke commissions. These have enabled the company to drive up its selling prices over £220,000 and push for an industry-leading 40% gross margin (Aston Martin, 2025). A strategic partnership with Lucid Group has provided the company with cutting-edge electric vehicle components. This gives Ashton Martin a faster and lower capex route to luxury EV’s while avoiding hundreds of millions in proprietary R&D costs. Moreover, the brand is also known to utilise the pinnacle of motorsport to validate its racing pedigree. Backed by Honda engines and design talent, the F1 team serves as a high-performance technology transfer and a primary marketing platform to engage younger demographics (Aston Martin, 2026d). 
[bookmark: _y4lxvdxdardr][bookmark: _Toc234338995]Proposal for a new business strategy for Aston Martin
It is recommended for the company to transition from standard production toward highly customised coachbuilt models. By expanding the customisation studio, Aston Martin can increase per-vehicle margins, effectively catering to high-net-worth collectors globally. Instead of rushing a pure battery electric vehicle rollout amidst recent financial losses, their focus will need to be on hybrid technology. Bridging Formula 1 innovations with sustainable inner-city drivetrains protects the brand’s roar and emotional appeal. Aston Martin will need to monetise the brand heritage through non-automotive ventures. By launching exclusive, F1-inspired luxury merchandise, “Aston Martin Residences,” and curated VIP track experiences to diversify revenue and bring in younger demographics (Aston Martin, 2022b).
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Conclusion 
[bookmark: _tfex222kd7xl]The report highlights that strategic management plays a very crucial role in an organisation’s business success. In order to understand its impact in a detailed manner, an example from the automotive industry has been taken, namely Aston Martin. It is a globally renowned brand that makes luxury sports cars along with grand tourers, ultra-luxury SUVs and limited-production mid-engine hypercars. In this report, the vision, mission and objectives of Aston Martin have been evaluated along with the company’s financial performance. It has been identified that the company’s vision is to be the world’s most desirable and ultra-luxury brand. After that, a strategic analysis of Aston Martin has been performed through PESTEL analysis and SWOT analysis. Based on the analysis, the business strategy of Aston Martin has been developed. It has been proposed that the company needs to transition from standard production toward highly customised coach-built models. 
Recommendations
Strict Made-to-Order Model: Aston Martin needs to maintain the strategy of producing vehicles exclusively against confirmed customer orders to keep dealer stock low. This drives exclusivity, eliminates discount pressures and maximises revenue per unit. It is recommended for the company to extend its brand equity beyond cars into high-margin lifestyle avenues such as branded residences, elite merchandise and bespoke licensing (Bezo and Kokabidanesh, 2026).
Electrification and Software Parity: The brand can continue developing battery electric vehicles (BEV’s) integrated with top-tier technology such as the Lucid-sourced batteries and in-house infotainment systems to ensure software and performance parity with German competitors. It can use telemetry-backed marketing to engage a younger global demographic and support sales of high-performance specials (Tomalin, 2024). 
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