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Environmental Analysis of Aston Martin Lagonda
Introduction
Business environment analysis examines micro and macro environments impacting a company to determine its influence. An environmental assessment helps firms identify internal and external variables that may impact their operations (Hans, 2018). This research analyzes the business environment of Aston Martin Company, a contemporary luxury sports automobile company with an instantly recognizable legacy. Lionel Martin and Robert Bamford founded the firm in 1913, and it now has its headquarters in Gaydon, United Kingdom. Aston Martin is a globally recognized brand that embodies elegance, opulence, performance, and uniqueness (Aston Martin Lagonda, 2021). Aston Martin's environmental analysis is undertaken using SWOT, Porter's Five Forces, and PESTEL analysis to ascertain the influence of both internal and external variables on the organization.
Internal Environment Analysis
The internal analysis evaluates an organization's competencies, cost structure, and market viability (Hans, 2018). Internal analysis is a subset of SWOT analysis, which incorporates an organization's strengths and weaknesses (Khan et al., 2018). All aspects of an organization's internal environment must be thoroughly examined for the management to determine the elements' strengths and weaknesses and take appropriate action.
SWOT Analysis
Aston Martin maintains its position as one of the world's greatest and most prestigious automakers by using innovative methods that draw on the company's strengths to overcome its inherent shortcomings. Aston Martin's SWOT analysis examines the opportunities and dangers associated with the market's and industry's competitiveness, mostly dependent on the degree and intensity of rivalry (Gurel, 2017).
Strengths
· Significant financing for research and development, with a focus on new product development. The organization's focus on innovation sets it apart and keeps it competitive (Aston Martin Lagonda, 2021).
· A well-known and recognizable brand. The corporation is one of the world's most esteemed, well-known, and recognizable brands. An increasing number of long-term customers contributes to the organization’s stability.
· Global distribution network. The organization has a worldwide network of carefully chosen suppliers based on aspects, including raw material quality.
· Prioritization of market research. The firm is constantly introducing new goods to its portfolio using market research and customer data.
Weaknesses
· Premium pricing for the majority of the portfolio's items. In markets where customers have less disposable spending, the organization's market share is curtailed.
· Generalization. The lack of flexibility in the goods and commodities in a company's portfolio is hindered by universal standards.
· Imitability. Numerous products in the portfolio have been copied by rivals who offer them at various pricing points (Aston Martin Lagonda, 2021).


Opportunities
· Using eco-friendly business products. Aston Martin has to take advantage of the growing interest in health and wellness lifestyles among customers by providing environmentally friendly goods and services.
· The growth of new markets. Expanding and establishing a presence in new markets may help the organization generate more revenue.
· Clientele growth for corporations. The firm can establish new commercial relationships and contracts with other businesses and corporate bodies to strengthen its position in the industry (Makovere and Ngirande, 2016).
Threats
· Increasing levels of rivalry. Competitive pressure may raise the cost of doing business for a company if new procedures and systems are implemented to reduce expenses (Reinhard et al., 2020). Market and industry saturation can also reduce the organization's sales and reduce its overall pie share.
· Competitive price wars. Competes with large premium corporations and smaller, less expensive rivals that provide low-cost goods and services.
External Environment Analysis
Aston Martin has to analyze the external environment to react effectively and proactively to the macro-environment (Akpoviroro and Owotutu, 2018). Aston Martin must continually monitor and assess the external environment to respond to external forces and integrate them into strategic decision-making.

PESTLE Analysis
Political Factors
Political issues impact Aston Martin's long-term viability and profitability.
· Taxation: Aston Martin's cost of doing business will be affected by tax policies. Expansion of costs is comparable to a rise in taxing (on company earnings).
· Political Stability: Organizations like Aston Martin that operate on a global scale rely heavily on political stability. Political stability provides a reliable commercial climate (Bailey, 2018). Nevertheless, political turbulence deters investment and undermines stakeholder trust in economic success, affecting organizational effectiveness.
· Bureaucracy and Corruption: Bureaucracy and corruption negatively affect the business environment (Pirtea et al., 2019). As a result of the public's distrust in firms and the political and economic system, Aston Martin's business environment is unstable.
Economic Factors
Economic development directly affects organizational effectiveness. Aston Martin has access to a broad range of growth prospects as a result of rising economies.
· Inflation:  Consumers' and shoppers' buying power will be eroded if inflation rises more. If inflation increases, raw materials and other inputs that Aston Martin depends on will go up in price. 
· Interest rates: Aston Martin's products and services may be more expensive or less expensive, depending on changes in interest rates. Consumers' discretionary income is reduced as interest rates rise (Laab and Pataky, 2019).
· Labor market conditions. Labor supply and demand impact wage rates and the availability of highly skilled people. Aston Martin must study and anticipate the labor market to attract and retain outstanding people who will help the firm succeed.
Social Factors
Social factors greatly influence how individuals see their workplace. Demographic factors, power hierarchies, customer buying habits, and shared values may help Aston Martin develop effective marketing messages and meet organizational objectives.
· Class structure and social norms:   Consumer behavior is heavily impacted by social conventions and beliefs (White et al., 2019). Aston Martin may learn about societal ideas and traditions through local teams and partnerships to tailor marketing strategies to the unique cultural setting.
· Demographic trends: Socio-economic factors and demographic shifts are critical considerations for multinational corporations such as Aston Martin's worldwide operations. An analysis of demographic data may assist Aston Martin in determining which market segment/segments have the best chance of achieving long-term success.
· Behavior and spending habits: Consumers' buying habits are impacted by their ability to buy things with their cash. Aston Martin should make an effort to learn about consumer motives and the societal trends that influence their purchasing habits.
Technological Factors
Analyzing the technical environment may help Aston Martin gain benefits by increasing revenue, optimizing the innovation process, and improving operational efficiency through technological trends.
· Enhanced value chain network: Technology may be used by Aston Martin in a variety of ways to improve its competitive edge. The company can provide cheaper production costs, greater customer access, good marketing, and higher product quality than rivals.
· Reduced product life cycles: Modern technologies have accelerated product development (Cooper, 2019). Due to the fast development of new commodities, supply chain partners have grown stronger. In order to meet this demand, Aston Martin must rapidly create new products, diversify product offerings, enhance value chain versatility, and build strong commercial ties with value chain partners.
· Social media marketing: The proliferation of technology has fueled marketing creativity. Social media use in the workplace is becoming standard. With the use of social media marketing, Aston Martin may increase their commercial success.
Environmental Factors
Every market has its own set of laws and regulations. Due to Aston Martin's global reach, these differences must be carefully considered. Environmental assessments are required before entering new markets or introducing new products.
· Renewable Technologies: Governments sometimes offer financial incentives to promote renewable energy consumption. For long-term sustainability, Aston Martin may invest in renewable energy sources. This expenditure will make stakeholders happy and expand the company's customer base.
· Management and recycling of waste: Growing environmental concerns and advancing technology have prompted firms to adopt innovative recycling and waste management practices (Sumrin et al., 2021). An efficient waste management system in or near urban areas is crucial for Aston Martin.
· Green Product Attitudes: The usage of green/eco-friendly items is becoming more popular. Stakeholders will be more inclined to trust Aston Martin if the company adopts green business practices. Prioritizing and concentrating marketing efforts on the environmentally friendly features of the company's goods should take precedence over more traditional value propositions.
Legal Factors
In order to stay out of legal problems, it is necessary to do a thorough analysis of all relevant legal factors. When it comes to intellectual property rights and consumer, employee, and environmental protection requirements, Aston Martin's ignorance might have unintended consequences, such as undermining its competitive edge or harming its brand.
· Employee protection laws: Employee safety and health standards in certain countries are quite stringent, and Aston Martin must abide by them. Aston Martin is committed to providing a safe environment for its workers.
· Consumer protection laws: An investigation of data protection laws is needed by Aston Martin. Additional rules prevent customers from being duped by misleading advertising, such as imposing price caps and requiring manufacturers to meet quality standards.
· Intellectual property laws: Intellectual property rules safeguard valuable ideas and patents. Aston Martin's competitive advantage may be lost if intellectual property rights are not protected.

Porter’s Five Forces
The threat of New Entrants
The force depicts new market participants' concerns to existing market participants (Mhlanga, 2018). As more players join the market, the danger of newcomers will rise, making it more likely that the business will become more competitive. If new firms entering the market are required to fulfill onerous, time-consuming regulatory standards, they may not enter the market, putting Aston Martin in a competitive position. There is a substantial risk of Aston Martin being overtaken by newcomers if present restrictions allow newcomers and customers have little or no brand loyalty.
The threat of substitute products or services
Aston Martin faces stiff competition from substitute products and services. If substitutability is strong, customers will be able to substitute products and services from other industries (Omsa et al., 2017). In the event when a competing product or service delivers comparable or even better quality and performance than Aston Martin, then the threat of a replacement product or service is increased. For Aston Martin, this danger is significantly reduced if buyers cannot get the same value out of a replacement product as they get out of Aston Martin's product.
Buyers bargaining power
It illustrates the pressure customers place on businesses to purchase high-quality goods at low costs with exceptional customer service (Xin, 2020). Consequently, Aston Martin's ability to reach commercial targets is immediately impacted. Strong bargaining strength leads to a more competitive market and lower profit margins. Whereas limited buyer power makes the sector less competitive and increases Aston Martin's profitability and expansion chances. 
Suppliers bargaining power
Suppliers' bargaining power is shown in the strategies suppliers use to impose pressure on business organizations, such as restricting product availability, lowering quality, or raising pricing (Nurlansa, and Jati, 2016). Suppliers' leverage over Aston Martin will be greater if there are fewer of them and more demand for the products they do sell. If suppliers do not consolidate and do not face forward integration, Aston Martin will have little negotiating strength.
The competitive rivalry among existing firms
Rivalry among existing companies reveals how many rivals Aston Martin faces. As a result of a high level of competition, Aston Martin and its rivals may be unable to develop as quickly as they would want. These businesses struggle to generate a profit because they compete hard on price and target. The competition for Aston Martin's market share will be minimal if its goods are highly differentiated and each competitor in the market has a distinct focus. Aston Martin will face significant competition from current corporations if they all aim for the same market and have different strategies. Consumers who are not committed to their present brands will find it easier to transfer brands since switching expenses are low.
Recommendation and Conclusion
From the environmental analysis of Aston Martin by using SWOT, PESTEL, and Porter's Five forces, there are a variety of factors that affect the organization's performance. The use of PESTEL depicted various elements that affect the strategic decision-making process of companies like Aston Martin, including political and environmental issues. SWOT analysis will help the organization spot vulnerabilities, minimize threats, and take advantage of opportunities. From the analysis following are recommended:
1. Aston Martin can lessen the danger of financial instability by increasing economies of scale, creating a workforce that can be sustainably managed, and keeping company expenses stable while still regulating the end product's pricing.
2. Aston Martin has to construct and spend on marketing to clearly define a point of uniqueness in consumer perception and increase customer loyalty to meet the danger of new entrants to the market. In order to maintain a competitive edge over the competition, the company must also make significant investments in research and development. 
3. Aston Martin must integrate strategic marketing to combat the danger of replacement goods or services and build customer loyalty. Additionally, the corporation may invest only in pop-up shops, which it may then brand to better appeal to potential customers.
4. Contracts with several suppliers allow Aston Martin to counter the negotiating strength of suppliers by obtaining resources and raw materials from them. The corporation might invest in a manufacturer-controlled manufacturing plant to ensure consistent quality.
5. Competition from other companies may be met by concentrating on research and development to find market niches and enhance the unique selling propositions of the items. As a result, it will be more resistant to the activities and effects of competing forces. In addition, the organization should concentrate on quality and marketing methods to establish a large and loyal customer base.
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