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[bookmark: _Toc224739570]Introduction 
The automotive industry is a strategically important part of the UK national economy in terms of manufacturing output, employment, innovation, and trade (OICA, 2024). And all the while, from decarbonisation of regulatory measures to electrification and digitalisation and reformulating consumers' perceptions, the automotive business is going through a change. It also means that auto companies can no longer fall back on the legacy brand strategy, and even more old-fashioned internal combustion engine production. Therefore, the automotive industry needs a new approach that highlights the connections between efficiency and technological and market flexibility. Vauxhall Motors is having a lot of trouble right now. For example, they have to deal with an ageing brand in a very competitive market and move towards a future with no emissions. (Johnson et al., 2020; Grant, 2022
This report evaluates Vauxhall Motors, the British subsidiary of Stellantis, as a key effort for the company's recognition. It analyses the external environment of the company through PESTLE and Porter's Five Forces frameorks and evaluates internal capabilities via Value Chain analysis, Resource-Based View (RBV), and the VRIO framework. Overall, Vauxhall appears to have opportunities to leverage its strong brand awareness in the UK, access Stellantis' technological resources including electric vehicle (EV) development and offer a range of electrified models. But these chances are limited by strong competition, high costs for strategic projects, weak points in the supply chain, and not much difference between products in mass-market segments. Vauxhall’s strategy to expand its electric vehicle offerings under the Stellantis umbrella aims to produce an electric version of every model in its car and van lineup, particularly as UK policies support biomass vehicle sales through 2035. These factors collectively constitute the most compelling short-term rationale for electrification.
[bookmark: _Toc224739571]Company background 
Founded in 1857 by Alexander Wilson as a marine engine company, Vauxhall Motors is one of the UK's oldest vehicle manufacturers and has operated continuously since then (Lynch, 2021). This engineering expertise would later lead Vauxhall into the realm of automobile manufacture. The company finally transitioned into the motor vehicle business in 1903. Vauxhall eventually relocated its headquarters to the market town of Luton in 1905, installing a huge factory that would continue to be important to Vauxhall for decades (Hill, Jones and Schilling, 2019).
The first major change in ownership took place in 1925 when Vauxhall Motors was acquired by the well-known American car company, General Motors. While part of General Motors, the brand, which was once seen as a luxury, expanded its range to include more affordable mass-market cars, aiming to appeal to a broader audience across the United Kingdom (Johnson et al., 2020). Over the course of the twentieth century, several Vauxhall models, especially the Astra and Cavalier, became well-known and familiar to many British drivers, helping the brand maintain its strong presence in the UK market. General Motors sold Vauxhall and its German counterpart, Opel, to PSA Group in 2017 as part of a strategic reshaping of its European business. PSA merged with Fiat Chrysler Automobiles in 2021 to create Stellantis, one of the largest automotive manufacturers globally (Grant, 2022). 
No longer producing the iconic line of cars (including their sports ranges), Vauxhall now supports passenger vehicles and commercial vans, while looking to the future through electric vehicle and sustainable mobility solutions; (Vauxhall, 2024), adapting their products with new eco-friendly pieces, fast becoming a global trend for decarbonisation within transportation(ACEA, 2024).

[bookmark: _Toc224739572]External factors: PASTLE analysis

PESTLE analysis is a strategic tool used to examine the macro-environmental factors that can affect an organisation’s performance. It evaluates political, economic, social, technological, legal, and environmental influences in order to understand external opportunities and threats that may impact business strategy (Johnson et al., 2020).

[image: The diagram illustrates various factors affecting the strategic implications for Vauxhall, including UK zero-emission policies, economic considerations, social trends, technological innovations, and legal challenges, all under the overarching theme of environmental concerns and decarbonization.
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[bookmark: _Toc224739573]Political:
Political factors impact the automotive sector via government policies and regulations. In the UK, efforts to lower carbon emissions and encourage the use of electric vehicles are inspiring manufacturers like Vauxhall Motors to invest more in electric vehicle production, helping us move closer to our shared environmental goals (UK Government, 2023).
[bookmark: _Toc224739574]Economical:
Economic factors such as fluctuating inflation, interest rates, and overall economic conditions play a big role in the automotive industry. Moreover, automotive companies such as Vauxhall Motors may find the manufacturing of vehicles to be more costly due to supply chain interruptions and increasing production costs (SMMT, 2024).
[bookmark: _Toc224739575]Social:
Social factors relate to changes in consumer attitudes and lifestyle trends. Recently, people have become more aware of environmental issues such as climate change and air pollution. As a result, many consumers are now more interested in buying vehicles that produce lower emissions. This shift in consumer behaviour is encouraging manufacturers, such as Vauxhall Motors, to develop more electric and environmentally friendly vehicles (ACEA, 2024).
[bookmark: _Toc224739576]Technological:
Technological factors play an important role in the automotive industry. These exciting improvements are opening up new opportunities and making our lives easier and more connected to cars. To remain competitive, companies like Vauxhall Motors need to invest in research and development to adopt emerging technologies and enhance their vehicles' performance and efficiency. (Grant, 2022).
[bookmark: _Toc224739577]Legal:
Legal factors are any laws and regulations that businesses submit to in the automotive industry. Automakers must ensure their cars comply with stringent safety rules, emissions standards and other environmental regulations. Some laws need to be followed, for example, companies like Vauxhall Motors could not have operated in the market and continue servicing their customers without following those laws. While satisfying these requirements may add to production costs, they can also serve to ensure that vehicles are safer and less polluting (Johnson et al., 2020).
[bookmark: _Toc224739578]Environmental:
Increasing environmental issues in the automotive industry: Automakers are facing heightened pressure from governments, groups, and consumers to reduce carbon emissions and build more climate-friendly vehicles. As a result, companies such as Vauxhall Motors are investing more heavily in electric cars and green technologies. By implementing these modifications, they help reduce the environmental impacts correlated with transport whilst strengthening international policies to tackle climate action (ACEA, 2024).

[bookmark: _Toc224739579]Porter’s Five Forces
[image: The diagram illustrates an assessment of factors influencing the electric vehicle (EV) market, highlighting strong rivalry, pricing pressure, innovation, and the threat of new entrants, while also considering the bargaining power of suppliers, buyers, and the threat of substitutes.
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[bookmark: _Toc224739580]Rivalry among existing firms
In a fiercely competitive industry, companies like Vauxhall need to stay on their toes and keep pushing forward. With limited brand equity and no room for premium pricing, they can't afford to rest on their laurels; they must continually prove themselves to succeed. Such competition is exacerbated by the shift to EVs, where firms are both investing heavily and competing for uncertain returns (Porter, 2008; Hill, Jones and Schilling, 2019).
This might have strategic implications: that Vauxhall cannot simply hope to win against much larger rivals by outscaling them or copying their product lines. It requires a clearer stance, particularly in the UK market, regarding trust, practicality, fleet utility, and lower-friction electrification.

[bookmark: _Toc224739581]Threat of new entrants
Supplier power has risen because advanced batteries, semiconductors and specialist components are not easily replaceable. Recent disruptions in the semiconductor industry have revealed some vulnerabilities in the automotive supply chains, especially when it comes to battery supplies, which are still quite sensitive. This means that companies with less purchasing power or limited insight into their supply could be at greater risk (Christopher, 2016).
Vauxhall benefits a bit from Stellantis' larger scale, which helps strengthen their purchasing power. That said, being part of a big group doesn’t completely shield them from risks. It lowers some of the threats but doesn’t remove them entirely. So, having a resilience plan like diversifying suppliers and standardizing platforms continues to be very important.
[bookmark: _Toc224739582]Buyer power
Buyer power is notably robust due to customers' ability to effortlessly compare prices, specifications, reviews, and financing options across various brands. In mass-market segments, the costs associated with switching are relatively minimal (Porter, 2008; Johnson et al., 2020).
This shows that Vauxhall needs to stand out not just with its product features but by offering a complete package. This includes the purchase price, financing options, charging support, easy servicing, and confidence in resale value. In other words, buyer power makes value architecture strategically important(Grant, 2022; Kotler and Keller, 2016).
[bookmark: _Toc224739583]Threat of substitutes
Public transport, shared mobility, and micromobility are more relevant in densely populated metropolitan areas than elsewhere. They still limit long-term private ownership growth in some segments. In vans and commercial applications, substitution is less of a threat, boosting Vauxhall's commercial vehicle market share. The main point is that market segments develop differently. Instead of treating mobility transformation as homogeneous, the strategy should carefully distinguish between the passenger and commercial markets (Johnson et al., 2020).
The Five Forces study highlights that Vauxhall is part of a competitive and challenging industry. Gaining a lasting advantage might be tough, with success often depending on adaptability rather than a fixed position (Porter, 2008; Grant, 2022).
[bookmark: _Toc224739584]Value chain analysis	
Vauxhall's value chain should be perceived not as an independent entity but as integrated within a multinational corporate network. Inbound logistics and procurement benefit from Stellantis' large scale, which boosts their ability to negotiate better deals and enables the use of standardized designs. Meanwhile, operations are boosted by collaborative platforms and electrification technologies, leading to increased cost efficiency. Marketing and sales retain a more localised character due to the significance of Vauxhall's UK identity in consumer and fleet decision-making. Service and aftersales play a crucial role in encouraging the adoption of electric vehicles, as people's confidence in support, maintenance, and customer guidance is essential for their decision to go electric. (Porter, 1985; Kotler and Keller, 2016). 
Vauxhall has a wonderful chance to bring together practical yet valuable resources to craft a unique market offering. This approach resonates with the idea of dynamic capabilities, highlighting the importance of integration, reconfiguration, and adapting promptly to changes. (Teece, Pisano and Shuen, 1997; Eisenhardt and Martin, 2000).
[bookmark: _Toc224739585]VRIO Analysis
[image: The diagram illustrates a comparison matrix of various resources or capabilities, their scarcity, and strategic implications for a company, such as brand recognition, competitive parity, and market segment advantages.
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Vauxhall Motors benefits from its well-known brand in the UK and the cutting-edge technology provided by its parent company, Stellantis. These resources are incredibly helpful because they encourage innovation and support the company's efforts to stay competitive market. However, since many automotive competitors also possess similar technologies and brand strength, these resources mainly provide a temporary competitive advantage rather than a sustained one (Barney, 1991; Johnson et al., 2020)
[bookmark: _Toc224739586]SWOT Analysis
[image: The diagram outlines a company's internal strengths and weaknesses, external opportunities, and threats, focusing on aspects like brand recognition, market competition, supply chain exposure, and environmental policies affecting electric vehicle (EV) adoption.
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The SWOT analysis shows that Vauxhall Motors has strengths and opportunities linked to electrification and practical mobility. However, it also faces obstacles related to differentiation and profitability in a highly competitive market. As more companies produce electric vehicles, electrification alone no longer creates a strong competitive advantage. Therefore, Vauxhall should focus on offering practical and accessible electric vehicles for mainstream and fleet customers in the UK (Grant, 2022; Johnson et al., 2020).
[bookmark: _Toc224739587]Strategy Formulation
Vauxhall Motors has identified three strategic options. The first option involves implementing a "product-led electrification strategy," whereby the company expands its range of electric vehicles to comply with environmental regulations and demand. This approach is necessary, but on its own may not generate a significant competitive advantage, as multiple others take a similar path toward electrification (Grant, 2022; Porter, 2008).
Second option leadership strategy: Vauxhall becomes cheap entry point into EV market. While this corresponds to the brand’s mainstream positioning, a predominant focus on low prices can lower profit margins and accelerate competition based on costs (Porter, 1985; Hill, Jones and Schilling, 2019).
Leveraging the tech resources of parent company Stellantis, Vauxhall is able to provide practical and well-rounded EVs with strong aftersales support and value for money. This doctrine is designed to meet the needs of diverse and fleet customers, helping to build a stronger and more unique competitive position in the UK market (Johnson et al., 2020; Barney, 1991; Teece, 2018).
[bookmark: _Toc224739588]Recommended Strategy
Based on the analysis, Vauxhall Motors is encouraged to adopt a more tailored approach to value and accessibility, which can help brighten its position in the market. It’s a fantastic opportunity for the company to expand its electric vehicle options, especially in popular segments like small cars and commercial van areas, where Vauxhall already has a solid reputation. 
Second, Vauxhall should develop a stronger EV ecosystem, including charging partnerships and better digital support for customers, as consumers increasingly consider the overall mobility experience when purchasing electric vehicles (Teece, 2018). Finally, the company should strengthen its fleet market and digital services to improve the customer journey from purchase to after-sales support (Johnson et al., 2020).
[bookmark: _Toc224739589]Conclusion and Recommendations
The analysis indicates that Vauxhall Motors is situated within a dynamic automotive industry that is undergoing rapid transformation, propelled by innovative technological advancements and evolving consumer preferences. Environmental regulations, technological innovation and consumer expectations are reshaping competition in the sector (Johnson et al., 2020; Grant, 2022). As part of the Stellantis group, Vauxhall benefits from major technological and strategic support, especially in the area of electric vehicle development. That said, these advantages, by themselves, won’t lead to success over the long term.
Vauxhall must deliver the right strategy in 2024 to remain competitive. That involves ramping up electric vehicle production in segment-defining categories, bolstering customer confidence in the managing an electric future for their mobility needs and ensuring more partnership support across the domain of charging and service ecosystem. Moreover, developing a distinctive brand identity in the UK market and reaping the rewards of Stellantis' international resources will be critical for setting up the long-term growth (Porter, 2008; Grant, 2022).
On paper, Vauxhall has what it takes but the test will be how well they can leverage that into pragmatic and viable electric mobility for everyday and fleet customers.
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