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Executive Summary
A strategic change plan at Aston Martin is included in this report as a reaction to the dynamic pace of the automotive industry, characterised by the disruptive nature of digital, artificial intelligence (AI), electrification, sustainability requirements and increasing global competitiveness. In the report, there is a starting point, which involves filling an analysis of the present business performance of the organisation, the internal and external environment with the PESTLE and SWOT analysis to identify the major drivers of strategic change. The results show that financial strains, evolving customer demands, technological changes and increasing environmental standards necessitate that Aston Martin should move towards its digital transformation faster without compromising its luxurious branding.
The report is a critical analysis of the Three-Step Change Model of Lewin and the Eight-Step Change Model of Kotter and finds that the latter one fits better in promoting ongoing organisational change. It also discusses transformational leadership and organisational culture in the model developed by Schein and uses this model to show its significance in terms of encouraging employee engagement, innovations and effective implementation of changes. Lastly, the report suggests an AI-based strategic change plan with SMART goals, financial investment plan, stakeholder communication plan and Balanced Scorecard-based performance measurement model. These recommendations will make Aston Martin achieve sustainable growth in the global luxury automotive business if the recommendations are implemented and improve the operational efficiencies as well as organisational resiliency, customer satisfaction and long-term competitiveness.
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[bookmark: _4v6bngwz6584][bookmark: _Toc234629089]1. Introduction
[bookmark: _w56ddtb2jeiu][bookmark: _Toc234629090]1.1 Organisation Overview
Aston Martin Lagonda, which was established in 1913, is one of the most iconic ultra-luxury automotive manufacturers in the United Kingdom, known for manufacturing high-performance sports cars of high performance, grand tourers and luxury SUVs. Its manufacturing plants are based in Gaydon, Warwickshire and St Athan, Wales and have its customers in over 50 countries. Its product lines are DB12, Vantage, Vanquish, DBX707 and the special limited-edition but exclusive products (Aston Martin, 2024). 
[image: ]
Figure 1: Business highlights
(Source: Aston Martin, 2026)
The corporate vision of Aston Martin is to be the most preferred ultra-luxury British-built performance marque in the world by aiming at innovation, craft, and sustainability. The 2024 revenue of the company stood at £1.58 billion and its 6,030 wholesale vehicles delivery supports the strategic position in the environment of high-value automotive in the UK, although in an environment that is becoming increasingly competitive and technologically disruptive (Acharya, 2025).
[bookmark: _6hnfpx46hsjx][bookmark: _Toc234629091]1.2 Purpose and Scope of the Report
This report aims to create a change strategy which will help Aston Martin respond successfully to the fast-changing automotive sector. The report analyses the effects of digital disruption, artificial intelligence (AI), sustainability regulation, shifted customer expectations and escalating global competition on the organisation. It also considers the right change management strategies and suggests strategic options to increase the long-term competitiveness of Aston Martin, resilience, and performance of the organisation.
[bookmark: _kydewwuk76yx][bookmark: _Toc234629092]2. Analysis of Aston Martin's Recent History and Business Environment 
[bookmark: _sav5x2tm3sit][bookmark: _Toc234629093]2.1 Recent Organisational History and Business Performance
Over the past years, Aston Martin has experienced immense strategic and operational change as it tries to counter the financial pressure and structural changes in the world luxury car market. During 2024, the company was able to achieve revenue of 1.58 billion and had 6,030 wholesale vehicle sales, marking an increase of 6% in average selling price (ASP) to 245,000, with high demand for the next-generation core models and the customised vehicles (Investing.com, 2025). Although these were attained, profitability was still under strain because of the high production expenses, supply chain frustrations and the lack of demand in China, which led to more business transformation and cost optimisation efforts.
It is also Aston Martin that has been influenced by leadership changes to change its course of strategy. In October 2024, Amedeo Felisa was replaced by Adrian Hallmark as Chief Executive Officer, and he was given a brief to increase the operational performance and the long-term expansion (Astonmartin.com, 2026). The company still enjoys the strong shareholder support of the Yew Tree Consortium, which is headed by Executive Chairman Lawrence Stroll, but has strategic technology alliances with Mercedes-Benz and Lucid Motors to aid electrification. The priorities of the current Aston Martin are operational excellence, product innovation, capital regimentation, digital transformation and the sequential move toward an electrified portfolio of luxury vehicles.
[bookmark: _6p4mrl7m98k0][bookmark: _Toc234629094]2.2 Environmental Analysis (PESTLE Analysis)
Political Factors
The automotive sector in the UK is still too reliant on the industrial policies of the government and international trade agreements (Smith and Sarabi, 2021). The UK Parliament estimates that the automotive industry is the biggest export of UK goods, with 13.4% of the UK export of goods and £108 billion with more than 140 markets (Parliament.uk, 2026). The changing trade regulations between the UK and the EU alongside the unpredictable tariff changes, have recently impacted high-end manufacturers like Aston Martin. This leads to a heightened risk of exports due to political risk and creates a need for supply chain resiliency and diversification of the market.
Economic Factors
The automotive market in the UK is still under the continued pressure of inflation, high cost of production and unpredictable demand in the global market. In 2024, Aston Martin declared revenue of 1.58 billion (Aston Martin, 2026). The production of vehicles in the United Kingdom decreased by 11.8% to 905,233 vehicles, which is indicative of the greater industry concern of increasing expenses and reduced global demand (Reuters, 2026). Thus, economic volatility stipulates that Aston Martin has to empower cost-effectiveness as well as safeguard profitability in high-end markets.
Social Factors 
Sustainability, digital connectivity and personalised luxury experiences are becoming more influential factors in increasing consumer expectations. In the UK, the car market witnessed 1.95 million new car registrations in 2024, of which battery electric vehicles occupied 19.6% of the market, which proves that consumers are shifting their consumer behaviour towards more environmentally friendly forms of mobility (Reuters, 2025). Consequently, Aston Martin will have to embrace sustainability and digital customer experiences to ensure brand relevance among luxury customers.
Technological Factors
The fast-emerging innovations in the fields of artificial intelligence, Industry 4.0, connected cars and intelligent production are changing the competitiveness of the auto industry in the world (Mohiuddin et al. 2022). Aston Martin has also increased its technological facilities by having alliances with Mercedes-Benz and Lucid Motors and the automotive industry in the UK has declared about £23.4 billion of investment to assist in the production of electric vehicles and modernisation of production (Inagaki, 2025). Therefore, Aston Martin must invest in digital technologies continuously to continue to be innovative and operationally excellent.
Legal Factors
The legal landscape is also getting more complicated with more restrictive emissions laws, safety regulations on vehicles, cybersecurity measures and AI regulation. The Zero Emission Vehicle (ZEV) Mandate on the part of the UK Government means that manufacturers must meet increasing sales quotas of electric vehicles, starting with 22% in 2024, up to 80% in 2030 (Reuters, 2025). In this regard, the company will need to speed up regulation and invest in electrification and safe digital technologies at Aston Martin.
Environmental Factors 
The UK automotive industry is still changing due to climate change and net-zero pledges. SMMT estimates that with friendly policies, the industry will be able to stimulate a green economy amounting to £50 billion within the next ten years with electrification and environmentally friendly manufacturing (SMMT, 2026). At the same time, manufacturers are struggling with rising expectations on environmental sustainability and carbon emissions reductions (Zhang et al. 2023). Therefore, environmental sustainability is a strategic necessity affecting the future competitiveness and value-creating of Aston Martin.
[bookmark: _rq1av0ygn5z9][bookmark: _Toc234629095]2.3 Internal Environmental Analysis (SWOT Analysis)
	Strenght 
	Weaknesss 

	· Classic British luxury automobile company that has a 112-year history (established in 1913) (Aston Martin, 2024).
· The good brand equity and premium pricing power were evidenced by the fact that Average Selling Price (ASP) in 2024 was a record of 245,000 (Investing.com, 2025).
· Adjusted EBITDA generated in 2024 was £271 million, which will be a positive indicator of improved performance in operations in the new markets despite market factors (Aston Martin, 2026).
	· Revenue declined by 3.0% from £1.633 billion (2023) to £1.584 billion (2024) (Aston Martin, 2026).
· Net debt continued to rise to £1.46 billion in 2026, as compared to £1.38 billion in 2025, with a limitation of financial flexibility (Shubhendu Vimal, 2026).
· Operating loss was still one of the factors that showed that the company was still facing profitability issues in 2024; it stood at a loss of £100 million (Winton, 2026).

	Oppurtunities 
	Therats 

	· Technology alliance with Lucid Motors allows strategic access to cutting-edge EV powertrain technology to be employed on the first battery electric car at Aston Martin.
· In 53 countries, Aston Martin works with 160 dealer addresses that offer the opportunity to spread electrified luxury vehicles all over the world (Aston Martin, 2025).
· The growing world trend of ultra-luxury personalised cars also favours the strategy of creating Aston Martin with the option of revenue growth of 310 basis points over 2024 (Astonmartin.com, 2025).
	· Wholesale vehicle deliveries decreased by 9% from 6,620 units (2023) to 6,030 units (2024), as the global demand and model shifts remain weak (Astonmartin.com, 2025).
· In 2024, China deliveries were 49% lower due to poor market performance and late model launches.
· The increasing geopolitical uncertainty, disruption of supply chains and stricter emissions regulations have only been adding operational and compliance risks.


Table 1: SWOT Analysis
(Source: Author)
Aston Martin has strong organisational capacities that aid in strategic change, especially the globally renowned luxury brand, record average selling price and growing network of international dealers, which enhances customer loyalty and resources to develop innovation. Nevertheless, decreasing revenues, heavy debt and incurring operating losses limit the ability to invest as well as heighten financial risk in transition (Wang et al. 2021). Being among the first to have strategic alliances with Lucid Motors and Mercedes-Benz opens possibilities to electrify, digitalise, and integrate AI faster and improve technology levels. However, falling numbers in China, diminished wholesale and rising competition pressures indicate that more organisational agility is required. Altogether, Aston Martin needs to use its high-end branding and technology partnerships and enhance financial strength to ensure a successful transition to a long-term strategic change.
[bookmark: _d9yktmuc0gfh][bookmark: _Toc234629096]2.4 Effect of Digitalisation, AI and Other Modern Problems
The use of artificial intelligence (AI), automation and smart manufacturing technologies is radically transforming the competitive strategy of Aston Martin as a result of digitalisation. In-house-built infotainment and unveiled a new generation of digital vehicle architecture in its core products in 2024, improving connected customer experiences and software functionality. Moreover, its strategic alliances with Mercedes-Benz and Lucid Motors mean that Aston Martin can tap into their innovative electric powertrains, digital platforms and battery technologies which will further help it achieve its long-term electrification plan (Lucid Motors, 2026).
[image: ]
Figure 2: Industry 4.0
(Source: Meloeny, 2026)
The introduction of Industry 4.0 technologies, such as AI-based analytics, robotics and digital supply chains, creates the potential to enhance the efficiency of production, predictive maintenance, product quality, and more (Jagatheesaperumal et al. 2021). The market size of Industry 4.0 is set to empower up to USD 599.2 billion in the year 2034, globally, a fact that indicates a growing adoption of smart manufacturing technologies among automotive companies (Imarcgroup.com, 2026). Nevertheless, the growing digitalisation also puts Aston Martin at risk of cyberattacks and bugs in the software, as well as tougher data management policies and strict data controls in the context of connected vehicles and AI technologies. Therefore, although digital transformation has the potential to enhance operational resilience, customer interaction and innovation, long-term investment in cybersecurity, workforce abilities, and digital governance is necessary to effectively deal with new cyber threats.
[bookmark: _geq9q431c0xb][bookmark: _Toc234629097]3. Evaluation of Change Management Models and Strategic Change
[bookmark: _mrih11wga44y][bookmark: _Toc234629098]3.1 Nature of Strategic Change within Aston Martin
Competition in the market has become so stiff and digital disruption and shift to sustainable mobility have further compelled Aston Martin to embark on strategic change. The luxury car market across the globe is gradually becoming dominated by those manufacturers who put significant investments in the sphere of electrification, connected cars and artificial intelligence (AI), which forces Aston Martin to revise its business model (Jacobides et al. 2023). On the financial front, the company has experienced a 3% revenue and 9% wholesale drop to the totals of 1.584 billion and 6,030 vehicles, respectively, in 2024, which reflects the necessity to enhance the performance and competitiveness (Astonmartin.com, 2025).
As part of its solutions to these issues, Aston Martin is pursuing strategic alliances with Mercedes-Benz and Lucid Motors, investing in the areas of hybrid and battery-electric, and its first mid-engined plug-in hybrid (Valhalla) will start production in 2025, with a wider electrification strategy continuing through 2030 (Shabong, 2024). At the same time, a changing customer demand for digitally connected, personalised and sustainable luxury cars will necessitate the company to boost digital capacity and maintain its high-quality brand legacy. Strategic change is critical in enhancing organisational resilience, long-term profitability as well as competitive advantage in the dynamism of the global automotive industry (Guillén Mondragón et al. 2022).
[bookmark: _k9qgnrgz0mrg][bookmark: _Toc234629099]3.2 Analysis of Lewin’s 3-step change model
The Three-Step Change Model (Unfreeze-Change-Refreeze) by Lewin has a straightforward and systematic approach toward organisational change management. The Unfreeze stage will stimulate organisations to question the status quo and get employees ready to change, and Change stage will support the execution of new methods and technologies (Fisher, 2022). Refreeze aims at inculcating the new behaviours into organisational culture enhancing long-term sustainability. The studies show that organisations that have brilliant change management have seven times higher chances of achieving and surpassing the objectives of a project compared to organisations that have poor change practices, which indicates the importance of well-designed change frameworks.
[image: ]
Figure 3: Lewin’s model
(Source: Broderick, 2026)
In the case of Aston Martin, the Lewin model can be used to support discrete programs like the introduction of AI-enabled manufacturing, digital production technologies and electrified vehicle programmes by developing employee readiness prior to introduction. Nevertheless, the model has significant shortcomings in the modern-day automotive industry. As a result, although the model by Lewin offers a pertinent base to jumpstart digital transformation, it is relatively inflexible to handle the continual and cyclical nature of AI implementation, Industry 4.0, cybersecurity and constant innovation (Briatore, 2025). As such, Aston Martin would also be well served by supplementing the Lewin framework with a more proactive change model like Kotter's Eight-Step Model to promote permanent strategic change.
[bookmark: _5ybohncvvnbx][bookmark: _Toc234629100]3.3 Evaluation of Kotter's Eight-Step Change Model
Creating Urgency
The first step taken by Kotter entails a leader making a strong case for change. In the case of Aston Martin, deteriorated financial results and a decline in wholesale deliveries by 9% to 6,030 vehicles in 2024 prove the need to hurry with going digital and electrifying the company. These forces in the market provide organisational commitment to change (Astonmartin.com, 2025).
Building a Guiding Coalition
Effective change requires effective leadership and cross-functional teamwork. To enhance its leadership and maintain strategic partnerships with Mercedes-Benz and Lucid Motors to speed up digital innovation and electrification, Aston Martin reinforced its leadership by appointing Adrian Hallmark as Chief Executive Officer in October 2024 (Astonmartin.com, 2026). These kinds of partnerships enhance organisational power and help make strategic decisions.
Developing Vision and Employee Engagement
Kotter focuses on developing a clear vision which can be backed by the employees. Investments will be made in the electrification, AI-empowered products and product innovation between 2025 and 2030 to support Aston Martin in becoming the most desirable ultra-luxury performance brand globally. The involvement of employees is increased by investing in electrification skills and continuous development of capabilities in the whole organisation (Kocot et al. 2024).
Communication, Short-Term Wins and Sustaining Change
Good communication makes employees aware of organisational goals and minimises resistance to change (Errida and Lotfi, 2021). In 2024, Aston Martin scored a number of short-term victories, such as the release of a new core model range, the first in-house infotainment system, and a rise in digital customer leads via the digital configurator. These results create momentum to continue the transformation in the long term.
Appropriateness to Aston Martin
In comparison to the linear model developed by Lewin, the framework created by Kotter is more appropriate to Aston Martin since it focuses on leadership, employee dedication, constant communication and reinforcement of the change. As the company continues to undergo a digital transformation, the process of electrification and growing complexity of the technologies, the Kotter model offers a flexible and broad-based roadmap to obtaining sustainable organisational change and sustained competitive advantage (Carreño, 2024).
[bookmark: _5oy0daj1uij3][bookmark: _Toc234629101]3.4 Critical Comparison and Selection of the Most Appropriate Change Model
The Three-Step Change Model and the Eight-Step Change Model by Lewin and Kotter are well-known models on how to deal with organisational change but they are significantly different when it comes to their applicability to the strategic change of Aston Martin. Lewin model is an easy-to-follow and organised process with Unfreeze, Change and Refreeze, thus ideal for executing certain organisational projects like the introduction of AI-enabled manufacturing processes or new production methods (Rosenbaum and Bartels, 2026). Its main advantages are its simplicity, preparation of employees and institutionalisation of change. Nevertheless, its linearity assumes that organisations in the long run stabilise, which is no longer realistic in the fast-changing automotive industry world with constant technological upheaval and shifting consumer demands.
On the other hand, the Eight-Step Model by Kotter offers a more detailed model as it focuses on the importance of leadership, engagement of employees, communication and reinforcement throughout the change process. The strategy is quite relevant to the strategic priorities of Aston Martin, such as digital transformation, electrification and operational excellence. With continued business transformation with new product launches, technology investments and cost reduction projects, Aston Martin recorded a 2024 revenue of £1.584 billion and 6,030 units of wholesale vehicles in the year 2024 (Astonmartin.com, 2025). The model by Kotter in comparison to a relatively stagnant model proposed by Lewin is more favourable in the perpetual adaptation practised by organisations since it generates a sense of urgency, maintains the momentum and inserts innovation in organisational culture (Adesegha, 2024). Consequently, Aston Martin should use the Eight-Step Model introduced by Kotter as a more flexible model since it offers more flexibility, robust leadership and a step-by-step process to attain long-term digital transformation, organisational resilience and sustainable competitive advantage in the global luxury automotive market.
[bookmark: _35j6sj63a2eu][bookmark: _Toc234629102]4. Leadership and Organisational Culture
[bookmark: _y26tw2vf2c5h][bookmark: _Toc234629103]4.1 Leadership during Strategic Change Management (Transformational Leadership)
Transformational leadership is most suitable in leading the strategic change at Aston Martin since it motivates employees to become innovative learners and continually improve. One of the fundamental features of this type of leadership is coming up with an effective vision which resonates with organisational goals and employee dedication. In October 2024, Aston Martin changed its Chief Executive Officer to Adrian Hallmark, who has focused its operations on operational excellence, profitability, digital transformation and long-term sustainable growth by electrifying and innovating its products (Astonmartin.com, 2026). Another important aspect of transformational leadership is the motivation of the employees. Aston Martin showed its desire to engage its employees by offering an annual pay rise of over 2,500 employees and contractors in the UK, 4% in 2024 with an additional one-off payment of £1,000 to cover the cost of living (Reuters.com, 2026). These efforts boost the morale of employees and decrease their resistance to change and the willingness to be more committed to an organisation in the process of change.
[image: ]
Figure 4: Transformational Leadership 
(Source: Clavelle and Prado-Inzerillo, 2026)
Moreover, transformational leaders encourage innovation through the empowerment of the staff to embrace the new technologies and build future abilities. Aston Martin is hastening digitalisation by investing in related car technologies, superior infotainment systems and joint ventures with Mercedes-Benz and Lucid Motors to aid electrification and software-defined cars (Aston Martin, 2023). At the same time, AI-based customer relationship solutions (such as Salesforce Data Cloud and Automotive Cloud) amplify customer interaction by offering combined sales, marketing and service analytics. Communication, empowering employees and developing continuous capabilities all help to enhance change preparedness, as they help to build trust, cooperation and flexibility (Mwamba, 2023). Transformational leadership therefore fits well in Aston Martin as it can focus the employees on a common strategic vision and the organisation can easily overcome digital transformation, technological upheaval and growing competition in the world of luxury automobiles.
[bookmark: _ez50dt1wr13o][bookmark: _Toc234629104]4.2 Organisational Culture and Change (Schein Organisational Culture Model) 
The Organisational Culture Model of Schein suggests that the organisational culture consists of three levels that are interconnected: artefacts, espoused values and basic underlying assumptions (Akpa et al. 2021). These cultural dimensions play a critical role at Aston Martin in terms of the ability of the organisation to undertake digital transformation and change of strategy. The observable features of organisational culture are represented by artefacts. The high level of manufacturing operations, its luxury products, sustainability and the employee development programmes demonstrate that Aston Martin is devoted to innovation and operational excellence. The company has provided values training to about 2,800 employees since 2023, and in 2024, it launched the SPARK performance management system to enhance teamwork and lifelong learning (Aston Martin Sustainability, 2026).
[image: ]
Figure 5: Key values 
(Source: Aston Martin Sustainability, 2026)
The core values of Aston Martin, which are Unity, Openness, Trust, Ownership and Courage are expressed in the guiding philosophy which states that no one builds an Aston Martin on their own (Aston Martin Sustainability, 2026). These values promote teamwork, responsibility and innovation and the Racing of the company. Green sustainability strategy evidences its responsible business, electrification and value creation over the long-term (Rolando and Ingriana, 2024). The beliefs that are ingrained within the employees and which direct their behaviour are basic underlying assumptions. The product differentiation of Aston Martin is reinforced by the focus on craftsmanship, high-quality and engineering standards, but these traditions can also be viewed as barriers to quick technological change. However, the organisational readiness to change is empowered by the ambitions of the company to become a Great Place to Work 2025, as well as the investments in the wellbeing of the staff, technological skills and empowerment (Astonmartin.com, 2024). On the whole, a participatory and learning-oriented culture would contribute to the digital transition, and the ingrained culture of opposition to novel technologies or strong traditions would make the successful adoption of AI-driven innovation and strategic change challenging.
[bookmark: _weustcrd1sap][bookmark: _Toc234629105]5. Strategic change management plan.
[bookmark: _st91ihve9dbl][bookmark: _Toc234629106]5.1 Strategic Change Proposal and SMART Objectives
Aston Martin needs to roll out an AI-based digital transformation initiative that combines smart production, automation, electric cars and digital customer service. The programme is to enhance efficiencies, sustainability, innovation and competitiveness as well as enhance operational resilience and customer experience by making data-powered decisions.
	SMART Element
	Objective

	Specific
	Apply AI-based smart production, automation, electric vehicles and computerised customer services.

	Measurable
	Increase productivity 15%, reduce defects 20%, raise digital engagement 25%.

	Achievable
	Provide via technology alliances, employee development and gradual investment.

	Relevant
	Promotes profitability, sustainability, innovation and competitiveness in the long-term.

	Time-bound
	Full implementation in 36 months, quarterly reviews of the KPI.


Table 2: SWOT Analysis
(Source: Author)
To achieve sustained growth and improvement, productivity, quality, EV sales, customer satisfaction, employee capability, cybersecurity compliance and return on investment goals will be used to gauge success during implementation (Braidy et al. 2025).
[bookmark: _fccu1anl5598][bookmark: _Toc234629107]5.2 Financial Plan
The digital transformation programme suggested will need staged investment to enhance operational capacity and competitiveness over the long term. The projected budget and outcomes are below.
	Investment Area
	Estimated Investment (£ million)
	Expected Benefit

	AI technologies
	25
	Predictive analytics and improved decision-making

	Automation
	40
	Higher productivity and lower operating costs

	Employee training
	10
	Enhanced digital and AI capabilities

	Digital infrastructure
	20
	Integrated smart manufacturing systems

	Cybersecurity
	5
	Stronger protection of data and connected systems

	Total Investment
	100
	Long-term operational efficiency and competitiveness


Table 3: Financial Plan
(Source: Author)
The investment would yield a positive payoff in the form of increased productivity, reduced costs of production, customer satisfaction and increased profitability in the next three to five years.
[bookmark: _bnjd1m17g7rz][bookmark: _Toc234629108]5.3 Communication Plan
	Stakeholder
	Key Message
	Communication Method
	Frequency

	Employees
	Change progress, training and new technologies
	Town hall meetings, emails, workshops
	Monthly

	Senior Management
	Project milestones, risks and KPIs
	Board meetings and performance reports
	Monthly

	Investors
	Financial performance and strategic progress
	Annual and quarterly reports, investor briefings
	Quarterly

	Suppliers
	Procurement changes and digital integration
	Supplier meetings and digital portal
	Quarterly

	Customers
	New EV models, digital services and sustainability initiatives
	Website, social media and email campaigns
	Monthly


Table 4: Communication Plan
(Source: Author)
The communication plan facilitates transparency, stakeholder participation and flow of information during implementation. Frequently communicating reduces resistance, enhances cooperation and fosters trust in the transformation programme (Hubbart, 2025). Consistent feedback mechanisms also enable management to identify concerns early, improve decision-making and ensure successful adoption of digital technologies across Aston Martin.
[bookmark: _qtsszkm2xgdt][bookmark: _Toc234629109]5.4 Evaluation and Monitoring Plan
	Balanced Scorecard Perspective
	Key Performance Indicator (KPI)
	Target

	Financial
	Revenue growth
	Increase by 10% annually

	Customer
	Customer satisfaction
	Achieve ≥90% satisfaction

	Internal Processes
	Productivity and operational efficiency
	Improve by 15%

	Internal Processes
	Electric vehicle sales
	Increase to 30% of total sales

	Learning & Growth
	Employee engagement
	Achieve ≥85% engagement score

	Market
	UK luxury market share
	Increase by 5% within three years


Table 5: Financial Plan
(Source: Author)
Balanced Scorecard is a holistic approach to the measurement of both financial and non-financial results during the transformation programme (Fabac, 2022). Tracking the KPIs through financial, customer, internal process and learning lenses will allow Aston Martin to detect the areas of performance deficiency, gauge the performance and take the necessary corrective actions promptly. Frequent quarterly reviews will aid in informed decision-making, ongoing improvement and effective implementation of the AI-driven digital transformation strategy.
[bookmark: _zeczyki8idid][bookmark: _Toc234629110]6. Conclusion 
To sum up, this report evidences that Aston Martin has to be active in reacting to the fast changes in the environment due to digital disruption, artificial intelligence, electrification, sustainability needs and growing global competition. PESTLE and SWOT analysis revealed both serious opportunities and threats to the strategic position of the company. The comparison of change management models by Lewin and Kotter came to the conclusion that the Eight-Step Model offered by Kotter is a more complete framework of continuous change management. Moreover, employee engagement, innovation and change readiness can only be facilitated through transformational leadership and a favourable organisational culture. 
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Ourvalues set the tone for how we do things and the culture we want to
establish. Thisis supported by our Code of Conduct. We have rolled out
valuestraining to almost 2,800 people across our business since 2023.

Our values are:
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Atthe core of our values is one single guiding tenet:

NO ONE BUILDS AN
ASTON MARTIN ON THEIR OWN
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