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 Introduction
Executive Summary
This report presents a strategic analysis of Aston Martin Lagonda Global Holdings PLC in the United Kingdom automotive industry. Environment analysis has evaluated the external and internal environment which influences the strategic position of the organisation. Here PESTLE analysis and Porter’s Five Forces are used to analyse the external environment in a bid to assess the macro-environmental conditions, and competitiveness in the industry. Using Value Chain analysis, the resource-based view, and the VRIO framework, internal capabilities are evaluated, resource-based view and the VRIO framework are used to identify sources of competitive advantage by analysing internal capabilities. SWOT analysis is synthesised to reveal the fundamental strategic issues. Based on the analysis, strategic recommendations are proposed to strengthen the strategic position of Aston Martin in the competitive environment and facilitate the long-term sustainable growth.


 Strategy Analysis: 
External Environment Analysis (PESTLE) 
Strategic Analysis
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Figure 2: PESTLE Analysis
Source: (Heubel, 2024)
To a great extent, the strategic orientation of Aston Martin is dictated by the external environment. PESTEL analysis helps in identifying the business activities of the company in the global luxury automotive market in regard to macro environmental forces (O’Driscoll and Barron, 2022).
Political Factors
Government-related policies relating to emission levels and the adoption of electric vehicles are increasing the influence of the automotive industry. The United Kingdom has announced it intends to prohibit the sale of new petrol and diesel vehicles by 2035 in an attempt to boost electrification by vehicle makers.
Economic Factors.
The demand for luxury cars is very sensitive to the economic state across the world. By 2023, the luxury car industry in the world has been estimated to be over $600 billion amid economic uncertainty and it is growing as more high-net-worth individuals are discovered in the emerging economies (Guan, 2022).
Social Factors
Consumer demand is shifting to technologically advanced and environmentally sustainable vehicles. Other needs of the luxury buyers are sustainability, connectivity, and personalised driving experiences.
Technological Factors
The rapid development of electric vehicle technology, autonomous driving systems and automation are transforming the process of producing automobiles and projects.
Legal Factors
The automobile manufacturers are required to observe high standards in safety and international provisions of environmental regulation of vehicle emissions.
Environmental Factors
The increasing concerns people have on climate change globally have forced the pressure on manufacturers to reduce the carbon emissions and invest in clean production processes.

Industry Analysis – Porter’s Five Forces 
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Figure 3: Porter’s Five Forces
Source: (Raise, 2024)
The Five Forces analysis established by Porter provides an insight on the competitive environment of the high-end automotive industry in which Aston Martin fits. The model reveals the strength of the rivalry and structural forces that affect the strategic decisions of the company (Chou, Hung and Lu, 2021).
Competitive Rivalry
The competition in the luxury performance car market is very rigorous. Aston Martin is a rival company to other luxury brands, Ferrari, Lamborghini, Porsche and Bentley. It is clear that the primary competitiveness of such companies relies on the product innovation, product performance engineering, and the prestige of the brands as a type of luxury. Ferrari, one of them, sold some over 13000 vehicles to different countries in 2023 and this is an example of outstanding performance in the bubble of ultra-luxury (Jiang, 2025). This kind of stiff competition compels Aston Martin to innovate at all times in an attempt to remain competitive.
Threat of New Entrants 
The threat of new entrants is low due to high entry barriers. The development of an automotive brand within luxury category is a capital-intensive process and is a complex process that entails highly developed engineering supply, a long chain of distribution and a good brand image in the global market. These barriers keep potential entrants away such as Aston Martin that is already a player in the game.
Bargaining Power of Buyers 
The power of the luxury automotive market consumers is huge as they demand high quality, exclusiveness and technological superiority. A luxury buyer is also more likely to make comparisons with multiple luxury companies’ thus increasing competitive pressure on firms to differentiate their products (Oica.net, 2023).
Supplier Bargaining Power
The specialised components suppliers also have moderate bargaining power as they are suppliers of high-performance engines or luxury materials and high-technology electronics (VETTORETTO, 2025). Technologically advanced suppliers are necessary to ensure products remain competitive during the quality and innovation aspects of the automotive industries.
Threat of Substitutes
The threats of substitutes are moderate. Luxury automobiles may also be substituted by other luxury lifestyle products or services like yacht, luxury travel or any other high-performance cars, which can be purchased by wealthy consumers.

Internal Environment Analysis (Value Chain)
The Value Chain analysis helps in the evaluation of how Aston Martin is creating value due to its internal operations and things it does to achieve the competitive advantage in the luxury automotive industry.
Primary Activities
· Products Engineering and Design
Aston Martin has built a reputation as far as the design of its vehicles and the high degree of engineering it can perform. The firm possesses a strong capability of research and development to ensure that the company is at an elevated performance level and luxury craftsmanship of the various models such as the Vantage, DB series and DBX (Johnson, 2021).
· Manufacturing Operations
The company also manufactures cars at the main plants in Gaydon, England as well as DBX luxury SUV which is manufactured in St Athan plant in Wales. These plants help in production of vehicles of high-precision manufacturing.
· Brand Positioning and Marketing
Aston Martin brand is a brand that has a close connection with the luxurious image of exclusivity, and British traditions. Excellence, performance and prestige marketing strategies are strategic and offer robustness to the worldwide brand recognition.
Support Activities
· Technology Development
It is also technological development that is at the centre of maintaining the products as competitive particularly through the application of electrification and digital vehicles.
· Human Resources and Infrastructure
The working capabilities of both Aston Martin and the strategic performance of the firm in the long term are experiences that are transferred to the experience of the engineers, designers and specialised production capabilities.
Resource Based View and VRIO Analysis 
Resource-Based View (RBV) indicates that the sustainable competitive advantage has a foundation on organisational resources and capabilities of an organisation that can hardly be duplicated by the rivals. Aston Martin possesses that also possesses several strategic resources with the aid of which it stands in its position as a competitive participant of the luxury automobile market.
Key Strategic Resources
· Brand Heritage: Aston Martin is a reputable brand of the British luxury car producers that have an almost 110-year history of luxurious and high-performance sports cars and the highest level of craftsmanship (Chen, 2025).
· Knowledge and Design of Engineering: The name of the company in high-technology engineering and unique vehicle design adds to the product differentiation in the luxury segmentation world.
· Strategic Partnerships: The capability to innovate and create technologies is sustained by technology partners like Mercedes-Benz in the application of the power trains.

VRIO Evaluation
These resources which match the criteria of VRIO confer competitive advantage. The brand prestige of Aston Martin is valued because it is rare and extremely difficult to imitate and the skills in engineering and design of the product enhance the uniqueness of the product. However, economic constraints and lower production volume compared to larger companies may limit abilities of the firm to fully utilise such assets to long term competitive advantage.
Table 2: VRIO Framework
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Luxury Brand Heritage
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Engineering & Design Expertise
	Yes
	Yes
	Moderate
	Yes
	Temporary advantage

	Global Dealer Network
	Yes
	Moderate
	No
	Yes
	Competitive parity

	Strategic Partnerships
	Yes
	Moderate
	Moderate
	Yes
	Potential competitive advantage



SWOT Analysis 
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Figure 4: SWOT Analysis
Source: (jenslin, 2024)
The findings of external analysis and internal analysis are integrated to offer the strategic position of Aston Martin in the luxury car industry in the world.
Strengths
There are several strengths that Aston Martin can employ to its advantage. The company is enjoying the benefits of a globally recognised prestigious brand based on more than a century of skills in making cars. It has a brand image of good sport performance cars and unique design, which strengthens its position in the high-end segment. In addition, the sound product engineering and partnership with technology firms are also factoring in the product innovation and good performance standard.
Weaknesses
Aston Martin also possesses several internal limitations even though it boasts of a luxurious brand. There are no economies of scale because the company is currently operating with comparatively small production volumes, as opposed to other companies such as Porsche and Ferrari. The ability to commit and also work at a flexible rate is also curtailed by the issues of operational flexibility and financial challenges witnessed in the past few years.
Opportunities
The enormous opportunities that come with the development of electric and hybrid technologies are also huge. The global market of electric vehicles is projected to have over 30 million vehicles in the year 2030 and this gives the luxury car manufacturers that are integrating the environment friendly technology an opportunity to grow (Hossain et al., 2022). Others that have greater growth opportunities involve expansion of the luxury demand in the Asian and Middle East markets.
Threats
The major threats include intense competition from established luxury brands within the Luxury automotive, harsh environmental policies and economic recession, which could reduce the market of the quality luxury car.

Strategy Formulation 
As the above strategic analysis suggests, several future-oriented strategies can be used to strengthen the competitiveness of Aston Martin and help the company realize sustainable development.
The Electrification and Sustainability Innovation
It requires Aston Martin to step up its investment in hybrid and fully electric powertrain at an accelerated rate to ensure it complies with the international change to low-emission mobility. It is estimated that the market of electric vehicles will absorb over a quarter of the global cars sales by 2030 well above the industry average, that is, electrification is necessary as a regulatory factor, as well as a long-term competitiveness criterion.
Technological Alliances
Engineering and technology partners will be able to enhance the degree of innovativeness and lower costs of research and development. Battery-related developments, autonomous driving, or car-to-car communication can be achieved with the help of alliances.
Global Market Expansion
The luxury cars are experiencing growth in demand in the regions such as China, Middle East and Southeast Asia. The expansion of dealership networks and such markets as well as the improvement of the brand presence in such markets can significantly expand the sales opportunities (Bin Ahmad et al., 2022).
Online Customer Experience
This can be achieved by establishing high-quality digital products in the vehicle customisation and contact with consumers in order to capitalise on the brand loyalty and brand positioning of Aston Martin, as a luxury vehicle, across the globe.

Conclusion and Recommendations 
According to the strategic analysis, Aston Martin is operating in the sphere of highly competitive and rapidly developing international auto industry. These are external forces such as environmental laws, technological development and the increase in competition that are exerting so much pressure on the strategic decision making. At the same time, Aston Martin possesses important internal resources, including the positive reputation of luxury brands, the engineering level of high competence and unusual product line. However, small scale production and financial constraints are phenomena that need to be countered by measures whose responsiveness to the competition forces is required. The organisation must leverage its inherent strengths besides proactively responding to the change in the industry particularly the transition into sustainable mobility and digital innovation in the global luxury automotive market in achieve long-term success.
Recommendations
· Improve investment in electric and hybrid technology in vehicles very fast.
· Make strategic alliances in technology to enhance the innovation.
· Increase expansion into emerging luxury markets.
· Improve customer contact and on-line car customisation.
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