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Introduction

Aston Martin is a British car company, independent manufacturer of luxury sport cars. It is founded in 1913 by Lionel Martin and Robert Bamford like a small company axe more to the sporting market then the consumer market. Company hold a Royal Warrant from 1982 and with 150 branches in 53 country’s have a global market. In 2003 the company receive the Queens Award for Enterprise for exceptional contribution for international trade even if it was bankrupt 7 times in history. Today Aston Martin is a private company owned by various company’s and multinationals with shareholders from Kuwait to Ford and Daimler in USA and Germany. 

Content

Aston Martin market strategy is according to the official site ( Aston Martin. 2020) is “ a right combination betwen advertising and events” and it is view by his CEO more like a investment then a cost. Marketing is the process of promote and selling product or services. The role of marketing is to identify the demand from costumers and to ensure that the demand is satisfy. Marketing strategy help Aston Martin to achieve his goals and targets. Aston Martin strategy is focus on planning , strategy, tactic and marketing research. Company target is the costumers from the top of the pyramid of needs, in the  hierarchy model of Maslow. The costumers from upper social class, the costumer who need to fulfil the need for speed and luxury. This target is acquired by a integrated marketing communication system and is desire to attract the costumers. From adverts in iconic movies, by participating on Formula One challenge, the company manage to reach the desire segment of the auto market. Marketing orientation approach of the company is make by  using different elements of marketing like price, promotion,  place and product. Aston Martin, like a high class orientated company have a open eyes of the product effectiveness, luxury and functionality in order to achieve his goals and target.
This marketing decision are affected by micro and macro environmental factors. Aston Martin marketing decision are affected by internal or external factor as is follow.
Macro environmental factors are for example government interference and technology challenge. Government can affect the marketing decisional department by adopting new rules, how for example happen on the American market in the ’60.
The technological factor can affect company by the high standards in the luxury car market and the innovation and fast improvement in the industry can demand higher costs. To fulfil the goals, company must maintain a high standard of product at a high cost for costumers. 
The micro environment factors who can affect the company internal is the customers and shareholders. Been a high class orientated company, Aston Martin costumer target is small and specific, with a connection costumer-company both way. If others company are less affected by the costumers opinion and are base more on numbers and large areas of costumers, Aston Martin take a close look at the costumers demanding and changes in taste, preference and income level. 
The other micro environment factor is shareholders. They affect the company decisional factor, and management department need to respect their demands. 
All this external or internal factors who influence Aston Martin company is view like stakeholder’s and is share in internals and externals. The internals and externals factors define the Aston Martin business ethics because influence the company behaviour. A company like Aston Martin with a high ethic have a high value costumer.  The costumer value for Aston Martin costumers is give by what they gain from this brand. Beside financial cost of the product, the brand offer prestige, class, adrenaline, luxury, everything what a high-class costumer will expect from them. We can define the costumer value like a look in the buyer’s remorse. If the the costumer doesn’t fulfil his needs probably will regret his choice. Value of the costumers is given by monetary value, benefits and third, value of the costumer it’s what costumer gain from the price he gives. Value in marketing is now mostly like costumer perceived value of the goods. This is what drive the marketing strategy of Aston Martin from the beginning, finding the perfect balance between the costumer benefits and total cost. They focus on the costumers who pay for lux, power and prestige, the benefits gain from been on a high-class social position. Aston Martin is not a mass production car maker and focus in personalisation of the product they make. The model is the benefit one. For example, to make a comparation between a mass production brand and a small, prestige brand. Aston Martin same like Ferrari make like 7000 cars per year other car company make them in one day. Detailed production process vs “one click to buy”, services provide vs self-service, collection, care for future vs disposable, direct relation with costumers vs off-shore call centre and many more. If we analyse the four types of value for the Aston Martin marketing strategy, we will see what make this brand one of the top symbols for British rich class. The four types are: the functional value, the monetary one, social and psychological. 
The functional value of the Aston Martin product, is what costumers gain from the car. A sport car with enough luxury to fill all the needs of business class or top rich class in day-to-day life or any time they need
The monetary value is offered by the cost of the car, who, if we take a look for the similar products from the automotive market for the same class, we can say is affordable even for some middle-class people. 
The social value is give by the prestige of the company in Great Britain and show clearly the social level of the owner. The lux, power, brand, all contribute to the costumer rang in society. 
The psychological value offered by the company to the costumer is a feeling of self-fulfilled, the benefit of been in the top socially and self sufficient. 
Other improvement of marketing strategy is by putting in practice the CRM strategy to its definition of ‘Omotenashi’ (the Japanese concept of a unique approach to hospitality).

Content-driven storytelling is designed to build on the heritage of the brand, with ownership and history of individual models to the prestige and value.

Conclusion

Aston Martin marketing strategy is the key of company survival despite the 7 bankrupt from before, and , the solution to reborn every time on the market, sometimes with surprising results. By filling a important gap in the market ( upper class willing for adventure) the company it is a good represent of the privilege car manufacturer who is focus on high quality product and service to his costumers.
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