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Executive Summary
This report will analyse the strategic situation of Jaguar Land Rover (JLR) in UK's automotive market and discuss future approaches for sustainable growth. Strategic management in this industry matters because firms need to react to electrification, regulation, technological change and – on top of that – fierce global competition. The analysis indicates that JLR enjoys solid premium brands, engineering skill, a clear electrification strategy and strengthening financial performance. The company does have challenges that it needs to overcome, including high transition costs, supply chain risk as well as export dependence and fierce competition in the electric vehicle market. PEST analysis reveals opportunities and threats driven by environmental policy, consumer demand and industry change. JLR retains significant strengths in brand value and design expertise, according to internal analysis. JLR must bolster its premium electric vehicle strategy, enhance supply chain resilience and expand digital and service-based offering to protect long-term competitiveness, the report suggested.
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[bookmark: _Toc224589582]1.0 Introduction
The automobile industry is one of the most competitive and ever-evolving industries in the world, with many of the manufacturers that have traditionally been influenced by regulatory, technological, trade and consumer industry forces indicating the best practice in their industry is to utilize strategic management. Many of the automotive manufacturers employ strategic management to analyse their industry, competitors, markets, and to make long term business and operational decisions that will allow them to remain competitive in an evolving industry (Grant, 2022). Furthermore, strategic management is becoming even more essential for the automobile manufacturers within the United Kingdom. The major automobile manufacturers within the U.K. are experiencing a transformation of their existing manufacturing facilities towards the development of electric vehicles (EVs) to meet the demands of the growing number of consumers who desire EVs that have minimal environmental impact (SMMT, 2026a). Overall, then, it is evident that the companies that are successful in balancing the demands of the present with those of the future will be the most successful within the U.K.’s automobile industry.
One of the major companies within the automobile industry and the nation of the United Kingdom is Jaguar Land Rover. Jaguar Land Rover manufactures a variety of luxury brands, including brands like Range Rover, Defender, Discovery, and Jaguar (JLR, n.d.a). In the modern automobile industry, luxury is only one of the selling points that must be provided by companies like Jaguar Land Rover to encourage consumers to purchase their brands, but electrification and sustainability is another of the major selling points of the brand (JLR, n.d.a). According to the company’s vision statement, Jaguar Land Rover aims to be “proud creators of the most desirable brands, for the most discerning of clients” (JLR 2025a). Furthermore, the company’s Reimagine strategy for Jaguar Land Rover indicates their goal to create a model that is both more profitable for the company and that is developed as an electric vehicle and sustainability-led model for the future (JLR 2025a). Consequently, a report will be prepared regarding the strategic position of Jaguar Land Rover as well as the strategies that the company should use in the future to remain successful.



[bookmark: _Toc224589583]2.0 Strategy Analysis
[bookmark: _Toc224589584]2.1 External Analysis
The external analysis looks at the factors that influence the company outside of the organization. These factors include the macro-environmental analysis using the PESTLE framework and the competitive analysis of the industry using Porter’s Five Forces analysis. These will allow the company to understand the opportunities, threats and overall market forces that impact the future of the company within the automotive industry in the UK.

[bookmark: _Toc224589585]2.2 PESTLE Analysis
The PESTLE analysis brings out the macro dynamics influencing the strategic decision of JLR. There is a decarbonisation trend in the UK government. 
[image: ]

The UK government has brought certainty to the automotive industry by stating that all new cars and vans from 2030 will have to be of a hybrid or zero-emission model, and from 2035, all new cars and vans will have to be of a zero-emission model. This will bring significant changes to JLR, as the company will have to invest significantly to produce electric car models. However, there will also be opportunities for the company to gain an advantage over other car brands in their target markets (UK Government, 2024).
The automotive industry contributes significantly to the trade value of the UK. In 2024, the automotive industry contributed to the trade value of the UK to the extent of £115 billion (SMMT, 2025b). However, the trade value of the UK automotive industry has been challenging, with the number of vehicles produced in the UK falling by 15.5% in 2025 to 764,715 units (SMMT, 2026a). This is due to the restructuring of the UK automotive industry and their transition to the production of electric vehicles. However, this will have significant implications for JLR as well.
The automotive industry has changed with the social trends of the consumers. Today’s consumers care a lot about sustainability in the products that they purchase. While digital connectivity of vehicles is of increasing interest to the consumers, it is still not an area of significant interest for the consumers as compared to other features in vehicles. However, the number of electric vehicle purchases is rising as the interest in these products increases (SMMT, 2026b). However, there are still challenges for electric vehicles as they remain relatively expensive, and the range that they can travel on a charge is also a challenge for many of the consumers.
Technological change within the automotive industry is the most significant change brought about by the current trends. The shift from combustion to electric vehicles has completely changed the basis on which automotive competitors outperform one another. The Reimagine initiative by JLR recognises the importance of this trend in the automotive industry and seeks to take advantage of it through strategic partnerships and initiatives to transform the brand’s operations.
[bookmark: _Toc224589586]2.3 Porter’s Five Forces
There is fierce competition in the automotive industry between the various brands and among the Chinese manufacturers who dominate the electric vehicle market due to their commitment to innovation and low prices (Porter, 2008; AECO, 2025b). Additionally, the brand partnerships and supply of components to the car manufacturers provide companies with significant power over the automotive manufacturers. 
[image: ]
The power of the customer in the automotive industry is moderately high because there are numerous choices in the car industry. Consumers have a lot of information on the features and specifications of the cars available in the market. The threat of substitutes for the products manufactured by the industry is moderate due to the number of alternative products available in the automotive industry. 
However, the threat of new entrants into the automotive industry is relatively low, as there are high barriers to entry for new companies into the automotive industry (Porter 2008; Hill Schilling and Jones 2021). Despite the challenges faced by the automotive industry, it is still possible for companies with differentiated products and manufacturing capabilities to create high returns on investment in the industry.







[bookmark: _Toc224589587]3.0 Internal Environment Audit
[bookmark: _Toc224589588]3.1 Value Chain Analysis
The application of the Value Chain Analysis to JLR reveals that the company is able to present to the market a level of competition due to its efficiency in coordinating the various elements of the company from design to production of the vehicles and onwards to service (Porter, 1985). 
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In the area of inbound logistics, however, the company does experience some volatility from the components that are required to be sourced from different locations around the globe. In the area of operations, though, JLR does exhibit some strengths. For example, the brand has established manufacturing facilities within the UK and has committed to the electrification of its manufacturing facilities. Furthermore, the company has committed to the construction of electric vehicle capabilities within Halewood, Solihull, and Wolverhampton, all of which indicate a reconfiguration of JLR’s operations to accommodate for its future vehicles (JLR 2023; JLR 2024).
The biggest strength that JLR possesses within the area of marketing and sales is its brand. The company’s Balen division, for instance, has made it so that brands like Ranger Over, Defender, Discovery, and Jaguar are separated and able to compete within the market for luxury status and design, rather than for low-price vehicles. 
[bookmark: _Toc224589589]3.2 Resource-Based View
According to the Resource-Based View of JLR, the company’s competitive advantage is based upon the valuable, rare, difficult-to-imitate, and well organised resources that it possesses (Barney, 1991; Barney and Hesterly, 2021). The company, for instance, has a collection of valuable resources. Its brands are valuable and rare, as it is one of the few companies in the world to produce SUV brands that include off-road capabilities and have a heritage within the luxury car market. These brands are difficult to replicate due to their lengthy heritage and brand identity. Finally, the company appears to be well-prepared to take advantage of these brands through initiatives like the Reimagine initiative, the House of Brands model, and the new commitment to capital to accomplish these goals (JLR, 2023; JLR, 2025a). 
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Another of the resources that the company counts upon is its ability to engineer new products. Furthermore, the company is understood to have a level of expertise in engineering the products that it manufactures; JLR has sold a significant number of vehicles over time, and reports that its 2024 and 2025 financial reports include some of the best financial results that the company has seen in a decade (JLR, 2025a). 
However, as with any analysis of VRIO, there are some drawbacks to these capabilities. For instance, if the company is slow to embrace electrification of its vehicles, these manufacturing and brand resources will not provide much of a benefit to the organization. Furthermore, the same resources that have been valuable in the past based upon the use of internal combustion engines will have to be reconfigured for use in the digital and electric future of the automaker. Thus, JLR’s internal task is not just to maintain its current strengths, but to also reinvigorate those strengths.
	Resource / Capability
	Valuable?
	Rare?
	Costly to Imitate?
	Organised to Exploit?
	Competitive Implication

	Premium brands (Range Rover, Defender, Jaguar)
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Engineering and design expertise
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	UK manufacturing base
	Yes
	No
	No
	Yes
	Competitive parity

	Electrification investment and EV capability
	Yes
	No
	No
	Yes
	Temporary competitive advantage

	Global distribution and dealer network
	Yes
	No
	No
	Yes
	Competitive parity

	Strong recent financial performance
	Yes
	No
	No
	Yes
	Temporary competitive advantage



[bookmark: _Toc224589590]3.3 SWOT Analysis
The external and internal discoveries come together in the SWOT analysis. The primary areas of mastery for JLR include their established brands, the design and engineering of their vehicles, their strong and recent financial performance and the direction that they have shown with Reimagine (JLR, 2025a). The threats to JLR include the capital needed to produce electric vehicles, their reliance upon global markets, supply chain and trade issues, and the intricate nature of overhauling their existing manufacturing plants for electric vehicle production (SMMT, 2025b; SMMT, 2026a). Finally, the opportunities for JLR include the potential growth of their electric vehicle brands and lines, their software enabled services, their sustainability and environmental initiatives, and their growing integration of manufacturing and digital manufacturing capabilities (ACEA 2025a).
	Strengths
	Weaknesses

	• Strong premium brands with global recognition. 
• Clear electrification strategy supported by recent investment.
	• High costs linked to EV transition and production. 
• Dependence on exports and complex global supply chains.

	Opportunities
	Threats

	• Rising demand for premium electric vehicles and digital services. 
• Greater scope for sustainable innovation and brand differentiation.
	• Intense global competition from established and new EV firms. 
• Regulatory pressure, trade uncertainty and supply-chain disruption.













[bookmark: _Toc224589591]4.0 Strategy Formulation
For JLR, focused differentiation is the best strategy. Michael Porter, who developed the theory of value chain analysis, stated that in order to gain an advantage over their competitors, companies must make trade-offs in their areas of competition and focus on specific activities rather than trying to be the best in every area in which they compete (Porter, 1985; Porter, 2008). 
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JLR competes in the premium segment of the automotive industry and relies upon its brand, its design and the customer experience which are not intuitively a component of cost leadership in the automobile industry. Instead, the company can gain a long-term competitive advantage if it remains one of the first and highest volume manufacturers of desirable premium electric vehicles with sustainability and digitality as key features of their vehicles.
The first strategy that JLR can use is to further commit to the production of electric vehicles and leadership in the premium electric vehicle segment of the market without diluting their brand identity. For brands like Range Rover, Defender and Jaguar, this would mean concentrating their efforts on producing electric vehicles for the specific market segments in which they can command high prices and gain customer loyalty (JLR, 2023; UK Government, 2024).
Second, JLR can work to increase the resilience of their supply chain and localise some of their supply chain components. Currently, many of the vehicles that are manufactured by the JLR company are produced in the United Kingdom. As such, they are exposed to the risks of geopolitical tensions and trade regulations that may impact their supply chain (SMMT, 2025b; SMMT, 2026a). By localising components of their supply chain, JLR could increase its resilience to these challenges and meet its trade content requirements for the future.
Third, JLR could work to develop its software and service-based revenues. Currently, most automakers mostly rely upon the sale of the vehicles that they manufacture. However, the industry is changing towards the development of software and service-based companies that can continue to provide value to the owners of these cars and increase the differentiation of their brands in the automotive industry (ACEA, 2025a; JLR, n.d.a).
[bookmark: _Toc224589592]5.0 Conclusion and Recommendations
The importance of strategic management within the automotive industry in the UK is evident through the revolution that is taking place within the industry. While the company does have some strengths relative to the market and its competitors, the company is also exposed to a variety of threats to its existing business and future. Overall, then, the company should focus upon the development and production of luxury electric vehicles and those that integrate with the digital networks of the company and its customers. These strategies will enable the company to take advantage of its existing strengths while countering the various threats that may arise within the future industry. Through the implementation of these suggestions, the company will be able to handle the various threats to its future and ensure that it maintains a competitive presence within the ever-accelerating world of automotive manufacturing and competition.
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