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Executive Summary
Given the rapidly changing global environment, the automotive industry is also experiencing significant changes in the way it operates. Companies face increasing challenges in maintaining their competitive advantage due to factors such as stricter environmental regulations, changing customer preferences, digitization, and growing competition from both established manufacturers and new market entrants. All these challenges have greater impact on the traditional automotive companies because they have long relied on their established brand identities and large-scale manufacturing to remain on top of the market. One perfect example of this is Jaguar Land Rover (JLR), who attempts to respond to these pressures by implementing strategic organizational changes.
This report is from the perspective of an external analyst and features the evaluation of the strategic change implemented by JLR and how it transformed the organization’s approach to the dynamic market. The external and internal environment of JLR were analyze using the SWOT Analysis, PESTLE analysis, and Porter’s Five Forces. Results show that the primary pressures for change are the following: technological development, environmental regulation, intensity of competition, and changing customer demands. Meanwhile, the strengths of JLR include heritage, brand recognition, luxury positioning, design capability, and quality performance. 
Subsequently, this report evaluated three change-management approaches, namely Lewin’s thee-stage model, Kotter’s eight-step model, and the ADKAR framework. Separately, these models provide relevant information regarding JLR’s change but in order to generate a holistic view of JLR’s complex transformation, these were integrated to evaluate strategic mobilization, leadership, employee readiness, capability development, implementation, and continuous reinforcement.
In addition to the tools mentioned above, the lleadership and organizational culture of JLRr are also evaluated. The type of leadership observed in JLR is the transformational leadership, which focuses on shared objectives and motivating team to exceed expectations. However, this leadership style must be supplemented with employee training and participation. The heritage of the company also poses an advantage over competitors, but it may still be a source of resistance if stakeholders view transformation as drifting away from the brand’s established identity.
To conclude, a proposed change-management plan is featured in this report covering objectives, implementation and financial plan, as well as risk management and evaluation. The main point of this study is to recommend a broader organizational transformation by involving not only technological upgrades but also people, culture, capabilities, and brand identity.
A. Introduction
Operating in today’s business environment requires companies to adapt to various changes such as technological, environmental, legal, economic, and social. Thus, strategic change is crucial to an entity like Jaguar Land Rover Automotive (JLR) which manufactures in the heavily regulated automotive industry, facing pressure to reduce emissions, innovate electric vehicles, adopt digital technologies, and respond to the changing customer demand. Therefore, the change needed is not limited to product development but also extends to manufacturing, supply chains, employees, organizational structure, and corporate strategy.
Given these, JLR’s identity of being luxurious, unique, and high-performing automotive brand is undergoing a major transformation as part of their rebranding, called the Reimagine programmed. JLR launched this strategy in 2021 with the goal of creating a more sustainable and successful business while keeping their established brand reputation. Under this strategy, JLR claimed electrification of cars and modern luxury as the central elements of their operations moving forward. External pressures, specifically the UK government’s zero-emission vehicle (ZEV) framework, have reinforced this change.The framework mandates that 70% of the new vans and 80% of the new cars in Great Britain be zero-emission by 2030, rising to 100% by 2035.  However, transformation can cause resistance, skill gaps, and cultural conflict. Hence, research about change-management points out the importance of leadership, employee involvement, communication, and organizational readiness (Hayes, 2022). Thus, from the external analyst’s perspective, this evaluates JLR’s transformation, environment, leadership, and culture, and proposes a suitable change management plan to support JLR’s effective transformation.  
B. Analysis of Recent History and Business Environment 
l SWOT Analysis
SWOT Analysis is a tool used to evaluate a company’s internal factors like strengths and weaknesses, as well as external factors which are opportunities and threats. 
 
Table 1: SWOT Analysis.
	Strengths
	Weaknesses

	l Strong luxury brands 
l Distinctive brand positioning
l Strong electrification capacity
l Global manufacturing and technology network
	l High transformation costs
l Organizational change burden
l Complex global supply chains
l Digital and cybersecurity vulnerability 

	Opportunities
	Threats

	l growth in premium EV markets
l sustainable manufacturing
l AI and digital customer experiences
	l Intense EV competition
l Changing customer demand
l Trade disruption


 
Overall, the analysis reveals that JLR has a strong foundation for transformation, but it’s effective transition depends on how well the company can maximize opportunities and manage the associated risks.  Existing literature suggests that a company’s history can provide valuable resources for strategic decision-making if balanced with the need to explore new opportunities (Ju and Gao, 2024). JLR’s strengths provide competitive advantage, but these are challenged by high transformation costs, organizational change burden, complex global supply chains, and vulnerabilities to digital and cybersecurity. While JLR has high demand for its strong luxury brands and has a distinct brand positioning through its “house of brands,” the organizational transition to EV requires substantial investment and requires additional capabilities among employees, increasing the production costs. Moreover, the manufacturing capacity of JLR is tested by the complex global supply chain, because JLR relies on around 4,500 direct suppliers and with EV production creating additional dependencies on critical minerals such as lithium, cobalt, nickel and graphite, the company might have to look for more suppliers that can sustainably produce materials needed by JLR. Lastly, its strong electrification capacity increases the vulnerability to cybersecurity and digital attacks. As the development of electric vehicles rises, so is the required security on JLR’s digital systems.
The external environment, particularly the opportunities and threats, are closely related. The company’s growth in premium EV markets, sustainable manufacturing, and AI and digital customer experiences could create an opportunity for JLR to strengthen its competitiveness but the intense competition, changing customer demand, and trade disruption make the market volatile and uncertain. Thus, it is not enough for JLR to rely on its existing reputation. Rather, JLR must continuously develop its capabilities in terms of technology and digitalization while maintaining its unique identity that makes it different from other brands. Moreover, another strategic issue is whether JLR can convert its historical strengths into future capabilities. So instead of perceiving its heritage as an obstacle to change, JLR should use this as a source of differentiation and competitive advantage while changing the technologyies, capabilities, and operations needed for electrification. 
l PESTLE Analysis 
PESTLE analysis looks at the political, economic, social, technological, legal, and environmental factors surrounding an organization, all of which are external factors. 
 
Table 2: PESTLE Analysis.
	External factor
	Factors affected within my industry
	Importance to organisation

	POLITICAL
	UK ZEV mandate, government policies, taxation, trade restrictions and geopolitical uncertainty affect JLR’s electrification plans, investment and international operations.
	High

	ECONOMIC
 
	Exchange rates, globalisation, economic growth, inflation, interest rates, labour costs, consumer spending
	Highh

	SOCIAL
 
	Consumer preferences, buying habits, lifestyles, demographics, attitudes towards sustainability and technology
	High

	TECHNOLOGICAL
 
	Electrification, AI, automation, software, connectivity, robotics, digital manufacturing, cybersecurity
	High.

	LEGAL
	Emissions standards, employment law, health and safety, product regulations, data and cybersecurity requirements
	High

	ENVIRONMENTAL
 
	Emissions reduction, sustainable resources, ethical sourcingg, supply-chain management, procurement, transportation
	Medium-high


 
As elaborated above, the PESTLE analysis demonstrates that Jaguar operates within an environment characterized by significant and interconnected pressures. Technological and environmental forces make transformation increasingly necessary, while economic and political uncertainty make the process more difficult. 
Political factors such as the UK’s Zero Emission Vehicle (ZEV) policy requires manufacturers like JLR to increase the number of zero-emission vehicles in new car sales, driving JLR to move towards electrification. This put pressure on the company to produce suitable electric vehicles to the market within the specified timeline. Its global market is also complicated because JLR has to remain compliant to different regulations, trade policies, and tariffs. Thus, political factors affect not only JLR’s production but also its geographical strategy and direction.
Economic factors are also relevant because JLR’s transformation requires substantial investment while maintaining financial sustainability. Since electrification requires investing on battery technology, vehicle platforms, manufacturing facilities, software, and employee training, all while there are the risks of inflation, currency exchange rate movements, tariffs, and weaker consumer spending, JLR must be able to balance its investment with protecting cash flow and profitability. 
Social factors are highly important because JLR’s operations are heavily reliant on customer preferences and lifestyles. Nowadays, customers expect cars to offer sustainability, digital connectivity, and advanced technology while keeping the luxurious design and performance. This creates an opportunity for JLR to attract customers who value modern luxury and electrification. However, having an established identity means changes must be managed thoughtfully. Therefore, JLR must understand not only what customers want in a car but also what is expected on the brand’s repositioning.
Technological factors remain highly important because they dictate how JLR manufactures its products. EV powertrains, batteries, AI, software, and connected cars are becoming more prevalent in the automotive industry. This means that JLR needs new capabilities in engineering, manufacturing, data, and software instead of just replacing a traditional engine with electric ones. JLR has already invested in electric manufacturing, showing that technology is a key part of its transformation. However, relying more on digital systems also creates risks, such as cyberattacks.
Legal factors are highly important because JLR is an international brand operating in many countries. This means that JLR must follow different laws and regulations, including emission rules, vehicle safety standards, employment laws, and data protection protocols. Therefore, JLR must consider not only the existing regulations in the UK, but also the regulations mandated across its market. Differences between markets can also increase the complexity and cost of product development and may influence where vehicles are manufactured and offered. 
Environmental factors are medium-high in importance because reducing emissions is a major reason for JLR’s move towards electrification. Several stakeholders like the government, customers, and investors increasingly expect car companies to be more environmentally responsible. However, JLR must consider more than just producing electric cars; it also needs to consider its sustainability across its entire value chain to support its future strategy and maintain customer trust. 
l Porter’s Five Forces
In order to examine the competitive pressures affecting Jaguar, Porter's Five Forces was utilized. 
Table 3: Porter’s Five Forces.
	Force
	Level
	Analysis

	Competitive rivalry
	High. 
	Strong competition from established premium brands and EV-focused manufacturers.

	Threat of new entrants
	Moderate.
	High capital and regulatory barriers remain, but electrification has reduced some traditional barriers.

	Bargaining power of suppliers
	Moderate to high. 
	Dependence on batteries, semiconductors, software and other critical components increases supplier influence.

	Bargaining power of buyers
	High. 
	Customers have many premium EV alternatives and can easily compare price, technology, performance, and experience.

	Threat of substitutes
	Moderate. 
	Public transport, ride-sharing, and other mobility options provide alternatives to private car ownership.


 
Competitive rivalry is high for JLR given the very competitive premium automotive market that it operates in. JLR competes with established brands such as BMW, Mercedes-Benz, Audi, and Porsche, all of which have strong global brands and large production capacity. They also have invested heavily in the transition to electrified vehicles. Another dimension of competition arises from relatively new players to the market, who are primarily focused on the electric vehicle market. These new competitors bring cutting edge technology and increasingly software-oriented experience to their customers. As a result, the basis of competition for premium vehicles is changing. Customers now look at more than just performance and design; they also consider battery range, charging, software, and connectivity. JLR’s strong brands give it an advantage, but it must continue investing and innovating to stay competitive. 
The threat of new entrants is moderate. The car industry is a very costly industry requiring very advanced technology and a big network of suppliers, distribution networks, and regulatory approval. New companies will find it very difficult to compete at a large scale. However, new companies entering the market of electric vehicles do not have to rely on their experience in traditional engines. Therefore, well-funded companies can enter the EV market more easily. JLR still has an advantage from its existing experience and resources, but it cannot rely on this traditional barrier. 
The bargaining power of suppliers is moderate to high because JLR relies on specialized parts and technologies like batteries, semiconductors, electric systems, and software. These products can be difficult to replace, giving more power to suppliers. Therefore, JLR needs to make its supply chain more reliable by building strong relationships with key suppliers and using different suppliers where possible.
The bargaining power of buyers is high because customers have many premium car choices. They can compare JLR brands with other brands based on price, performance, design, driving capacity, technology, and sustainability. As customers become more aware of EVs, they have even more options. JLR must therefore continue offering unique products and experiences that make its vehicles worth the premium price. 
The threat of substitutes is moderate. Public transportation, ridesharing or car sharing, can provide alternatives to owning a car, particularly in cities. However, these options may be less appealing to JLR’s premium customers, who may view car ownership as part of their luxurious lifestyle. Still, younger people and more people moving to cities could make these other options more important in the future, so JLR must keep watching how customers feel about car ownership.
Taken together, these five forces show that JLR works in a tough competitive environment, one where size, suppliers being few and customers having many choices all help to make it harder for the company, in different ways. What this means is that JLR needs to create skills and abilities that other companies can't copy easily. A special mix of luxury design, technology being green and having a brand experience is the best way to stand out but it will only work if it is supported by good performance over time instead of just saying it's special.
C. Strategic Change and Change Management Models
Strategic change theory offers several established models for understanding transformations of this scale. Applied to JLR, each reveals part of the picture, and each has limitations.
· Lewin’s Three-Stage Model
The Lewin’s model presents change through three stages: unfreezing, changing, and refreezing. Despite being one of the oldest models to exist, this remains relevant because it provides a simple framework for understanding how the company changes from their current state to a future desired state. The unfreezing stage involves challenging established norms and behaviors; changing revolves around adoption of new behaviors and practice, while refreezing is the stage where the change is embedded within the operations of the company.
This model is linearly applied to JLR’s situation. The unfreezing stage is represented by the time Jaguar volume started to decline; JLR was in the wake of the diesel emissions scandal, and the company was under increasing pressure from regulation. Meanwhile, the adjustment of plants for it to be appropriate for electric vehicles, additional manufacturing capabilities, employee training, and the new JLR identity fall under the changing stage.  
Unlike the first two stages, the refreezing stage imposes a greater challenge to JLR. As the automotive industry continues to advance and as the preference of customers continues to change, JLR may have to continuously adapt to the changes instead of settling permanently in one final stage. Recent studies emphasize the importance of constant changes, wherein organizations may be required to adapt implementation as circumstances develop (Moyal-Smith et al., 2023). Meaning, JLR should treat refreezing as a temporary state and adjust to changes accordingly. 
· Kotter’s Eight-Step Model
For a detailed understanding of JLR’s transformation, the Kotter model is more appropriate. The eight steps in Kotter’s model are the following: creating a sense of urgency, forming a guiding coalition, developing and communicating a vision, empowering employees to act, generating short-term wins, consolidating progress, and embedding change within the organizational culture (Kotter, 1996; Ericson et al., 2026). There is a relationship between the eight stages that Kotter outlined for leading change and how Reimagine was launched under former CEO Bollöré. Bollöré created urgency around the environmental and competitive threats facing JLR. He communicated a clear vision for an electric-first, net-zero, modern-luxury business and made visible short-term wins such as the electrified Range Rover, Defender and Discovery to build momentum. The application of Kotter's model for the intentional launch of Reimagine is strongest in the first phase of change. However, the subsequent re-anchoring of the transformation under new leadership and subsequent defense against external threats is not addressed within this change management model. 
Furthermore, change initiatives can face difficulties when leaders fail to communicate the purpose of the implemented change and the direction of the company moving forward. That is why clear communication is crucial for it helps employees understand and support the change and transformation (Jeppe Agger Nielsen, Kasper Trolle Elmholdt and Mette Strange Noesgaard, 2023). Without proper communication, major rebranding such as JLR may attract attention, but not customer acceptance nor employee commitment.  
 
· ADKAR Framework
Another model that is relevant to JLR is the ADKAR framework, which focuses on individual experience of change within five elements: awareness, desire, knowledge, ability, and reinforcement. Particularly, this helps understand JLR’s transformation by analyzing the need to develop new technical capabilities and train employees. 
For example, employees need to be aware of the reason behind electrification and digitalization, they also need the desire to participate in the transformation, have knowledge of the new systems, gain ability to apply that knowledge, and reinforcement to sustain the new behavior. This model complements Kotter’s eight-step model. While Kotter explains how senior leadership should manage organizational transformation, ADKAR focuses more directly on how individual employees experience the change. 
No single model is sufficient on its own, so JLR should use the models together instead of relying on one alone. Kotter best explains the launch of Reimagine strategy; ADKAR addresses employee adoption and development, while Lewin provides a comprehensive view of the transition. This combination is more suitable because JLR’s transformation is continuous. 
D. Leadership and Organizational Culture’s Role in Managing Change
1. Leadership and its Role in Managing Change
Leadership style changed throughout the Reimagine programmed, showing that different stages of strategic change require different leadership approaches. 
In late August and early September 2025, JLR experienced a major cyberattack which pushed its IT systems to shut down. This stopped the production at its UK plant for five to six weeks, contributing to UK’s lowest car production level since 1952. 
Figure 1: UK Car Manufacturing Year-on-Year Change.
 
 
 
 
 
 
 
JLR responded by containing the attack, restarting systems in phases, working with National Cyber Security Centre and law enforcement, and securing a £1.5 billion loan from the government to stabilize JLR’s extensive supplier base. It also introduced an early-payment scheme to help suppliers, particularly small businesses, manage the financial impact of the shutdown. JLR’s finances were greatly affected, with them reporting a pretax loss of £485 million, a 24% decline in revenue, and around £196 million cyber-related costs. 
Figure 2: JLR Revenue Comparison.		    Figure 3: JLR Pre-tax P/L Comparison.
 
 
 
 
 
 
 
Meanwhile, JLR’s management of Reimagine combined top-down strategic direction with phased implementation. Instead of applying the same changes to every site, each plant was adapted based on its specific needs. For example, Wolverhampton was converted into an electric propulsion facility for electric drive units and battery packs, while other plants were prepared for EV production without planned closures. Workforce and supply-chain continuity were also maintained as JLR pursued its long-term goal of being net-zero by 2039. Representing the short-term goals, the company focused on delivering ‘quick wins’ as it started to roll out its range of new electric vehicles in a phased manner and improved its supply chain.
The cyberattack shows why JLR needs to adapt its leadership approach during different stages of change. While Reimagine required proactive and long-term leadership, the cyberattack required a more decisive and reactive approach to mitigate risks and crisis, and coordinate with stakeholders. 
In terms of leadership, Thierry Bolloré used transformational leadership to launch Reimagine by creating a clear long-term vision focused on electrification, net zero, and modern luxury. This helped employees and stakeholders understand the purpose of the transformation and encouraged support for the change. The study of Choi and Cho (2024) states that transformational leadership is particularly relevant in periods of organizational change because it emphasizes vision, motivation, and innovative behavior of employees, allowing the company to adapt to changes and implement new ways of working. When he was replaced by Adrian Mardell, the Reimagine  programmed adopted a more practical and results-driven leadership style, concentrating profitability and delivering the electrification strategy. 
Overall, JLR’s leadership transformed from transformational to operational leadership. This helped keep the direction of Reimagine despite leadership changes and cyberattack. However, the change in CEO created challenges for continuity and the fact that the transformation continued despite these changes suggests that its vision is embedded beyond an individual leader. 
2. Culture and its Role in Managing Change
JLR’s traditional culture was based on engineering expertise and craftsmanship, while Reimagine requires greater focus on modern luxury, electrification, and sustainability. This cultural shift was supported by making an outline of JLR’s core set of workplace behaviors and values called the “Creator’s Code.” Since JLR is also under Tata Motors, it is influenced by Tata’s culture of financial discipline and accountability. This helped increase focus on profitability and performance, but it also put pressure on JLR to meet financial targets while managing a complex transformation. 
Meanwhile, the cyberattack showed the importance of JLR’s organisational culture. Employee resilience, commitment, and common purpose helped the company to continue operating and recover its losses. This suggests that cultural changes introduced by Reimagine supported JLR’s ability to respond to unexpected challenges. However, culture also creates resistance and challenges. Job losses and restructuring could weaken employee trust, while some dealers resisted changes to JLR’s retail model. This shows that cultural changes must be managed alongside structural and financial changes for transformation to be effective. As Worley and Beaujolin (2022) stated in their study, organizational change is not equal to abandoning an existing cultural identity. Rather, existing cultural values and strengths can be used as a foundation to guide and support transformation. 
 
E. Proposed Change Management Plan
The proposed change-management programmed will be called JLR Evolution, a structured change-management programmed for three years intended to support the launch of JLR’s new electric generation while preparing for the digital, operational, and cultural changes that comes along with it. Rather than duplicating the existing strategy of JLR, this focuses on the organizational conditions needed to turn strategy into successful implementation. Particularly, this addresses employee readiness, digital capabilities, cybersecurity, and customer acceptance. 
This programmed aims to achieve the following objectives: 
· General Objective
To establish JLR as a distinctive, sustainable, and digitally advanced modern luxury brand while building the skills and capabilities necessary to remain competitive in an increasingly electrified automotive industry. 
· Strategic Objectives 
Jaguar should aim to: 
1. Successfully launch and establish JLR’s next generation of electric products while maintaining the brand’s distinctive identity. 
2. Develop employee skills and capabilities in electric vehicles, digital technologies, and artificial intelligence across JLR’s operations to support a more digitally enabled business. 
3. Prepare retailers and employees for organisational change and encourage willingness to adapt to new ways of working required to support electric vehicles. 
4. Strengthen cybersecurity and operational resilience to manage the increased digital and technological risks associated with electrification. 
5. Embed a culture of continuous innovation that encourages adaptation and new ideas while protecting the heritage and core identity of JLR. 


· Financial Plan
The following budget is a proposed planning estimate for the three-year JLR Evolution programmed and does not represent actual expenditure of JLR.
	Area
	Proposed Allocation

	Electric Vehicle and Engineering Development
	£550 million 

	Digital, AI, and Software Capabilities
	£250 million 

	Manufacturing and Process Transformation
	£250 million 

	Employee and Retailer Career
	£100 million 

	Cybersecurity and Resilience 
	£100 million 

	Marketing and Customer Transition
	£100 million 

	Contingency
	£100 million 

	Total
	£1.45 billion 


 
This allocation reflects the main areas that JLR needs to invest in order for its successful transition to electrification. However, the budget must not be released at all at once. Instead, funding should be distributed through stage gates, wherein additional funding is only approved when measurable milestones are achieved. By doing so, JLR can monitor progress, manage risks, and adjust spending where necessary. 
· Communication Plan
Communication should be treated as an ongoing part of the change process rather than a one-time announcement, as effective change communication depends on its timing, content, channels, and credibility during transformation (Cunha, Maybritt Bakenhus and Aristides Isidoro Ferreira, 2024). Following Kotter’s principle that the change of vision needs to be communicated repeatedly and reinforced through action, JLR should use different communication methods depending on the needs of each stakeholder group. For instance, employees and engineers should receive regular updates on the purpose and progress of the transformation, while retailers and suppliers should be given more practical information about the operational and technical changes. Meanwhile, customers should be kept informed about the new JLR proposition through continuous communication across digital platforms, events, and dealerships. Investors should receive regular updates on financial and strategic progress, while senior leaders should use transformation dashboards to monitor performance, risks, and emerging issues.
	Stakeholder
	Objective
	Main Channel
	Frequency

	Employees 
	Communicate the change’s purpose, impact and benefits 
	Company-wide meetings, intranet, manager briefings 
	Monthly 

	Engineers/
Technicians
	Communicate technical and operational updates 
	Workshops, seminars, technical forums 
	Monthly 

	Retailers
	Prepare retailers for new products and technologies 
	Digital training, retailer meetings 
	Quarterly 

	Customers
	Explain the new Jaguar proposition and build confidence in electric vehicles 
	Website, events, social media, dealerships 
	Continuous

	Suppliers 
	Coordinate technical, production and supply requirements 
	Supplier meetings, digital platforms 
	Monthly 

	Investors
	Report financial and strategic progress 
	Investor reports
	Quarterly 

	Management
	Monitor transformation progress, risks, and performance 
	Management dashboard 
	Monthly 


 
The communication approach should also remain transparent about both progress and setbacks. This is important because stakeholders are more likely to trust and support the transformation when they receive timely and credible information during periods of changes (Neka Erlyani et al., 2024). Therefore, JLR should ensure that communication is not only frequent but also honest, consistent, and supported by visible action. 
The following chart outlines the communication activities planned for the first twelve months of the transformation programme. Shaded cells indicate the month(s) in which each communication activity is active. 
	Communication activity
	M1
	M2
	M3
	M4
	M5
	M6
	M7
	M8
	M9
	M10
	M11
	M12

	Board & Executive Briefing
	■
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Leadership Workshops
	■
	■
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Employee Launch Meetings
	 
	■
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Union & Employee Consultation
	 
	■
	■
	■
	 
	 
	 
	 
	 
	 
	 
	 

	Manager Guides & Team Briefings
	 
	 
	■
	■
	 
	 
	 
	 
	 
	 
	 
	 

	Change Champion Launch
	 
	 
	■
	■
	■
	 
	 
	 
	 
	 
	 
	 

	Dealer & Supplier Briefings
	 
	 
	 
	■
	■
	■
	 
	 
	 
	 
	 
	 

	Employee Training Sessions & Webinars
	 
	 
	 
	■
	■
	■
	■
	■
	 
	 
	 
	 

	Customer & Media Campaign
	 
	 
	 
	 
	■
	■
	■
	■
	■
	 
	 
	 

	Intranet Updates & Newsletter
	 
	■
	■
	■
	■
	■
	■
	■
	■
	■
	■
	■

	Employee Surveys & Feedback Sessions
	 
	 
	■
	 
	 
	■
	 
	 
	■
	 
	 
	■

	Milestone & Rrecognition Events
	 
	 
	 
	 
	 
	■
	 
	 
	 
	 
	 
	■


■ Phase 1: Awareness   ■ Phase 2: Engagement & Consultation   ■ Phase 3: Roll-out & Capability Building   ■ Phase 4: Reinforcement (ongoing)
· Evaluation Plan
Rather than simply focusing on whether the new electric products are launched, JLR Evolution needs to be evaluated using a balanced scorecard, in order to assess progress from a number of different perspectives. In addition to the launch of the new electric products, the wider change is also about achieving financial discipline, customer acceptance, operational resilience, employee capability, and cultural adaptation. 
Evaluations should be conducted at three levels. On a monthly basis, the transformation steering committee tracks operational milestones, expenses, training, cybersecurity and emerging challenges using a management dashboard. On a quarterly basis, management should review financial, customer, employee and process indicators and decide whether projects remain aligned with the strategic objectives. Annually, an independent review should assess whether the programme remains strategically justified, particularly in light of changes in EV demand, regulation, tariffs, supply-chain conditions, technology and customer expectations. Projects that fail to meet milestones should be corrected or paused rather than receiving automatic additional funding. This supports the stage-gate approach in the financial plan and reduces the risk of continuing an initiative simply because resources have already been committed.
The scorecard can be used to support decisions to continue or speed up work that is strong across financial, customer, internal-process and learning measures. Conversely, underperformance can signal the need for corrective action, a pause or even stopping an initiative when its strategic value has finally fallen away. This also keeps the evaluation consistent with the proposed integrated change model, where continuous adaptation is treated as part of the transformation rather than as a final stage.
	Perspective
	Strategic objective
	Key performance indicators
	Proposed target
	Review frequency

	Financial
	Control spending while protecting the programmer's long-term value.
	Budget variance; spending against budget; performance of major projects.
	Keep spending within ±5% of the approved budget. Review project value before releasing more funds.
	Monthly; quarterly management review

	Customer
	Increase customer acceptance of JLR’s new luxury and electric vehicles.
	Customer satisfaction; brand image; EV awareness; customer and retailer feedback.
	Improve customer and brand measures from the 2026 baseline and meet agreed launch targets.
	Quarterly; continuous feedback

	Internal Process
	Deliver the transformation safely, reliably and on time.
	EV launch progress; factory readiness; supplier readiness; cybersecurity issues; process disruptions.
	Complete at least 90% of milestones on time and resolve critical issues within agreed deadlines.
	Monthly dashboard; quarterly review

	Learning & Growth
	Develop the skills and capabilities needed for the transformation.
	Training completion; employee readiness; ADKAR progress; employee participation; improvement ideas.
	Achieve at least 90% training completion for affected employees and improve readiness from the 2026 baseline.
	Monthly for training; quarterly for readiness


 
Conclusion
This report shows that JLR’s transformation cannot be treated as a simple move from petrol vehicles to electric vehicles. Due to external pressures like environmental regulation, technological development, changing customer expectations and intense competition, economic uncertainty, tariffs, supply-chain disruption, and the cost of electrification, transitionn becomes more difficult. However, JLR also has important strengths that can combat these challenges. Hence, the strategic challenge is to convert these existing strengths into capabilities that remain relevant in a digital and electrified market.
The review of Lewin, Kotter, and ADKAR demonstrates why JLR needs a combined approach. Lewin provides a simple way of understanding the movement from an established state to a new way of operating; Kotter gives greater attention to leadership and organizational implementation, while ADKAR focuses on employee experience. As JLR operates in a constantly changing environment, transformation should be treated as a continuous cycle of implementation, evaluation, adaptation, and reinforcement. 
Leadership, people, and culture are also important. Transformational leadership can provide direction and motivate employees, while operational leadership focuses on performance and profitability. JLR’s heritage should also be used as a foundation rather than presented as something that must be abandoned. Modern luxury, electric performance, digital customer experience, and sustainable materials can be used to show that the future JLR is an evolution of the brand rather than a rejection of its history.
The proposed JLR Evolution programmed translates these findings into a three-year plan focused on electric products, capability development, cybersecurity, resilience and continuous innovation. Its estimated £1.45 billion budget should be released through stage gates linked to measurable progress. Regular communication, a balanced scorecard, and monthly, quarterly and annual reviews would help identify problems early.
Ultimately, JLR’s success depends on balancing ambition with measurable, adaptable, and financially disciplined execution while preserving the strengths that make its brands unique from its competitors.
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