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COVID-19 is a global crisis and its impact is felt by every industry. It was felt that the old way of working needs to change. The uncertainty about the end of the pandemic forced every business to rethink their strategies (Fairlie, 2020) The business started including various new things as their priority such as employee vaccination, remote collaboration and changes in a working model. New challenges emerge in every business. The automobile industry is a complex and largest industry in the world. Without vehicles, most of modern life will be completely dead stop. It was witnessed that the impact of the pandemic had severely affected the automobile industry. Over a period of time, many manufacturing units were forced to shut down completely.  In the UK due to COVID-19 auto industries suffered heavily. Jaguar is one of the UK’s largest automobile manufacturers. It has built many premium cars. This company brings highly prestigious British car brands. Tata motors acquired Land Rover and Jaguar from Ford and merged them into a single company known as Jaguar Land Rover which is flourishing its business with innovative technology. Around 38000 people are working with the company globally and it supports more than 275000 people through its suppliers, retailers and other local businesses. Manufacturing is mainly done in the UK and the company has additional plants in India, Brazil and China. The company believes that people are its biggest asset. They are the reason for designing, building, engineering and delivering products and services. So, the company supported the fight against COVID 19 to protect their employees and community at large. The company has taken many steps like introducing onsite COVID testing, maintaining social distancing and daily temperature testing to maintain the safety of their workers. Here in this report, the author is going to conduct an internal and external analysis considering various impacts of COVID 19 on The Jaguar company, UK through SWOT analysis, PESTLE analysis, STP analysis and Marketing Mix.
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Strength
Jaguar is a worldwide popular brand that manufactures high-end cars and merged with Land Rover in the year 2013. Thereafter it has come to be known as Jaguar Land Rover. The pandemic Covid 19 that has impacted the whole world, does not leave this car manufacturing industry and has affected this as well. People tend to deviate from investing in buying property or cars. The financial condition has deteriorated which largely has affected Jaguar. The strength of this company has helped it to sail through the difficulties and being a world-class popular brand is its biggest strength. Though the sales of the cars have reduced significantly during Covid 19, It cannot stop the entire sale of this company. The employees of the company are highly trained and they know how to maintain Covid 19 protocol while manufacturing cars and selling them to the consumers (Zhao, Tan and Liu, 2020). The biggest brand Tata has the ownership of Jaguar and this helps it to take steps to prevent the effects of covid 19 by implementing the methods that are prescribed by its parent company Tata. The Brand value of the company helps it to retain its sales and business to overcome the effects of Covid 19.
Weakness
Alongside strengths, Jaguar has some weaknesses that possess challenges to it in the scenario of Covid 19. Though it has a varied range of products for all sectors of people from which they can choose according to their preference and availability, the variation is less in comparison to that of the other competing companies. It makes it difficult for the company to restore its sales that have gone downwards during the pandemic (Zhao, Tan and Liu, 2020). They have a high range of cars that people cannot buy during such an economical crunch prevalent everywhere. Another weakness of this brand is that it is famous in the UK but has not been able to set its footmark in other countries. To be centred in some particular countries during a pandemic is not a wise method to increase sales. Covid 19 makes people spend their money when they need it and it brings criticism to the brand as it has fewer models to choose from. As they do not have low-priced cars, it becomes difficult for people to buy them. Jaguar has some records of having some poor features such as bad quality seatbelts, defective rear seats and some others (Yopy and Sitinjak, 2018). This somewhat brings down its sale as people do not want to buy a car that has poor records by spending their money especially when they have less amount of money during Covid 19.
Opportunities 
Instead of all its weaknesses, the owners of Jaguar know how to encash the minimum opportunities they have to retain the balance of their sales during the pandemic Covid 19. It has begun to focus on the new areas of the target to market its sales in countries such as India, and China (Lv, 2021). They believe that these countries have potential buyers who are capable enough to buy tier cars even during this financial degradation worldwide (Yopy and Sitinjak, 2018). They have started marketing their cars in these countries as much as possible. During Covid-19, making the environment better is a challenging one for the car manufacturers. Jaguar takes care to use new technologies to make the environment pollution free so that it does not contaminate the air that is already affected by the Covid virus. Jaguar has decided to acquire some other companies that are lower in terms of capital but have a high potential of manufacturing more cars within a short period. This will increase the sale of the Jaguar and will rejuvenate the smaller companies from the effects of bad sales during Covid 19. The company knows that even during the prevalent effects of the pandemic, some people are still capable of spending money to maintain their luxurious life. Jaguar begins to target those to uplift its sale of cars.
Threats
During the pandemic, the greatest threat that is faced by Jaguar is the surging competition among the manufacturing companies. As Covid degrades the sales of cars, the companies are trying hard to get back to their former sales by applying several methods (PB, THUNGA and RAJU, 2021). As Coronavirus has already affected the environment, Governments have regulated stricter rules for the car manufacturers so that they do not contribute more to the degradation of it. Covid 19 has financial instability in people’s lives so they have begun to restrict their spending on luxuries. Sales in different foreign countries have also declined as Covid has a worldwide impact. 
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Political
Political factors play a significant role in determining the long-term sustainability of the company. It includes factors like government trade regulations, taxation policies and so on. The sales of the company declined by almost 12% due to the coronavirus crisis. The total retail sale that stood at 1,09,869 vehicles was down as compared with the previous year's sales. Despite regulatory changes and shifts in consumer taste and Brexit exit company managed to improve its condition until the COVID crisis. Political stability is important for every company so as with Jaguar as it influences the confidence of investors and the consumers. The company has to manage and handle the current political instability and conflict to remain strong in the UK market.
Economic
Any business must understand the short term and long-term factors for business growth. During COVID 19 the automobile industry is worst affected. During the first lockdown, there was no new registration of vehicles and it almost disappeared. With certain relaxations in the regulations but since uncertainty increased there was a decline in sales. It also affected the sales of Jaguar cars. The continuous decline in growth rate also affected the sale of vehicles and adversely affected the company. Due to the decline in growth rate, the customer became more conscious about their spending. Also, the rising inflation rate affected the company's revenue as there was a decrease in purchasing power of the people. Also, it was witnessed that the fluctuation in the exchange rate affected the company’s sales. Further there due to continuous lockdown and trade restrictions the demand and the supply of labour were not in normal situation as it was witnessed before the crisis.
Social
During the coronavirus crisis, it was witnessed that many industries suffered and many companies were forced to shut down their businesses. Jaguar Land Rover cares for its employees and values their customers. Though the sales declined, it still spent a huge amount on the safety of its employees. The company first introduced onsite testing for the safety of its employees and visitors. Social distancing was maintained. These activities bring respect and increase brand value. The company understands consumer behaviour and tries to bring changes. Rapid testing and safety measures worked positively for the company and employees felt satisfied and secure at the same time the customers were quite satisfied with the services of the company. Though sales decline the company never compromises on the product and services. For the safety of customers, the company has created walkaround videos, online ordering and maintained social distancing at their showrooms.
Technological
Advancing technology plays an important role in every industry and to meet up with the competition the company has to innovate their product regularly. Jaguar Land Rover understood the importance of innovation and launched many world-class premium brand cars. The company very well managed its changes as they have planned well and adopted high-class technology. The actions were taken appropriately. The demand is slightly increasing as it was during the pandemic. The company’s future air purification technology has proved to protect bacteria and viruses by about 97%. This advanced technology is supposed to make a clean environment for their customers. Also, the car seat has been a great issue in the automobile industry and the company is working continuously for the comfort of the driver (Hope et al., 2019). The company adopts technology that has a long-term effect and so it is the first choice for many customers. 
Legal
These factors include all the rules and regulations like the employment law, consumer protection law, safety law and so on and are very important for every company (Rezmer, 2018.). The company is committed to conducting business honestly and fairly. Also, the company tries to value its ethics and value and deal with its customers, suppliers, government and so on ethically. Jaguar Land Rover’s code of conduct is supported by corporate policies. The health and well-being of the employee, visitor and contractor are their top priority throughout the pandemic. Also, safety measures and security are important for the company. Intellectual property laws are made for the company and they abide by all the laws and regulations.
Environmental
In many countries, strict environmental regulations made the company reduce environmental harm. The use of renewable resources became the priority of all the companies. The company is trying to focus on reducing the carbon emission in their products. This is one of the biggest problems in the automobile industry (Proença, 2019). The company is also trying to give emphasise the production procedure being environmentally friendly. Also, plastic has been a very important issue in the automobile industry and the company is taking this issue seriously (Selvasankar, 2020). With their innovative and responsible employees, they also have recycled their products. The company is actively focussing on recycling and reusing the product.
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Segmentation
Jaguar is one of the leading automobile manufacturers in the world. It is owned by Tata motors. The company acquired Land Rover and Jaguar and merged them in 2013. It has occupied its position despite many challenges and competition and provides products and services to the customers. The company has received many awards for its premium Jaguar XE sports saloon as the best executive car (Frizziero et al., 2019). The main objective of the company is its brand equity and achieving its goal.
Market segmentation involves dividing the targeted market into subsets that have common needs. Jaguar Land Rover segments the consumer and has targeted the segments very efficiently. The company mainly focuses on performance and customers' long-lasting experience for the Urban people. 
	Region
	Country Size
	Population Density
	Climate

	Urban
	242495 Km per square
	727 people per square mile
	Temperate


Demographic segmentation: It is diving into the market on factors such as age, income, sex, size of the family, nationality and education. The company has segmented its market based on income, age and gender. They have a wide range of products that are targeting young, middle-aged and high-income group customers. 
	Age
	Gender
	Income
	Family Size
	Occupation

	35-50
	Male and Female
	High-income Group
	3-4 members
	Business, Professionals


Psychographic Segmentation: It is based on personality and lifestyle. The company has launched premium products and owns its logistic network and supports the movement of its vehicles. 
Targeting
The company has launched Jaguar S-type and it is targeting young customers. The company is targeting women and youth for its product XE sports Sedan. Also, some of its products like Jaguar XFR, and XKR-S models are targeting customers who are well educated, intelligent and confident who is the creator of technology have an impact on society. Also, the company has products that are targeting the high-income group individually and the cars range from 25 lakh. The company is mainly targeting high-income individuals (Hermsen et al., 2021). Based on age the company has targeted successful professionals ranging from 30 to 35 years. They are also targeting married couples with two children and aged couples above 50. The company is trying to target independent, confident and powerful people with their advertisements like Captured: Jaguar at play. (Arias, Hinsley and Milner-Gulland, 2020). Jaguar’s XFR, XKR-S and XJL Supersport models were used in the commercials to show the power. Also, the company targeted customers who have social status and are successful through the Jaguar Luxury car ranges.
Positioning
It is the strategy through which companies build their brand image and give a positive impact on the mind of the customers. They can compare the other brand as compared with other competitors. The Jaguar Land Rover strategy makes it different from its competitors. The wide and premium product gives challenges to its competitors. BMW, Mercedes and Audi have positioned the company and the company has attained success. The performance and the looks are beyond description and highly appreciated by the customers. The company’s point of priority is always the high-net-worth customers which makes it different from other competitors. The first choice of premium customers is always the Jaguar cars. The company has launched a wide range of expensive sports cars for their customers. Also, the company has managed the brand differently from their customers by positioning the brand as unique, energetic, with emotions, high performance and as such. The company has targeted customers who are daring, contemporary and sophisticated through the Alive campaign (Tripathi and Kumar, 2020). The company has been appealing to young customers who desire to become independent. The company has a rebranding campaign with a new look, logo and design. 
The company is using its technology and trying to modernise its brand to it will be more appealing to its young customers. They are introducing 3-dimensional in their logo to look more vibrant. The company earned huge respect during the coronavirus crisis despite its declining sales the company maintained all the safety measures. The company is also planning to launch an air purifier system in the car which will kill all bacteria and germs and purify the air environment. This way the company differentiated itself from the other company and managed to position itself. The company also accepted online orders, made videos for the customers and maintained social distancing. They valued their customers and employees and provided every support they needed during the pandemic. Also, they have lowered their prices so that many customers can avail the luxury. The Jaguar Land Rover has positioned itself and this is the reason they are different from its competitors.
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A marketing mix is a set and series of actions that are taken and implemented by a company to market its products and increase its sales. During the pandemic, the sales of Jaguar have decreased. To increase sales, it is trying hard to make the components of marketing stronger (Lahtinen, Dietrich and Rundle-Thiele, 2020). The Marketing mix of the company is the accumulation of four things and they are the Products that are manufactured by the company, the Price of the Products, the Places where the products are to be marketed, and the Promotion of the products. Jaguar takes care of meeting up with all these requirements in the pandemic scenario.
Product
Jaguar is a famous brand that is widely acclaimed for producing high-class cars and this brand is appreciated by most people who want to have a car. During Covid 19, Jaguar has not compromised with the kind of products it has been manufacturing since its inception. This has helped him to hold its previous place and people turn to it whenever they consider buying a car even in this financial situation. The cars that Jaguar manufactures are comfortable and luxurious (Thabit and Raewf, 2018). These cars are designed in such a way that they provide a high level of safety. The cars are fast cars that run smoothly. The company does not sacrifice the high performance of the cars during this crisis of Covid 19. These cars are successful commercially and the efforts of Jaguar to maintain the quality of the products have made it possible to maintain its sales during the pandemic.
Price
Jaguar produces cars that are mostly of high prices and these are not at all low range cars. The cars are very expensive and they all are in a very premium range (Thabit and Raewf, 2018). Even during Covid 19, when the economic condition of the entire world suffers a hard blow, Jaguar has not compromised its price at all. Therefore, it does not affect the profit percentage that the company earns before Covid 19 hits the world. The price range of Jaguar cars varies from somewhere between 45 Lakhs to 2 Crore. Considering the quality that is provided by these cars, the price range is logical to the consumers who can buy these during the pandemic as well (CAO, 2022). Naturally, the maintenance of these cars is also high which is beyond the capacity of middle-class people. At the same time, these cars have low mileage. Therefore, middle-class people who are greatly affected by the effects of Covid 19, cannot afford to bear the cost of fuel that is mandatory to run such cars.
Place 
Jaguar is well aware of the places it wants to target to market and sell its products as much as possible even during Covid 19. Therefore, when the pandemic compels the economy of the world to stoop, Jaguar has not stopped manufacturing its high-priced cars. It has not even thought of compromising the price of its cars to maximise its sales during a pandemic. This is what has made him a world-famous car manufacturing brand among the wealthy people who love to spend money to buy expensive cars even during the pandemic’s scenario (Mahmoud, 2018). Jaguar has targeted everyone as its buyers and the price of the car proves that anyone cannot afford to buy the car. Even during this Covid 19 pandemic, Jaguar has kept its focus on selling these high-end cars to the wealthy class of people who have great taste and capability to buy the car manufactured by it. In different countries, it also has opened its branches and franchises only in the urban areas where it can acquire its dream consumers. 
Promotion
It is one of the crucial parts of marketing a product. Jaguar thoroughly takes care to keep its promotions strategies going on during the prevalence of Covid 19 as well. It is known that people are now more inclined to watch televisions and access the internet as they are bound in their houses due to lockdown. Jaguar increases its promotions in this media so that it can reach as many people as possible (Dost et al., 2019) They should not forget the presence of Jaguar cars in these tough times and can still trust the brand as it has maintained all the covid protocols well. Its parent company Tata is a trusted brand in India and its continents. When Tata acquired Jaguar, it increased the reliability of the brand. At the same time, Jaguar has made cars for many British Personalities and celebrities which contributes to making the brand stronger during Covid 19.
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Jaguar is a brand that is acclaimed by high profile personalities and celebrities as it produces cars that are only meant to serve them. During the Pandemic, the sales of cars have dropped to the level as Covid 19 has impacted all the sectors including car manufacturing. Jaguar has shown firmness in doing its business and maintaining all the protocols of Covid 19. It encapsulates its strengths of being a high class and popular brand and opportunities of having a well-trained and effective workforce. Yes, it has faced several threats from the effects of Covid 19. It has to adhere to all the new rules and regulations that are enforced by the Governments to protect the humans and environment in this new scenario of Covid 19. It has not sacrificed the quality and price of the products it produces to increase its sales during the pandemic. It keeps on promoting the brand as much as possible to increase its sales and try to keep up with the great quality of the product. At the same time, it has not shifted its focus from the client base it wants to have. Withstanding all the effects of Covid 19, Jaguar like every other company is trying to get through the situation.
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