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1.0 Introduction 
The environment is the basis of every organisation success. A successful organisation has to analyse its internal and external environment, and Jaguar is not exceptional. Jaguar is a vehicle brand of Jaguar Land Rover. The brand is a British multinational headed in Whitley, Coventry, England. Initially, Jaguar was a primary manufacturer of Jaguar cars until Land Rover and Jaguar merged their operations in 2013. Jaguar is among the developed organisation which has shown profound diversity and differentiation in the previous years. According to Fuchss et al. (2019), Jaguar started as a motorbike company in 1922 and has since developed to manufacture luxury cars. Jaguar is among the London Stock Exchange organisation running by index FTSE 100. Currently, Jaguar and Land Rover are owned by Ford. This paper will critically evaluate the internal and external environment of the Jaguar brand with the help of SWOT, PESTEL, Porter's Five Forces and value chain analysis tools. The paper will also present the competitive advantages of the Jaguar Brand.
2.0 SWOT analysis
Swot analysis analyses an organisation's internal and external business environment based on the strength, weaknesses, opportunities, and threats. Below is the swot analysis of the Jaguar brand.
2.1 Strength
Workforce: Jaguar brand has a highly skilled workforce. Solanki (2021) states that the Jaguar brand has skilled workers who have diverse expertise. The expertise from different skilled talents helps the Jaguar brand to produce quality and beautiful cars for their customers. Therefore, the workforce is an internal strength that the Jaguar brand employs to compete effectively.
Brand value: The brand value of the Jaguar brand has a high brand recall. It has been ranked above due to its creative promotions and positioning. According to Todoroz (2020), the Jaguar brand is ranked 55th in the auto 100 of 2016, rising from 57 in 2015. Initially, the Jaguar brand was ranked 70th in the UK top 150 brands of 2016. Therefore, it is evident that the Jaguar brand is among the brands that offer a high brand value.
2.2 Weaknesses
Product range: Jaguar brand has cars of high quality accessible for customers to select. Despite the high-quality products, the Jaguar brand lacks several competitors' products. Sandhya (2020) states that the Jaguar brand needs to increase and introduce a number of the products they offer to trap more customers. Thus, the product range is an internal weakness that the Jaguar brand needs to increase to run effectively.
Popularity: Jaguar brand is a popular brand in the UK markets. Despite being popular in the UK Jaguar brand has an inferior say in other big markets. German and Japanese markets are big markets that defeat the popularity of the Jaguar brand in the UK (Malega et al. 2019). Therefore, a lot needs to be done in the jaguar brand to increase its popularity in big markets.
2.3 Opportunities
Environmentally friendly: Jaguar brand needs to provide nice cars to the environment. This is achieved by reducing the emission of CO2 and other gases that are harmful to the environment. According to Kowalska-Pyzalska et al. (2020), the government will impose new emissions policies. Therefore, it is important that the Jaguar brand manufacture cars that will be emission resistant to adopt the future changes.
2.4 Threats
Competition: Jaguar brand faces stiff competition from Aston Martin, Bently, Mercedes and Audi. These competitors provide the same cars and target the same customer's Jaguar brand targets ( Malega et al. 2019). The cars the competitors provide are of high quality, which makes the competition defeat the Jaguar brand. Jaguar brand, therefore, needs to increase the brand quality of the cars to defeat competitors in the market.
3.0 PESTLE analysis
The pestle analysis of the Jaguar brand is founded on political, economic, social, technology, legal and environmental factors. The following is the pestle analysis of the Jaguar brand. 
3.1 Political factors
Political instability is among the factors that affect the Jaguar brand's operations. Expanding the car manufacturing in the Jaguar brand also increases the tax level. Rezmer (2018) states that the rise or fall of the tax imposed by the government affects the decision making of the Jaguar brand in manufacturing the cars. The cost of selling the cars in the Jaguar brand heavily relies on political stability. Therefore, the Jaguar brand needs to understand the political factors that affect the operation of manufacturing cars.
3.2 Economic factors
Government spending changes the method of production and development of the Jaguar brand. Less lending and borrowing, and condensed investment by the government affects the car manufacturing in the Jaguar brand. According to Selvasankar(2020), the transport link increases when the government develops the infrastructure, leading to high production and distribution of cars in the Jaguar brand. Thus, increased inflation makes the Jaguar brand increase prices to earn a good profit.
3.3 Social factors 
Society trends are changing daily, affecting the running of the Jaguar brand. Jaguar brands have to be aware of the beliefs, and religious values of the customers served. For instance, Muslim workers relax daytime to pray while the Christian believers do not work on Sunday. According to SCHMIDT (2018), the Jaguar brand must understand the customers' ethics for a good trade between suppliers and customers. Therefore, the Jaguar brand needs to consider the ethical procedures of the customers and suppliers for efficiency.
3.4 Technological factors
Jaguar brand is well known for innovation in car manufacturing and design. Its expertise in manufacturing efficient and lightweight cars is known worldwide through aluminium technology. The cars have a good e-performance model with an intelligent system that ensures efficiency. Chodakowska (2018) states that the Jaguar brand saves resources and time by establishing Automotive Virtual Reality. Therefore, it is evident that the technological factor implemented in the Jaguar brand makes them efficient when manufacturing cars.
3.5 Legal factors
Jaguar brand has registered copyrights and patents to evade the sale of fake cars. Jaguar brand has employed the employee's rights and trade laws outlined by the government to ensure they run the operations successfully. According to Rezmer (2018) Jaguar brand set prices for the cars supplied to enable fair competition. Therefore, brand law must be shadowed when starting new car manufacturing in a new place. 
3.6 Environmental factors
Jaguar brand has implemented various ways to safeguard less wastage and emission in the environment. Jaguar brand has created a fuel-efficient car to minimize emission and wastage by using recycled materials such as aluminium. According to Morrison (2020) Jaguar brand has engaged in environmental initiatives by coming up with projects that promote renewable energy resources. Hence, it is evident that the Jaguar brand has imposed measures to overcome emissions and wastage in the environment.
4.0 Porters Five Force analysis  
4.1 Threats of new entrants
Threats of new entrants is a weaker force. Borgstedt et al. (2017) state that it is easy to acquire the economy of scale in the automobile industry. It makes it easy for the more prominent organisation to set their own cost of products and services. The low economy of scale also makes it costly for the new entrants in the industry. Firms operating within the sector have differentiated their products and are selling them through massive marketing and product designs, thus increasing the expensive entry cost. 
4.2 Bargaining power of the suppliers 
 There is a lot of suppliers in the automobile industry than buyers. Turnbul (2017) states that suppliers in the automobile industry have less control over the cost of raw materials. Also, products provided by the suppliers are standardised, low switching cot and less differentiated. This gives the Jaguar Land rover organisation chances to switch suppliers. According to Sandhya (2020), the profits generated by the Jaguar brand is tied to what the suppliers provide; therefore, to remain operational, the suppliers have to provide a reasonable cost of their products. 
4.3 Bargaining power of Buyers 
The buyers' bargaining power is considered a weak force within the industry. According to Sandhya (2020), the number of suppliers in the automobile industry is high than the number of organisations buying the raw materials. Therefore, the buyers have few organisations to choose from, thus limiting their prices. Also, there is a high differentiation of products within the industry, making it hard for the buyers to find similar products in different organisations. High differentiation reduces the buyers switching cost, thus reducing the buyers bargaining power. 
4.4 Threat of substitute 
Threats of substitutes are low. Panek et al. (2021) highlight that few substitutes offer similar products as Jaguar Brand. Also, the available substitutes are characterised as less profitable. This entails that the ceiling power to maximise profit in the automobile industry is limited. According to Panek et al. (2021), the few substitutes are high quality and provide expensive products compared to Jaguar Brand. Comparatively, other reserves provide less priced products with adequate quality, thus reducing the switching power of the buyers.
4.5 Rivalry Among Existing Firms 
There are few competitors in the automobile industry. Vošta & Kocourek (2017) state that the Jaguar brand's competitors are big organisations, and innovations cannot go unnoticed. However, few competitors have large markets shares, thus increasing the innovation and development of new strategies to increase their market shares; this makes the rivalry among the existing firms a strong force.  
5.0 Value chain 
Value Chain analysis is a tool that enables organisations to spot their primary and supporting activities to help increase their productivity and reduce the cost of operations. According to Beretta et al. (2017), the value chain includes how organisations engage internally and transform inputs into outputs. Jaguar brand is categorised as a more extensive value system in the automobile organisation that engages the organisation upstreaming and downstreaming of both suppliers and distribution channels. The primary and supporting activities of Jaguar are as follows:
5.1 Primary activities 
Inbound logistics: Inbound logistics in the Jaguar organisation are linked with receiving, packing and distributing products inputs. Ramkumar (2020) states that inbound logistics entails physical products, architecture, and material handling designed to reserve and keep the customer data private. Currently, Jaguar has outsourced its activities based on inbound logistics. 
Operations: These are activities that Jaguar engages in to transform its raw material into profitable products. The organisation employs various methods in its operation (Spotlight 2020). For instance, it uses customer data as marketing tools, engineering metals, plastic, and steel to produce defined products. 
Outbound logistics: These are activities an organisation engages in to reach its customers. Jaguar employs various mechanisms to distribute its products to its final users and buyers. According to Nguyen et al. (2017), the outbound activities in the Jaguar brand includes processing, storage, schedule, distribution to both retailers and wholesalers.    
5.2 Supporting activities 
These are activities that support the primary activities. They include the following:
Firm infrastructure: Jaguar's firm infrastructure entails quality management, legal services, planning, finance and accounting, and general administration. Jaguar is a diverse company, and supporting activities are designed to help the company's entire value chain (Nguyen et al., 2017). For instance, the corporate level is obligated to manage finance and planning, while the business level is responsible for legal services, quality management, and accounting.
Human resources management: Human resources management is the basis of the organisation success, and Jaguar is not exceptional. According to Ramkumar (2020), human resources management is responsible for recruiting, selection, motivation, training and development, and skills assessment. Therefore, the HRM department can be defined as the basis of Jaguar organisation competition.
Technology development: Technology advancement is taking control of the business. Ramkumar (2020) highlights that technology is the basis of competition in current organisations. Jaguar has employed technology in its activities, including field-testing, process engineering, technology processing, feature design, and component design. Therefore, it is evident that Jaguar has incorporated technology in its primary activities to remain competitive in the current market. 
6.0 Competitive advantage 
6.1 Strategic location
Jaguar brand has expanded its market. According to Pathak (2016), the brand's ability to enter into developing countries, including Asia and the UK, provides a competitive advantage. Currently, the brand operates in 153 markets, enabling the organisation to spot and invest in developing nations, thus increasing its profitability. Other countries, including China, Brazil and India, are helping the organisation withstand the competition with other close rivals. Therefore, it is clear that the Jaguar brand uses the location of operation to compete effectively. 
6.2 Strong parent firm
Ford Motors Co. are the parent company of Land Rover and Jaguar, which were bought and merged by Tata motors in 2008. According to Mukherjee (2016), Tata, the parent of the Jaguar brand, presents an added advantage to the organisation's success. Tata is reported to be financially stable and robust and to have developed the brand reputation during its ownership, and this has remained the same after Tata sold the brand. 
7.0 Conclusion 
In conclusion, the ability of an organisation to understand its market of operation provides an added advantage in its competition. Jaguar, an automobile brand of Jaguar Land Rover company, is a successful multinational brand operating in over 153 markets. While the organisation may be successful, various internal and external challenges affect the organisation. This paper has developed a critical analysis of the Jaguar brand addressing both internal and external challenges of the organisation. The research has employed various SWOT, PESTEL, Porter's five forces and value chain. Based on SWOT analysis, the essay has analysed the company's strength, which includes a well-developed brand image value and workforce. Also, the organisation weakness which includes popularity and product ranges. Finally, SWOT analysis has critically evaluated Jaguar external environment with opportunities and threats analysis. PESTEL analysis has provided external challenges with the brand faces, including political, economic, social, technological, environmental and legal. The paper has also conducted Porter Five analysis by using five elements: the threat of substitutes, bargaining power of buyers and suppliers, new entrants, and rivalry competition. Finally, the paper has critically evaluated the value chain of Jaguar Brand with the help of both primary and supporting activities. Also, the competitive advantages of Jaguar, including strategic location and stable parent company, have been analysed. 
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