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[bookmark: _Toc140834654]Executive Summary

The company under discussion, Jaguar, is a well-known premium automaker that sells cars with spectacular designs and quick performance. The epidemic has brought along a number of difficulties, however, affecting the global car industry, changing customer behaviour, and compelling businesses like Jaguar to rethink their strategic stances. Jaguar has been impacted by COVID-19 in a number of different ways. Lockdowns and limitations have disrupted the supply chain, affecting industrial operations, while consumer spending has declined and mobility preferences have changed, suppressing sales. The distant and socially isolating setting has increased demand for digitalization and personalized offerings in customer care. The luxury vehicle business is already under pressure from competition, so the changing consumer expectations highlight the need for a strategic rethink. The report suggests that Jaguar take a strategic turn toward improved customer service in response to these difficulties. Jaguar's status as a premium brand is heavily dependent on customer satisfaction. Personalized, effective, and digitally enabled customer service emerges as a vital competitive advantage in the pandemic-altered world. The suggested plan looks at combining cutting-edge technology like AI and data analytics for individualized customer interactions, improving personnel skills for better service delivery, and using strategic alliances. The plan intends to strengthen Jaguar's resilience in the face of continued market uncertainty while maintaining a lasting competitive edge. It aims for a customer-centric strategy that not only handles the pandemic's current needs but also gets the organization ready for future changes in the industry. The organization's internal and external environments are assessed, strategic choices are identified, their potential is critically assessed, and ultimately, the most promising course of action is suggested for Jaguar's creative customer care strategy.
[bookmark: _Toc140834655]Introduction

The automobile sector confronts a wide range of difficulties and chances as we make our way through the quickly changing world of the twenty-first century. Jaguar, a well-known luxury car company, is attempting to keep its competitive edge while embracing the winds of change at the centre of this disruptive storm. This report evaluates Jaguar's strategic posture critically while highlighting the need of individualised customer service in the present market context. It does this by assessing Jaguar's strengths, weaknesses, opportunities, and threats.
The acknowledgement that individualised customer service is becoming more and more important in the automobile sector is at the core of this analysis. Customers now anticipate and demand individualised experiences rather than one-size-fits-all solutions. Meeting and surpassing these expectations may completely shift the game for a premium brand like Jaguar. This report examines a number of strategic possibilities for Jaguar to improve its individualised customer service, including technology-based solutions, improving personnel competencies, employing strategic alliances, personalising customer journeys, and utilising customer feedback. Each of these tactics is carefully examined in light of its viability, practicality, and usefulness. By the end of this report, we want to have informed recommendations for Jaguar on how to build on its advantages and get over its obstacles in order to offer outstanding, individualised customer support. The report's study of the possible advantages, risks, costs, and effects of putting these initiatives into practise provides Jaguar with a clear road map for the future. This report aims to aid Jaguar's strategic thinking and decision-making via this thorough examination.

External Analysis
A thorough understanding of the macroenvironmental elements affecting Jaguar's operations is provided through the PESTEL framework.
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Figure1.1 PESTEL Analysis

Political: The automobile sector is significantly impacted by the political environment, and Jaguar is no exception. Government policies, such as modifications to trade laws, emission requirements, tax laws, and safety laws, have a significant impact on how Jaguar operates and makes strategic choices (Johnson et al., 2017). Tariffs and trade restrictions may impact Jaguar's export-import balance, which might have an impact on expenses and profitability. Many nations are enforcing higher emission regulations, which is driving manufacturers like Jaguar to increase their investments in green technologies. Vehicle safety elements must always be improved to comply with safety laws. Political forces transcend national boundaries. Jaguar, for example, has difficulties as a result of Brexit uncertainty. New trade restrictions brought on by the UK's withdrawal from the EU may damage Jaguar's ability to access the European market, disrupt its supply chain, and increase prices.
Economic: The pandemic-related recent worldwide economic slowdown has resulted in slowed consumer spending, which has hurt Jaguar's sales (Grant, 2015). Jaguar produces luxury automobiles, which are discretionary expenditures, and during bad times, customers could put off purchasing or choose less costly models (Fernandes, 2020). Additionally, currency rate swings might have an impact on Jaguar's profitability since they are sensitive to the company's foreign activities. Globally rising interest rates and inflation might further reduce consumer demand, creating yet another economic difficulty.
Sociocultural: Jaguar's business is highly impacted by sociocultural changes. The shifting consumer views toward environmental sustainability are a major change (Manz et al., 2014). The demand for electric and hybrid cars has increased as a result of growing environmental consciousness (Garner, Stead & Stead, 2014). Jaguar must modify its product range to meet these new tastes as buyers turn away from conventional gasoline and diesel engines (Godet, 2020). Jaguar's attractiveness is also intimately related to customer views of the brand's grandeur and quality since it is a premium automobile manufacturer. Jaguar's marketing and branding efforts may be impacted by modifications in these beliefs, which are affected by society trends and rival behavior. In the ever-changing luxury vehicle industry, building and sustaining a premium brand image that appeals to target consumers is a constant struggle.
Technological: According to Khayyam et al. (2020), the automobile industry is quickly realizing the critical role Artificial Intelligence (AI) may play in making vehicles safer and more efficient. Features like predictive maintenance, driving assistance systems, and infotainment personalisation all employ AI technology to enhance performance. Additionally, AI has enormous promise for customer service, since it can provide clients personalized and predictive services (Kamran et al., 2022). Real-time monitoring and diagnostics within the framework of the Internet of Things (IoT) may enhance both the driving experience and vehicle maintenance, changing the total value proposition of vehicles (Khayyam et al., 2020). However, these developments need a substantial investment in research and development, and insecurity worries grow as digitalization accelerates. Jaguar can better understand client wants, streamline operations, and spot market trends with the use of big data and analytics. These insights may improve decision-making, guide strategy, and provide an advantage over competitors (Pas’ko, 2018).  Jaguar has to think about its strategic stance in this potential market sector as the trend toward autonomous cars grows. Additional difficulties are presented by the significant expenditures and technical capabilities needed to establish itself in the autonomous vehicle industry (Pas'ko, 2018).
Environmental: Growing environmental restrictions and public worries about climate change are putting pressure on the car sector (Huang, 2021). Governments all around the globe are establishing stringent pollution rules, forcing the car industry to invest in green technology like electric and hybrid vehicles (Garner, Stead & Stead, 2014).
Jaguar has agreed to become a net-zero carbon firm by 2039 in response to this environmental issue. By 2025, the business plans to produce solely electrified automobiles (Pas’ko, 2018). This change calls for a comprehensive overhaul of Jaguar's operations, supply chain, and product line, creating significant strategic and operational difficulties.
Legal: As a multinational carmaker, Jaguar is subject to a variety of laws and rules in several countries. (Taeihagh & Lim, 2018).These laws encompass a variety of topics, such as employment rules, environmental legislation, safety requirements, and data protection laws (Hayes, 2014).
Recalls resulting from safety standard non-compliance might harm Jaguar's brand and financial standing. Environmental rules can impose severe fines and could prevent non-compliant automobiles from being sold. Jaguar must carefully manage these rules as it adapts its company to have less of an effect on the environment.
Human resource management is impacted by employment regulations, especially those pertaining to labour rights, minimum wage requirements, and anti-discrimination statutes. As Jaguar gathers and uses consumer data for personalization and other digital services, it must also adhere to data protection rules (Pas’ko, 2018).

Internal Analysis - VRIO Framework
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Figure 1.2: VRIO framework for Internal Analysis of Jaguar

Value
The value that Jaguar brings to the automotive market lies primarily in its unique brand heritage, which dates back to 1935 (Chapman, 2021) It has successfully carved out a niche for itself in the luxury vehicle segment, where it is associated with sophistication, top-notch performance, and distinctively aesthetic design (Grant, 2015). Jaguar's vehicles encapsulate British luxury and craftsmanship, which have significant appeal among a section of customers who seek a balance of tradition and modernity in their vehicles. Jaguar's value is further underscored by its extensive product portfolio. It offers a comprehensive range of vehicles, from high-performance sports cars like the Jaguar F-Type to luxury SUVs such as the Jaguar F-Pace (Chapman, 2021). This breadth in product range enables Jaguar to cater to diverse customer segments and needs, thereby increasing its value proposition (Grant, 2015). In recent years, Jaguar has ventured into the electric vehicle (EV) market, reflecting a commitment to innovation and sustainability (Sperling, 2018). The launch of the all-electric Jaguar I-Pace, a luxury SUV, is a testament to this commitment. The I-Pace not only contributes to Jaguar's value through its cutting-edge electric powertrain technology but also enhances Jaguar's positioning as a responsible luxury brand mindful of its environmental impact (Tollin & Christensen, 2017). This is particularly valuable in attracting a growing segment of environmentally conscious consumers who demand sustainable alternatives without compromising on luxury or performance. Lastly, Jaguar’s transition to a fully electric vehicle line-up by 2025 signals its future-focused approach to value creation. In a market increasingly moving towards cleaner mobility solutions, this strategic shift reinforces Jaguar's value proposition and sets the stage for a sustainable future (Pas’ko, 2018). Thus, Jaguar’s commitment to innovation and sustainability, backed by its enduring brand legacy, defines the valuable contribution it makes in the global automotive landscape.
Rarity
A key component of long-term competitive advantage is the rarity of resources and competencies (Grant, 2021). Jaguar is unique in the automobile business because it has been able to create and preserve a number of exceptional traits. Jaguar's remarkable design and technical skills are at the core of its uniqueness. Jaguar has a long tradition of creating luxurious, high-performing, and aesthetically pleasing automobiles. For instance, the 1961-released E-Type is regarded as one of the most exquisitely designed automobiles ever, with Enzo Ferrari famously referring to it as "the most beautiful car ever made" (Chapman, 2021). With models like the F-Type and the I-Pace delivering a distinctive blend of elegance and usefulness that is hard for rivals to reproduce, this reputation for inventive and attractive design has persisted until the current day (Bochevarov et al., 2013). A key element of Jaguar's brand identity, its distinctive design philosophy offers a feeling of exclusivity that caters to a certain client demographic looking for distinctive aesthetics in their automobiles (Lynch, 2015). Along with its design prowess, Jaguar's early and thorough transition to electric vehicle (EV) technology is a unique tactic in the luxury car industry (Higueras-Castillo et al., 2019). Jaguar's determination to become a completely electric luxury brand by 2025 is a brave and innovative step, even though several manufacturers are progressively adding EVs into their product line-ups (Huang, 2021). The corporation is undergoing a complete change, from car design and manufacture to marketing and after-sales support. This approach places Jaguar at the vanguard of the industry's transition toward cleaner mobility solutions, as well as addressing the growing demand for sustainable transportation choices (Higueras-Castillo et al., 2019). Jaguar has a distinctive competitive position in the market because to the rarity of this strategy and the company's long-time reputation for elegance and innovation.
Imitability 
Imitability is a significant factor in determining a sustainable competitive advantage since it measures how difficult it is for rivals to replicate a firm's distinctive competencies and resources (Johnson et al., 2017). It is difficult for rivals to replicate Jaguar's distinctive blend of technological prowess and superior design, which has been evolved over many years. Jaguar has a long history of producing automobiles that are both visually beautiful and technologically advanced, and this reputation is ingrained in the very fabric of the company (Chapman, 2021). High-calibre teams have honed their ability to combine luxury, performance, and stunning design into a single package, producing a unique Jaguar trademark, and they uphold this legacy (Johnson et al., 2017). Jaguar's dedication to research and development (R&D), especially in the area of electric powertrain technology, has also strengthened its position in the premium electric car market. Jaguar's ability to create cutting-edge goods is shown by the introduction of the I-Pace, an all-electric SUV (Schmidt & Druehl, 2018). For rivals attempting to emulate Jaguar's success, the vast technical expertise and significant financial commitment necessary to build such high-performing electric cars adds still another level of complication (Zott & Amit, 2017). The novelty of Jaguar's electric car technology, however, could wane as the use of electric vehicle technology spreads (Godet, 2020). Jaguar has to make sure that it keeps innovating in this market, using its current strengths, and increasing its R&D expenditures (Taeihagh & Lim, 2018).
Jaguar must also keep utilizing its brand heritage and distinctive design as the competition in the electric vehicle market heats up to produce cars that stand out not only for their technical prowess but also for their capacity to provide the distinctive "Jaguar" experience (Keller, 2016).
Organized
The efficient use of a company's resources and talents is significantly influenced by organization. The organizational structure of Jaguar is well-established and supports its strategic goals. Jaguar is notable for its proactive approach to sustainability, which is one of its most impressive organizational qualities. (Inigo, Albareda & Ritala, 2017)This is seen from its strategy, which has a strong focus on sustainability issues and shows that the organization is prepared for the industry's transition to green technology (Flyverbom, Deibert & Matten, 2017).
[bookmark: _GoBack]This change is made both in reaction to environmental demands and in an effort to profit from the expanding market for greener automobiles. This is amply shown by Jaguar's ambition to become a wholly electric luxury brand by 2025 (Inigo, Albareda& Ritala, 2017). Jaguar also has a robust and extensive sales and distribution network, which enables it to effectively contact its clients worldwide. A client-centric approach to service, which ensures a high degree of customer care, complements the network's strength. Jaguar's dedication to customer satisfaction is well-known in the business and adds to the luxury image of the brand (Simon, van den Driest & Wilms, 2016). Jaguar must improve its skills in digital technology and data analytics as consumer expectations change and the need for personalized customer service rises. Jaguar can have a better knowledge of its clients thanks to digital technologies and cutting-edge analytics, which will result in more individualized and efficient customer service (Teece, 2018). Jaguar may improve client interactions in the digital age by developing these qualities, which will increase brand affinity and consumer loyalty (Teece, 2018).
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Customer expectations for personalized care are rising in the automotive industry's changing landscape. Responding to these changes requires a combination of strategic options, including Technology-based solutions, Enhancing employee skills, Utilizing Customer Feedback, Personalizing Customer Journeys and leveraging strategic partnerships. Jaguar is in a good position to use these tactics to improve its customer service strategy since it is a market leader in premium vehicles.
1. Technology-based solutions
The way businesses handle customer service has been revolutionized by artificial intelligence (AI) and data analytics, which have made it possible to personalize service delivery in previously unheard-of ways. Automation of repetitive operations, streamlining of customer service procedures, and the creation of individualized suggestions are all made possible by the application of AI, significantly improving the relationship between consumers and enterprises (Huang & Rust, 2018). For instance, chatbots powered by AI are able to handle client inquiries around-the-clock, responding quickly and so cutting down on waiting times. By making consumers feel appreciated and understood, this may considerably increase customer satisfaction (Seetharaman, 2020). Additionally, AI has the capacity to anticipate consumer wants before they are even aware of them, offering a highly customized service experience (Vanitha, 2020). The development of individualized service offers is made possible by data analytics, which may give insights into client behaviour, preferences, and demands (Zott & Amit, 2017). Businesses may forecast future consumer behaviour and develop highly focused marketing plans that cater to the demands of specific customers by analysing behavioural data (Spiess et al., 2014). Jaguar may benefit greatly from the use of AI and data analytics in customer support (Spiess et al., 2014). Jaguar can create a highly individualized care strategy by using customer data analysis to better understand their customers' demands, driving preferences, and servicing needs. For instance, Jaguar could be able to use predictive analytics to foresee when a client's car would need maintenance and provide preventive measures that might lengthen the life of the car and boost customer satisfaction (Chuang & Liao, 2018). Jaguar may be able to handle client relations more effectively with the use of AI technology by quickly responding to inquiries and grievances (Flyverbom, Deibert, and Matten, 2017). As a result, not only is the customer service experience improved, but the burden of the customer care employees may also be greatly reduced, freeing up resources to concentrate on difficult client requests that call for a more individualized touch (Daqar & Smoudy, 2019).
Personalizing Customer Journeys
By tailoring client journeys, Jaguar has yet another tactical choice to improve individualized customer service. This entails being aware of the many interactions a client has with the business, from researching a product to receiving after-sales services, and delivering a smooth and customized experience at each step (Lemon & Verhoef, 2016). Jaguar can visualize client journeys and see potential for personalization by using data analytics (Berg, 2015). For instance, depending on a customer's online browsing history, they may provide tailored automobile suggestions (Jiang, Shang, & Liu, 2018). Based on client use information gathered via connected automobile technologies, after-sales services may also be tailored, providing services like predictive maintenance (SHIH & LIU, 2018). These tactics provide Jaguar the chance to enhance customer service while also strengthening their brand and competitive position (SHIH & LIU, 2018). In the increasingly cutthroat luxury automobile market, individualized customer service may boost customer loyalty, encourage better customer lifetime value, and set Jaguar apart.
Utilizing Client Feedback
According to Jannach, Zanker, and Fuchs (2014), using client feedback is a crucial technique for comprehending and improving customer service. In addition to identifying areas for development, actively seeking out and reacting to consumer feedback shows clients that their ideas are appreciated, fostering better client relationships. Utilizing client feedback may provide Jaguar, a premium company that takes pride in providing exceptional customer experiences, practical data for customizing and enhancing its customer service (Jannach, Zanker & Fuchs, 2014). Jaguar may better understand consumer expectations, experiences, and satisfaction levels by using survey methods, customer interviews, and online review research. By identifying typical problem areas in the customer journey, these feedback channels allow Jaguar to proactively solve them (Kusumawati & Sri Rahayu, 2020). Additionally, client feedback may be utilized to pinpoint the elements of Jaguar's customer service that are most appreciated, assisting the business in focusing on these areas for improvement. Jaguar may analyses customer feedback using sophisticated data analytics to identify patterns and trends, then use this information to make targeted changes and innovations to their customer service strategy (Jannach, Zanker, & Fuchs, 2014). Last but not least, Jaguar's strategy planning includes consumer input, demonstrating a customer-centric approach. Jaguar can maintain its customer care's relevance and effectiveness in a cutthroat market by matching its tactics to the demands and preferences of its customers (Tarute & Gatautis, 2014).
Enhancing Employee Skills
While technology is increasingly being incorporated into customer care services, this does not completely replace the human aspect in service delivery, especially in the luxury vehicle industry (Chuang & Liao, 2018). Customers who purchase luxury goods, such as a Jaguar car, pay for both the product and the exceptional, individualized experience. To meet and surpass these expectations, Jaguar's commitment in staff training and development is a strategic focus. Training for employees must emphasize both hard and soft skills. Employees must have a thorough awareness of the features, advantages, and performance characteristics of Jaguar's product line given the product line's high level of technical complexity. They can provide clients with correct answers to their questions and recommendations for the best product based on their unique demands thanks to this expertise (Ibrahim, Boerhannoeddin & Bakare, 2017). Additionally, when Jaguar makes the switch to electric cars, staff members must be knowledgeable about the distinctive EV technology in order to reassure and educate clients who may be reluctant to adopt this new trend (Kesting & Günzel-Jensen, 2015). Training in soft skills is also essential at the same time. Customers in the luxury car sector demand an attentive, sympathetic service since these purchases are sometimes quite emotional. Employees may be better prepared to comprehend and meet the varied requirements and preferences of customers by participating in training programmes that concentrate on improving their communication, problem-solving, and emotional intelligence abilities (Rexhepi & Berisha, 2017). Employees may give clients with a customized service experience by using their communication skills to establish rapport and their emotional intelligence to better understand the customer's demands (Livesey, 2017). Additionally, problem-solving abilities are essential for quickly and effectively addressing any client complaints or concerns. In addition to resolving the current problem, a customer-centric approach to problem-solving may transform a potentially bad experience into a good one, increasing customer satisfaction and loyalty (Homburg, Müller, & Klarmann, 2011).
Leveraging Strategic Partnerships
Strategic alliances provide a variety of potential for increasing customer service in today's linked and digitalized environment. For a luxury automotive brand like Jaguar, this can involve partnerships with tech firms, other luxury brands, and digital platforms.
a). Partnerships with Tech Firms: According to Spiess et al. (2014), Jaguar may be able to accelerate the use of technology in customer service by forming partnerships with top tech companies. By using cutting-edge AI and data analytics technologies, Jaguar may be able to increase service effectiveness and personalization (McAfee & Brynjolfsson, 2017). According to Simon, van den Driest, and Wilms (2016), these relationships may go beyond customer service to include individualized marketing, virtual product presentations, and preventative maintenance services.
Additionally, tech collaborations may promote innovation and the sharing of information. Jaguar's internal tech skills may be improved and its attempts to transition digitally can be accelerated through close collaboration with tech companies. This might enable Jaguar to preserve its competitive advantage in an increasingly digitalized automobile industry by continually innovating in the way that it provides customer service (Bughin & Zeebroeck, 2017).
b). Collaborations with Luxury Brands: Jaguar's customer service may benefit from alliances with premium companies from other industries. These partnerships may provide distinctive co-branded experiences that support Jaguar's premium brand image. Jaguar's value proposition might be elevated beyond the automobile itself, for example, via partnerships with opulent hotels or travel agencies that would provide special trip experiences for Jaguar customers (Han, 2021).
c). Partnerships with Digital Platforms: Last but not least, Jaguar may improve its online service experiences by forming partnerships with digital platforms. Jaguar must offer a fluid online customer experience as more customers use digital channels for buying and customer service (Kim, 2014). Jaguar may be able to reach more consumers, create engaging online experiences, and give real-time customer care via partnerships with e-commerce platforms, social media platforms, and virtual reality platforms (Choudary, 2019). Customers may explore Jaguar models in a virtual environment, ask questions, and even schedule test drives thanks to, for instance, a relationship with a virtual reality platform, increasing consumer convenience and engagement. In the meanwhile, partnerships with social media platforms may promote real-time service and direct consumer connection, increasing client happiness and loyalty (Habibi, Laroche & Richard, 2016). The feasibility, practicality, and attractiveness of the strategic choices for Jaguar to improve personalized customer service, as well as any possible advantages, risks, costs, and consequences, must all be thoroughly assessed.
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Technology-based Solutions
Feasibility: Adopting AI and data analytics in customer service is perfectly achievable given Jaguar's strong technical capabilities and resources. Numerous tech companies provide adaptable solutions that can effortlessly fit into Jaguar's servicing procedures (Davenport et al., 2020).
Viability: Although installing such technologies might be expensive initially, the long-term advantages, such as enhanced operational efficiency, reduced labour costs, and higher customer satisfaction, should exceed the original investment (Huang & Rust, 2018).
Desirability: Today's customers need personalized, effective service. These requirements may be satisfied by using AI and data analytics, giving Jaguar better consumer insights and a stronger competitive advantage (Libai et al., 2020).
Enhancing Employee Skills
Feasibility: Feasibility of enhancing employee skills Given its current dedication to human resources, Jaguar may increase employee abilities via organized training and development programmes (Chuang & Liao, 2018).
Viability: Although it involves investment, improving staff skills may result in increased customer satisfaction and service quality, which will increase retention rates (Ibrahim, Boerhannoeddin, & Bakare, 2017).
Desirability: Customers in the luxury vehicle industry desire individualized, high-quality service. Therefore, this tactic is advantageous for both Jaguar and its clients.
Utilizing Customer Feedback
Feasibility: Given the digital technologies available and Jaguar's current client base, collecting and assessing consumer feedback is feasible for Jaguar (Jannach, Zanker, & Fuchs, 2014).
Viability: Making adjustments based on consumer input may greatly enhance brand reputation and customer happiness, which may result in increased sales (Jiang, Shang, & Liu, 2018).
Desirability: Customers like being heard, and their input may help Jaguar's goals line with customer expectations (Kusumawati & Sri Rahayu, 2020). As a result, this approach is very desired.
Personalizing Customer Journeys
Feasibility: Creating customized client experiences is possible given Jaguar's cutting-edge technological capabilities and consumer information. Jaguar can segment its consumer base using analytics so that its offerings are tailored appropriately (Berg, 2015).
Viability: Personalization may increase consumer loyalty and engagement while also boosting revenue. To maintain privacy and security, consumer data must be handled carefully.
Desirability: Customers place a high value on personalized experiences, which may set Jaguar apart from its rivals, making this approach appealing (Lemon & Verhoef, 2016).
Leveraging Strategic Partnerships:
Feasibility of Leveraging Strategic Partnerships: Jaguar's contacts and resources make it possible to form strategic alliances. To achieve reciprocal advantages, these partnerships need to carefully choose their partners and match their aims (Kim, 2014).
Viability: Strategic alliances may be financially and strategically advantageous, but they can also come with shared expenses and conflict risk. To guarantee the sustainability of these collaborations, effective management is essential.
Desirability: These alliances are a desired business strategy since they may provide clients special experiences and maintain Jaguar's reputation for luxury (Kim, 2014).
[bookmark: _Toc140834658]Conclusion

Ultimately, this report has offered a thorough strategic analysis of Jaguar's current position within the international automotive industry. The review has investigated Jaguar's internal capabilities and the external environment using methods like PESTEL and the VRIO framework, highlighting the company's advantages and possible growth opportunities. The PESTEL research demonstrated how external elements including environmental regulations, technical developments, and sociocultural trends in favour of sustainability are influencing the landscape of the sector. In response, Jaguar is on the right track with its strategy shift to an all-electric line-up by 2025. Internally, the VRIO analysis demonstrated the significance of Jaguar's brand history and distinctive design ethos. Its high-performance electric cars' rarity and reproducibility were noted as important competitive advantages. To be competitive, it was advised to innovate constantly and improve digital skills. The use of technology-based solutions, employees skill development, leveraging partnerships, employing customer feedback, and personalizing customer journeys were all considered as strategic possibilities for enhancing individualized customer service. Each choice offers different chances and difficulties, highlighting the need for a well-rounded, diverse strategy. Jaguar must clearly capitalize on its fundamental competencies while innovating going ahead to satisfy the shifting needs of the market and customers. Jaguar is at an exciting period right now, one that is brimming with chances for development and change.
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In fact, using a theoretical model in the advice might provide a better organized and well-grounded approach. Customer Relationship Management (CRM) is one such approach that might be useful (Al-Omoush et al., 2021). CRM is a tactic for controlling how a business interacts with both existing and new clients. It uses historical customer data analysis to strengthen business ties, with an emphasis on increasing customer retention and revenues (Trainor, 2012).
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Embrace technology-based solutions: According to Davenport et al. (2020), CRM promotes the use of technology to manage customer contacts. Jaguar should use AI and data analytics to automate repetitive operations, expedite customer service, and provide individualized suggestions. Jaguar may use a CRM system to combine all of its customer data, delivering a unified, tailored experience across all touchpoints (Verhoef, Broekhuizen, Bart, Bhattacharya, Dong, Fabian & Haenlein, 2021).
Enhance Employee Skills: According to Livesey (2017), the CRM model's 'people' element highlights the crucial role that workers play in maintaining customer interactions. As a result, Jaguar can provide great, individualized customer care by investing in the training and development of its staff.
Utilize Customer Feedback: According to Agnihotri, Dingus, Hu, and Krush (2016), feedback is essential to the CRM approach since it enables the strategy-refining process based on customer input. Jaguar may modify its customer interactions to better suit unique tastes and requirements by using consumer feedback to guide its CRM strategy (Jannach, Zanker & Fuchs, 2014).
Leverage Strategic Partnerships: Strategic alliances may improve CRM's efficacy. Jaguar can hasten the implementation of technology for managing customer connections by collaborating with IT companies. Jaguar may also offer distinctive client experiences via partnerships with other luxury businesses, enhancing its reputation as a premium brand (Palmatier, Kumar, & Harmeling, 2018).
Personalize Customer Journeys: Personalize client Journeys: According to Lemon and Verhoef (2016), the CRM model places a strong emphasis on comprehending and meeting the demands of each unique client. Jaguar can guarantee that each encounter is individualized, improving the entire customer experience, by employing data analytics to guide the design of customer journeys.
Jaguar will be able to develop a better organized, data-driven strategy for individualized customer support by incorporating the CRM model into these proposals. This strategy may help Jaguar strengthen its ties with its clients, increase client retention, and eventually spur growth (Trainor, 2012).
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