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[bookmark: _Toc235093240]1.1 Background of Jaguar Land Rover
The largest luxury car maker in the UK is JLR(JLR), which has been a wholly owned subsidiary of Tata Motors following its takeover from Ford Motor Company in 2008. JLR has its international headquarters at Whitley, Coventry, with the vehicle manufacture in various UK plants, Solihull, Halewood and Wolverhampton. The Range Rover, Defender, Discovery and Jaguar make up the products range designed, engineered and marketed by JLR to be sold in over 120 nations worldwide. For the financial year ending 31 March 2025, the revenues of JLR amounted to £29.0 billion, with an employment of some 43,000 workers. The sale figures indicate the importance of the international markets in generating the majority of sales and the company's importance to the UK's manufacturing and export sectors (Jaguar Land Rover, 2025).
The importance of JLR in relation to the UK automotive industry is not based only on production volumes but rather due to the company's leading position in the industry as far as the movement towards electrification, software-defined cars and digital manufacturing are concerned. JLR Reimagine strategy sees Jaguar becoming an all-electric luxury car brand, whereas electrification is being extended to Range Rover, Defender and Discovery products. Such a move results from the regulatory environment pressures associated with the UK's Zero Emission Vehicle (ZEV) Mandate, carbon emissions reductions and rising competition from established automotive companies and electric vehicle newcomers. JLR can thus serve as a good case study in analysing the impact of external environmental influences and technological disruptions along with the organisational capabilities on strategy making process (Jaguar Land Rover, 2025; SMMT, 2025).

[bookmark: _Toc235093241]1.2 Purpose of the Report
This report analyses the internal and external forces that drive strategic change for JLRin the automotive industry in the UK. In this report, the strategic change management practices of JLRare critically analysed. The contribution of the leaders and organizational culture in the management of strategic change is examined in the report. Strategic change management plan is also formulated for JLR.
[bookmark: _Toc235093242]1.3 Scope of the Report
The report analyses the business environment both within and outside JLRin order to determine the driving forces behind the need for strategic changes. The report utilises theories associated with change management and leadership. In addition, the report analyses the effect of organizational culture on change implementation. This is then followed by the strategic change management plan.
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[bookmark: _Toc235093244]2.1 Company History

In 2008, JLR appeared due to acquisition of the brand names from the Ford Motor Company by the Indian company Tata Motors for $2.3 billion – one of the largest cross-border acquisitions in the global automotive industry (Mukherjee, 2016). Instead of integrating the newly acquired company into their own activities, Tata Motors chose to use the decentralised management system preserving the Britishness, engineering skills and operational independence of JLR. It helped the company to further develop its premium positioning and invest heavily into the development, innovations and manufacturing (Borah, Karabag and Berggren, 2015).
During the next decade, JLR saw a huge growth in terms of developing new products such as Range Rover Evoque, Jaguar F-PACE and recently released Defender that raised global demand. At the same time, the company continued investing into manufacturing in the UK with launching the Engine Manufacturing Centre in Wolverhampton in 2014, where the company has started producing advanced low-emission Ingenium engines for its vehicles. The next stage of strategic development of the company is associated with the move towards sustainable mobility after introducing Reimagine Strategy in 2021, according to which Jaguar will be transformed into an electric luxury brand, whereas all of Land Rover products will become electrified (Jaguar Land Rover, 2021). The strategy reflects regulatory, technological and consumer pressures in the global automotive industry.
From the history of JLR it can be seen that the success of this company is not just about the change of ownership, but about the ability to successfully adapt the strategy to the changed environment. The acquisition of JLR by Tata Motors gave it financial stability and opportunities for investments, while product and digital innovations helped JLR to evolve from vehicle manufacturer into modern luxury business using the latest technologies. Thus, it gives good ground to analyse the impact of strategic change on JLR.

[bookmark: _Toc235093245]2.2 Vision, Mission and Core Values

The vision of JLR is to "be the proud creators of the world's most desirable modern luxury brands for the most discerning clients" through its Reimagine strategy (Jaguar Land Rover, 2025).

The mission of JLR is to offer modern luxury experiences with unique design, engineering excellence and sustainable mobility. The mission ensures investments in electric cars, connectivity, and advanced manufacturing.

Core values of JLR include integrity, understanding, excellence, unity, and responsibility, which are the same values that define the Tata Group (Jaguar Land Rover, 2025; Tata Group, 2024). The shared values encourage ethical behaviour, teamwork, innovation, and responsibility in the organization. This common value system will facilitate strategic change because it promotes a corporate culture ready to cope with the disruption from the technological change and implement digital transformation to achieve the goals set out in the Reimagine strategy.

[bookmark: _Toc235093246]2.3 Products and Market Position

JLR operates in the global premium automotive sector by offering four unique brands of Range Rover, Defender, Discovery, and Jaguar. The company's product offerings include luxury sport utility vehicles (SUVs), premium saloons and performance cars. However, owing to strategic orientation and focus, the company currently concentrates on lucrative luxury SUVs due to the consistent increase in demand for the Range Rover and Defender models. Range Rover, Range Rover Sport and Defender occupied 67% of JLR's order book during the 2024/25 fiscal year (JLRAutomotive plc, 2025).

The target audience of JLR consists of wealthy individuals and businesses requiring high-quality, innovative and sustainable mobility services. The company operates in more than 120 countries across the globe, with the major regional markets being North America, Europe, China and United Kingdom. The company benefits from the geographic diversification of its operations in terms of additional revenue opportunities, but is exposed to geopolitical risks, uncertainties associated with trade policies and changes in demand in other countries (JLRAutomotive plc, 2025).

JLR occupies a favourable position in the premium automotive market, but faces stiff competition from legacy automotive players like BMW Group, Mercedes-Benz Group, Audi (Volkswagen Group), Volvo Cars, Lexus and Porsche. In addition, the firm has new competitors that offer electric vehicles, including Tesla. Competitive advantage in this market requires not only traditional engineering excellence, but also electrification, connectivity, advanced software solutions and customer experience. Therefore, the company's Reimagine strategy can be seen as the answer to current industry dynamics, which require JLR to transform itself into a player of the modern luxury, digital and electrified age. Such an approach will help JLR to compete against rivals based on the brand exclusiveness and the structural change in the global automotive industry (Silva, 2024; European Automobile Manufacturers' Association, 2024).



	Aspect
	Application to JLR

	Product Portfolio
	Range Rover, Defender, Discovery, Jaguar

	Main Vehicle Types
	Luxury SUVs, premium saloons, performance vehicles

	Strategic Focus
	Modern luxury, electrification, digital innovation

	Best-selling Models
	Range Rover, Range Rover Sport, Defender

	Order Book
	67% from Range Rover, Range Rover Sport and Defender

	Target Customers
	Affluent private buyers, corporate customers

	Global Presence
	More than 120 markets

	Key Markets
	North America, Europe, China, United Kingdom

	Market Position
	Premium luxury automotive manufacturer

	Main Competitors
	BMW, Mercedes-Benz, Audi, Volvo, Lexus, Porsche, Tesla

	Competitive Strength
	Brand heritage, luxury positioning, engineering excellence

	Strategic Challenges
	Electrification, software capability, global competition, regulatory change


Table 1: main products and current market position JLR
(Source: own design)
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2.4 Current Business Performance

A clear indication of the positive progress made by JLR(JLR) can be seen in the company's improved financial performance. For example, JLR reported a record revenue of £29.0 billion for the financial year ended 31 March 2025. The profit before tax and exceptional items rose to £2.5 billion, which represents the highest level of profitability seen in JLR over the past ten years. Free cash flows stood at £1.5 billion while the balance sheet was back in positive net cash position (£278 million), thus showing a greater level of financial resilience after a number of tough years associated with supply chain disruptions and semiconductor shortages. All these positive financial results show that the strategic move to shift its focus to luxury vehicles has paid off. In particular, the profitability of JLR has been improved due to the fact that its strategic repositioning has been implemented without increasing the volumes of production of vehicles (Jaguar Land Rover, 2025).
As far as JLR's operational performance is concerned, one may see a similar picture of strategic improvement. The company sold 400,898 wholesale vehicles in 2024/25 financial year. However, the demand for cars remained stable only for the most profitable products. In particular, about 67% of all orders were related to Range Rover, Range Rover Sport and Defender. It is evident that customer demands have moved towards premium sport utility vehicles with high contribution margins. As a result, the operational performance of JLR has been improved despite economic instability and fluctuations in the level of demand for different types of vehicles across the globe. This performance shows that, today, competitive advantage in premium automotive industry can be achieved not by increasing production volumes, but by creating a value through brand positioning and differentiation (PwC, 2025).
On the other hand, the current performance of JLR has helped the company to achieve its strategic objective and invest into electrification and digital transformation. In particular, JLR has invested £15 billion over five years in development of battery electric vehicles, software-defined vehicle platforms, artificial intelligence, autonomous driving systems and advanced manufacturing technology. These actions have reflected general industry trends as European manufacturers continue to accelerate their electrification programs amid new emissions regulations and consumer preferences. Thus, European battery electric vehicle registrations amounted to 15% of new passenger car registrations in 2024. In this regard, the current financial performance of JLR gives a capital required to finance such strategic transformation. However, further success FOR the company will be based on a successful commercialization of these investments.
[bookmark: _Toc235093248]3. Internal and External Environmental Analysis

[bookmark: _Toc235093249]3.1 Internal Environment Analysis
SWOT analysis is a technique used by organisations for identifying their internal strengths and weaknesses, as well as their external opportunities and threats for strategic decision making. The technique enables an organisation to understand what capabilities it possesses in order to obtain a competitive advantage and what internal constraints and external circumstances can impact its future performance (Helms and Nixon, 2010).
SWOT analysis is relevant to apply to the case of JLR(JLR) as the company's electrification and digital transformation depend on the right combination of the internal and external environment. Therefore, the framework will enable the identification of the organisational aspects that contribute to or hinder the process of strategic change prior to analysing the business environment (Gürel and Tat, 2017).
The main strength of the organisation is related to the premium brand portfolio and strong financial capabilities of the company that enable strategic investments. In the 2024/25 financial year, JLR earned £29.0 billion revenue, £2.5 billion profit before tax, and £1.5 billion of free cash flow which provided sufficient resources for further investments in electrification, software-defined vehicles and advanced manufacturing processes. Financial resources enable JLR to have strategic options that are superior to many competitors' (Jaguar Land Rover, 2025).
The main weakness of the company is the dependence on international supply chains and unique skills and competencies. JLR has highly integrated international supply chain and relies on just-in-time manufacturing, which makes it more exposed to any external disruptions related to the logistics, trading and availability of the suppliers. According to Bailey and De Propris (2017), the changes to the UK-EU trade arrangements led to higher administrative costs and inefficiency of supply chains in the UK automotive sector. Hence, JLR is vulnerable to any external disturbance as a result of its internal production processes.
The biggest opportunity that JLR faces is related to the rapid development of the electric and digital mobility. JLR invests £15 billion over five years into battery electric vehicles, artificial intelligence, autonomous driving and digital services within the framework of the Reimagine strategy (International Energy Agency, 2025). It helps the company to satisfy the growing demand for premium electric vehicles and to remain competitive in the modern technology-driven automotive industry.
The biggest threat that JLR faces is the growing competition in the premium electric vehicle market. Manufacturers such as BMW, Mercedes-Benz, Audi, Tesla and BYD continue developing their electric vehicle line and investing in software and battery capabilities (McKinsey & Company, 2024). That means that JLR finds itself under the pressure of growing competition and has to innovate continuously.
	Strengths
	Weaknesses

	Premium luxury brands
	Complex global supply chain

	Strong financial performance
	Dependence on specialist skills

	Significant investment capacity
	High electrification costs

	Engineering and manufacturing expertise
	Reliance on premium vehicle demand

	Opportunities
	Threats

	Growth in electric vehicles
	Competition from BMW, Tesla, BYD and Mercedes-Benz

	Artificial intelligence adoption
	Regulatory and emissions requirements

	Digital manufacturing
	Supply chain disruption

	Sustainable mobility
	Volatile global economic conditions


Table 2: SWOT analysis JLR summarised
(Source: Own design)
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3.2 External Environment Analysis (PESTLE)
PESTLE analysis is used to consider the political, economic, social, technological, legal and environmental environment that surrounds an organization. This enables strategic decision-making through the categorization of external factors that affect an organization, though managers need to determine the relative priority and interactions of such factors rather than considering them as a checklist (Rastogi and Trivedi, 2016).
PESTLE analysis can be appropriate for JLR due to the significant role of government policies, trade relationships, economic situation, technology and environmental regulation in the manufacture of cars. JLR needs to understand these factors in order to allocate investments in different segments including combustion cars, electric vehicles, software and production facilities (Ho, 2014).
Post-Brexit trade frictions are part of the political environment, which makes JLR suffer. According to the UK-EU Trade and Cooperation Agreement, vehicles traded without rules-of-origin requirements would incur a 10 per cent tariff. JLR needs to prove the origin of batteries and components, while customs declarations and checks would disrupt the schedule needed by just-in-time production system. In fact, Brexit increases the costs and uncertainties of JLR despite the absence of a general tariff on qualified vehicles (Bailey et al., 2022).
Sterling depreciation and semiconductor shortages are examples of issues in the economic environment. The depreciation of sterling may increase the cost of imported electronic, batteries and components, though sales in foreign currency could provide sterling income. On the other hand, the semiconductor shortage has shown how a few upstream suppliers can reduce the production of vehicles. JLR has premium pricing as a safety net, but the weak growth in any market region such as China, Europe or North America would reduce discretionary spending on luxury vehicles (Li et al., 2019).
There is a paradox in the social environment. Although UK consumers know that electric vehicles are environmentally friendly, their purchase is limited by high cost, lack of chargers, range limitation and uncertainty in terms of battery life. JLR has to convince customers in the feasibility of owning electric luxury, because reliable charging, residual value and usability of electric Jaguarts and Range Rovers will play key roles (Berkeley, Jarvis and Jones, 2018).
In the technological environment, competition moves from mechanical engineering towards software-defined vehicles, connected services and artificial intelligence. AI can be used for predictive maintenance, automatic inspection, forecasting and personalized features of a car, but complexity of software increases cyber security and integration risks. JLR requires software development skills along with design and engineering in order to maintain its advantage through digital performance of a car after sale (Kukkamalla, Bikfalvi and Arbussa, 2021).
The legal environment directly impacts JLR product mix. The Zero Emission Vehicle Mandate in the UK requires manufacturers to sell 22 per cent of their new-car sales as zero-emissions vehicles in 2024, increasing up to 80 per cent by 2030. Inability to meet these targets leads to the penalty or the obligation to buy vehicles from competitors in order to cover credit obligations. Therefore, JLR late entry in electric vehicle market is risky, especially taking into account its profitable Range Rover and Defender sales, which mostly consist of combustion and hybrid models (Axsen and Bhardwaj, 2025).
Although there are no emissions after using the electric vehicle, it does not mean that it is environmentally friendly. For instance, battery-electric vehicles do not produce any emission, but their manufacture is associated with emissions from extraction, manufacture and consumption of electricity. According to Hawkins et al. (2013), electric vehicles in Europe produced 10 to 24 per cent lower life-cycle global warming impacts compared with conventional vehicles. In addition, JLR needs to consider renewable energy sources, battery production, weight and recycling of vehicles.

	Factor
	Explanation 
	Impact JLR

	Political
	Brexit trade friction
	Higher customs and sourcing complexity

	Economic
	Currency and demand volatility
	Cost and revenue uncertainty

	Social
	Charging and price concerns
	Slower electric vehicle adoption

	Technological
	AI and vehicle software
	New capability and cyber-security needs

	Legal
	ZEV sales requirements
	Pressure for faster electrification

	Environmental
	Battery life-cycle emissions
	Greater sourcing and recycling scrutiny

	Factor
	Key issue
	Effect on JLR

	Political
	Brexit trade friction
	Higher customs and sourcing complexity

	Economic
	Currency and demand volatility
	Cost and revenue uncertainty

	Social
	Charging and price concerns
	Slower electric vehicle adoption

	Technological
	AI and vehicle software
	New capability and cyber-security needs

	Legal
	ZEV sales requirements
	Pressure for faster electrification

	Environmental
	Battery life-cycle emissions
	Greater sourcing and recycling scrutiny


Table 3: PESTLE analysis JLR summarised
(Source: Own design)
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3.3 Industry Analysis (Porter's Five Forces)
Porter's Five Forces framework assesses the level of competition in an industry by examining five external factors that affect its profitability and competitive advantage. The framework helps organizations to assess the degree of competition in an industry and to react strategically (Porter, 1980).
The application of Porter's Five Forces to the case of JLR is justified since the premium automotive industry experiences structural changes due to electrification, digitization and evolving consumer demands. The framework helps to understand the competitive factors that affect the strategies of the company and to explain why continuous organizational change has become vital for staying in the market (Grundy, 2006).
Competitive rivalry is high as the premium manufacturers compete with each other through continuous product innovations, technological advancements and brand differentiation, but not through prices. JLR competes with BMW, Mercedes-Benz, Audi, Porsche and Volvo brands, while Tesla and BYD have introduced additional competition into the market through software-defined cars and innovations in electric cars. Consequently, the European premium automotive industry has moved from competition based on engineering to the competition focused on battery technology, artificial intelligence and connected vehicle services. Therefore, the investments of £15 billion in electrification and digitalization by JLR are justified as the response to the competition and to preserve the position of a premium brand (Wells and Nieuwenhuis, 2012).
The threat of new entrants is low to medium as the manufacture of cars requires substantial financial resources, engineering expertise, compliance with regulations and global supply chain. Although the traditional entry barriers are still important, the electric car technology has decreased some of the entry barriers by simplifying the vehicle architecture and by making it possible for technology companies to enter the market. Tesla and BYD have shown that software capability and battery technology are enough to compete with established manufacturers despite the lack of decades of manufacturing history. JLR should compete not only with traditional car manufacturers, but with technology companies that have different competitive advantages (Teece, 2018).
Supplier power is high as the modern vehicles require specialized suppliers of semiconductor chips, batteries, electronic control units and software technologies. The shortages of semiconductors between 2020 and 2023 have proven that the disruption of a limited number of suppliers may result in reduction of vehicle production in the whole global automotive industry. JLR has increased dependency on the technologies related to battery innovations and electronics and, therefore, enhanced the supplier bargaining power as there are limited numbers of alternative suppliers for many of the required components (Ivanov and Dolgui, 2020).
Buyer power is estimated to be medium in the premium automotive market. Customers of luxury cars have access to much more information about their purchase options, prices and vehicle reviews compared to previous years, which increases their capability to compare the competing brands. Moreover, the premium customers expect continuous improvement of digital connectivity, sustainability and vehicle performance in addition to the prestigious brand name. As a result, JLR competes on innovation, customer experience and product quality (Lüdeke-Freund, Carroux and Joyce, 2018).
The threat of substitutes is estimated to be medium as the changed mobility needs lead to reduction in the dependency on private car ownership in the urban areas. Car sharing and ride hailing platforms are used by many people to replace personal car ownership especially by young consumers. Thus, electric mobility and digital transport ecosystems are reshaping the expectations of the customers beyond the traditional vehicle manufacturing and JLR should pay more attention to the connected services and software-driven mobility solutions (Cohen and Kietzmann, 2014).


	Force
	Impact
	Strategic Implication

	Competitive Rivalry
	High
	Continuous innovation and product differentiation

	Threat of New Entrants
	Low–Medium
	High capital requirements but increasing EV competition

	Supplier Power
	High
	Dependence on batteries, semiconductors and software suppliers

	Buyer Power
	Medium
	Greater customer expectations and brand switching

	Threat of Substitutes
	Medium
	Growth of shared mobility and alternative transport


Table 3: Porter’s five forces analysis
(Source: Own design)

[bookmark: _Toc235093252]3.4 Digital Disruption, Digitalisation and Artificial Intelligence
Digital transformation is understood as the process of integrating digital technologies into business processes, products and business models in order to achieve higher operational efficiency, innovation and value creation. AI, Industry 4.0, automation and data analytics are among the key components of digital transformation that help manufacturers increase the efficiency and be able to respond to changes in the market demands more flexibly (Vial, 2019).
The analysis of JLT using digital transformation as a theoretical lens can be seen as reasonable, since the long-term competitive advantages of the company are largely determined by its software capabilities, and not traditional mechanical engineering. Modern digital technologies influence all stages of the automotive value chain from car design and manufacturing to consumer experience and after-sales service; therefore, technological capabilities are one of the drivers of strategic change (Warner and Wäger, 2019).
As a response to the necessity of digital transformation, the company has introduced technologies of Industry 4.0 into its manufacturing process by implementing robotic production, automation, digital twins and real-time production control. The use of artificial intelligence has been significantly expanded thanks to cooperation with NVIDIA, which helped to create software-defined vehicles with advanced assistance, continuous over-the-air software updating and AI-based safety solutions. Thus, the collaboration with NVIDIA is the example of strategic reorientation of the company from hardware manufacturing to intelligent mobility, which makes the vehicle able to learn and develop by updating its software throughout the period of operation and not just launching a new model (NVIDIA, 2022).
JLR enhanced its digital capabilities thanks to technologies of connected cars and advanced data analytics. Connected vehicles produce operational data that allows providing predictive maintenance, remote diagnostics, as well as personalized digital services, thus enhancing consumer experience and minimizing maintenance costs. Internal use of data analytics helps to forecast demand, manage inventory and optimize the supply chain of the company and, therefore, increases its resilience to disruption, such as the global semiconductor shortage. Thus, digital transformation has evolved from a measure of operational improvement into a strategic capability of innovation and organizational flexibility (Bughin et al., 2018).

[bookmark: _Toc235093253]3.5 Drivers for Strategic Change
As evidenced above, strategic change is no longer an option but a business imperative for JLR(JLR). Internal analysis shows that strong financial performance, high brand value and engineering prowess are some of the organisational strengths possessed by JLR. However, the reliance on complicated supply chain networks and the increasing need for digital competence pose challenges to future competitiveness of the company. On the other hand, external analysis has shown that stricter emissions regulations, fast development of artificial intelligence technology, new customer demands and increased rivalry in the premium electric vehicle sector are fundamentally changing the auto industry. Competitive pressures from existing competitors and technological competitors have been emphasised through the application of Porter's Five Forces framework. Digital transformation is making competition shift from conventional vehicle engineering to software-driven intelligent manufacturing and mobility. Teece (2018) posits that companies operating in dynamic environments must continuously adapt and reconfigure their capabilities to achieve competitive advantage. In this regard, JLR must develop its organisational capabilities, leadership styles and strategic change process to facilitate the effective execution of its Reimagine strategy. The above strategic drivers form the basis for analysing organisational change at JLR.
[bookmark: _Toc235093254]4. Evaluation of Change Management

[bookmark: _Toc235093255]4.1 Strategic Change at Jaguar Land Rover
Strategic change can be defined as a change strategy through which the company changes its capabilities and direction in response to changes in its internal and external environment. Johnson, Scholes and Whittington (2020) note that strategic change allows firms to remain competitive by adapting their resources to changes in market conditions and expectations of stakeholders.
JLR needs to embrace strategic change because the premium car industry never experienced such a disruptive period due to electrification, digital technologies, artificial intelligence (AI), sustainability and changing customer preferences. JLR understood that its competitive advantage, which is rooted in engineering and designing the best premium cars, was no longer going to be enough unless the company makes serious investments in software, batteries and smart production. Therefore, the company came up with Reimagine Strategy in order to transform itself into a modern luxury brand, while becoming net zero carbon emissions in terms of its supply chain, products and operations by 2039 (Johnson et al., 2011).
JLR's transformation covers not only the use of electric technology but also adoption of artificial intelligence, Industry 4.0 and other digital technologies. Over the last five years, the company has invested about £15 billion into development of battery electric vehicles, autonomous driving, connected cars and software-defined vehicles. At the same time, JLR has created strategic partnerships with such companies as NVIDIA in order to develop AI capabilities and Tata Technologies to increase digital engineering and manufacturing capabilities. All these actions aim at making the company more efficient and innovative as well as providing customers with better experiences and facilitating its transition to intelligent mobility (Jaguar Land Rover, 2025).
The changes mentioned above were necessary because of tightening emissions regulations, increased competition from other manufacturers like Tesla, BMW and BYD, changes in customer expectations and advancements in digital technologies. The dynamic capability theory implies that firms need to constantly adapt their resources and capabilities in order to cope with changes in the environment rather than rely on their competitive advantages (Teece, Peteraf and Leih, 2016).
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4.2 Lewin's Change Management Model
Lewin's model of change management suggests that organisational change is driven by three successive stages. They include unfreezing, change and refreeze. The theory states that an organisation needs to question the current way things work to implement new practices and make them a part of organisational routine to ensure long-term stability (Lewin, 1947).
This model can be used appropriately when analysing the transformation of JLRbecause this company has gone through a significant strategic change from being a traditional premium car manufacturer to becoming a tech-driven modern luxury company. Lewin's model will help evaluate how well Jaguar prepared for the change, implemented and embedded the new strategic initiatives taking into account the potential impact of continuous technological disruption on the third stage of the model (Burnes, 2020).
Unfreeze
During the unfreezing stage, organisations need to create awareness about the fact that their practices are unsustainable any more. Jaguar initiated this stage when it was recognised that strict emissions regulations, increasing competition with companies such as Tesla, BYD and other premium car manufacturers, along with the demand for electric cars were threatening its competitive advantage. It has led to the introduction of the Reimagine Strategy in 2021 and the company's movement from using internal combustion engines to building up electrification, software-defined vehicles and sustainable mobility. In addition, senior leadership announced bold objectives such as turning Jaguar into an all-electric luxury brand and reaching net zero carbon emissions throughout the operations, products and supply chains by 2039. All of these initiatives prove that Jaguar successfully created a strong strategic rationale for its transformation (Kotter, 2012).

Change

At the stage of change, the focus is on implementing new processes and technologies as well as new organisational practices. For example, Jaguar has invested £15 billion in five years in order to support electrification, artificial intelligence, self-driving cars, batteries and digital manufacturing. In addition, partnership with NVIDIA helped to build its software-defined vehicles. Investments in smart manufacturing, robots and connected manufacturing were made to increase efficiency at manufacturing sites. A brand strategy has been changed by making Range Rover, Defender, Discovery and Jaguar modern luxury brands. Therefore, it can be said that this organisational transformation involves changes both in terms of products and also in terms of organisational structure and technologies as they are aimed at ensuring long-term competitive advantage (Appelbaum et al., 2012).
Refreeze
At the last stage of the model, organisations aim to embed new ways of behaviour and organisational culture into normal operation. Jaguar has demonstrated some success in terms of improvement in its financial performance, increase in cash generation and continuation of digitalisation which proves that some aspects of the transformation have been institutionalised. Nevertheless, Jaguar has not been able to complete this stage fully as electrification still continues, all-electric product line of Jaguar is not yet completed and software-defined vehicles continue developing. Due to continuous technological change within the automotive industry, Jaguar has to adapt constantly and cannot stabilise its operating model. That is why it seems that Lewin's last stage has not been completed yet as strategic transformation is still going on (Cummings, Bridgman and Brown, 2016).
Critical Evaluation
Lewin's model is quite simple and structured and it helps to understand the transformation of Jaguar well, especially the necessity to create a sense of urgency before starting the organisational transformation. This model allows explaining the connection between external pressures and strategic response successfully. However, it assumes that organisations will be able to stabilise their operation after the change. Modern automotive manufacturers work in the environment where there are constant innovations in artificial intelligence, electrification, sustainability regulations and digitalisation. Therefore, organisations have to adapt continuously. Thus, Lewin's model explains the first stages of the transformation well but it is not able to reflect the constant nature of strategic transformation of the automotive industry (Burnes, 2020).
	Lewin Stage
	Evidence from JLR
	Evaluation

	Unfreeze
	Reimagine Strategy, electrification, net zero commitment
	Successfully created urgency for change

	Change
	£15bn investment, AI, NVIDIA partnership, digital manufacturing
	Extensive implementation across the business

	Refreeze
	Improved financial performance, cultural and digital transformation
	Partially achieved as transformation remains ongoing


Table 4: Lewin Change management model applied to JLR
(Source: own design)
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4.3 Kotter's Eight-Step Change Model
According to Kotter's Eight-Step Change Model, there is a need to create an organisational change process from creating urgency until embedding the change. Organisations can achieve their strategic changes by creating a sense of urgency that will lead to organisational change (Kotter, 1996).
The Kotter's Change Model is appropriate for JLR as the company faces challenges in transformation due to technological, organisational culture, employees' behaviour and leadership. The model allows us to assess whether the company has undertaken a systematic approach to strategic change or just some separate changes (Appelbaum et al., 2012).
Creation of Urgency
It is possible to state that JLR had a high creation of urgency due to understanding of threats related to electrification, artificial intelligence, customers' expectations and new emissions standards. The launch of the Reimagine Strategy became the tool to communicate the necessity of organisational change before competitors would become more competitive in the market of premium electric cars (Burnes, 2020).
Building Commitment and Communicating Vision
The organisational commitment of JLR became higher thanks to formation of a strategic vision related to modern luxury, sustainability and digitalisation. It is possible to say that the vision of the organisation was supported by senior leadership in the frame of the Reimagine Strategy, long-term investments and strategic partnerships aimed at electrification and software-defined cars (Kotter, 1996).
Empowerment of Employees and Generation of Short-Term Wins
Thanks to investments into manufacturing technologies and employees' development, JLR allowed employees to adapt to new approaches to manufacturing. Record profitability and positive cash flow in 2024/25 showed that the organisation achieved tangible results and the strategy started bringing tangible benefits to the company. The results confirmed success of the change programme (Hiatt, 2006).
Embedding Change
JLR managed to embed most aspects of change through continuing investment into electrification, artificial intelligence and digital manufacturing. However, they didn`t complete the last step of change as the company continues its transition into fully electric cars and software-defined mobility. Continuous technological disruptions require continuous adaptation of the organisation to the external environment (By, 2005).

	Kotter Stage
	Evidence from JLR
	Evaluation

	Creating urgency
	Reimagine Strategy and industry disruption
	Successfully achieved

	Building commitment
	Leadership support and strategic investment
	Strong commitment

	Communicating the vision
	Modern luxury and sustainability strategy
	Clearly communicated

	Empowering employees
	Digital technologies and workforce development
	Effective implementation

	Short-term wins
	Record profitability and cash generation
	Successfully achieved

	Embedding change
	Ongoing electrification and digital transformation
	Partially achieved


Table 5: Kotter’s 8 step change model applied to JLR
(Source: Own design)
[bookmark: _Toc235093258]4.4 Evaluation of the Change Process
Both the models of Lewin and Kotter can explain the strategic transformation of JLR(JLR), even though the level of effectiveness varies between them. The model of Lewin is straightforward and easy to understand, which makes it a useful tool to explain how JLR realised the necessity for a strategic transformation, how it was carried out through the Reimagine Strategy, and how new technologies were implemented. However, the main drawback of Lewin's model is that it supposes that change should end with the final refreeze stage. That is not true for the case of JLR since it continues its efforts towards electrification, artificial intelligence and digitalisation due to changing market conditions.
The model of Kotter can provide a more complete explanation since it stresses the importance of leadership, communication, and engagement of employees in the process of change. All these factors are very relevant to the process of transformation of JLR and, specifically, to the communication of the Reimagine Strategy and the investment in digital technologies. However, the step-by-step approach of Kotter seems to be too simplified because some initiatives were carried out simultaneously.
[bookmark: _Toc235093259]5. Leadership and Organisational Culture

[bookmark: _Toc235093260]5.1 Leadership Style
The Transformational Leadership Theory is a form of leadership style in which motivation of the workforce is achieved through shared visions, creation of innovation and inspiring commitment to change within an organization rather than authority (Bass, 1985).
Transformational leadership is the most appropriate theory for JLR(JLR) since the organization needed to make changes in terms of cultural values, capability and strategy when undergoing changes in regard to electrification, digitalization and sustainable mobility. The senior leadership needed to inspire the employees to adopt innovation while retaining the premium brand status of the organization (Northouse, 2025).
JLR's transformation process exhibits characteristics of transformational leadership through the introduction of Reimagine Strategy. In this case, the leaders in the organization created long-term visions around modern luxury, net zero emissions and software defined vehicles through investments of £15 billion towards electrification, artificial intelligence and advanced manufacturing. Such a strategic direction inspires innovation and employee commitment in line with the organizational objectives and changes in the external environment. While transformational leadership has effectively been applied in JLR's strategy transformation, the sustainability of the leadership in future will depend on engaging employees and developing digital capabilities (Bass and Riggio, 2006).

[bookmark: _Toc235093261]5.2 Leadership's Role in Managing Change
The effectiveness of the leadership was evident from how they aligned the workforce to the strategic goals of JLR and ensured that the culture encouraged innovation. Good leadership ensured employee engagement by clarifying the purpose of the Reimagine strategy and removing uncertainties and uncertainties to ensure their participation in the process of transformation from traditional automobiles to electric vehicles, artificial intelligence and digital manufacturing processes (Kotter, 1996). Strategic communication also enhanced good decision making since they helped to focus on competitive advantage over financial performance through investing wisely.
The effectiveness of the leadership is also evident from the innovations that were driven by the leaders as well as the development of partnerships to enhance technological capabilities. Working with other organizations such as NVIDIA helped JLR to develop software-defined cars as well as artificial intelligence while investments in training increased digital literacy among the workforce. Such leadership choices have helped to improve performance and efficiency of operations. However, more work needs to be done by the leaders in ensuring that the employees remain adaptable and innovative in response to the ever-changing technology in the automotive industry (Yukl, 2013).

[bookmark: _Toc235093262]5.3 Organisational Culture
The three-level theory of Organizational Culture by Schein consists of three interrelated dimensions – artefacts, which are visual manifestations of organizational structures and behaviour; espoused values, which are related to beliefs and strategies of the organization; and basic underlying assumptions, which are those deeply rooted in beliefs influencing behaviour of the employees and organizational decisions (Schein, 2010).
This model is suitable for JLR(JLR) due to the fact that the transformation of the organization goes further than just investments in technology, but needs a change in the organizational culture to foster innovation and collaboration and continuous learning (Hatch, 1993).
In accordance with the Schein's model, the organizational culture of JLRincludes the three levels. Artefacts are related to such investments of the organization as smart manufacturing, digital technologies and centres of collaborative innovations, which prove the interest of the company to develop technologically. Espoused values are illustrated by the Reimagine Strategy of the company promoting modern luxury, sustainability, customer-focused and continuous innovation. The basic underlying assumptions of the organizational culture of JLR are shifting from being focused on the traditional automotive engineering to the software and artificial intelligence and electrification as competitive advantages. Such culture transformation is motivating the employees to embrace new technologies and new methods of work, which is important for the adaptability and strategic changes. Nonetheless, this culture needs to be sustained with the help of continuous leadership commitment and workforce development amid further technological change (Denison and Mishra, 1995).
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5.4 Impact of Organisational Culture on Change Management

The cultural climate at JLR helped the firm's strategic changes through the promotion of innovation, cooperation and continuous improvements. The Reimagine Strategy strengthened the culture of sustainability, digital transformation and customer-oriented innovation in order to help the employees cope with the new technologies and way of working. The contribution of the leaders should also be noted since the shared vision has been promoted and the cooperation between engineering, software and manufacturing departments has been encouraged. Cultural alignment has helped the organisation achieve better results in terms of profit, investment in electrification and successful digital transformation (Schein, 2010).
However, cultural transformation still poses some challenges for the company. Moving from the traditional engineering-focused producer to the software-focused mobility provider, JLR needs its employees to gain new digital competences and promote continuous organisational learning. Failure to deal with resistance to new technologies, skill gaps and new working practices may result in the delayed process of transformation. the organisational culture has functioned as the enabler of strategic changes despite the need for continued effort on the part of the leaders and employees in order to promote cultural transformation and ensure good organisational performance (Alvesson, 2012).
[bookmark: _Toc235093264]6. Proposed Strategic Change Management Plan

[bookmark: _Toc235093265]6.1 Proposed Change Initiative
The strategic change suggested is for JLR to use artificial intelligence in creating an intelligent manufacturing and digital supply chain solution across their UK operations. The change would be based on the application of artificial intelligence, machine learning, real-time data analytics and digital twins. This change will not only capitalize on the investments that JLR has made towards digital transformation but also provide solutions to the challenges such as disruptions in the supply chain, increased production costs and stiff competition in the premium electric vehicle market. The change will also help to achieve the goals set out in the Reimagine Strategy, which includes operational efficiencies and resilient organization.

[bookmark: _Toc235093266]6.2 Strategic Objectives
The above change initiative will be helped by the following SMART objectives:
1. To implement an AI-driven manufacturing platform across all UK production facilities by the end of 2028. 
2. To reduce unplanned production downtime by 20% within 24 months through predictive maintenance and real-time production monitoring. 
3. To integrate 90% of Tier 1 suppliers into a digital supply chain platform by the end of 2028 to improve supply chain visibility and resilience. 
These SMART objectives are a clear and measurable targets that support Jaguar Land Rover's proposed strategic change. The objectives focus on improving operational efficiency, strengthening supply chain resilience and accelerating digital transformation, ensuring that the proposed initiative contributes directly to the organisation's long-term competitiveness and the successful delivery of its Reimagine Strategy.
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6.3 Implementation Plan
The recommended modification needs to be introduced via a modified Kotter’s Change Model approach for proper implementation of changes. Implementation should commence with the creation of awareness on the necessity of having artificial intelligence and digital systems in the supply chain followed by consultation of stakeholders and strategic vision sharing. Collaboration of efforts by top management, IT professionals, operations team, procurement and manufacturing departments is going to be critical for proper implementation. Progress monitoring and employees’ feedback will be needed during implementation to tackle arising issues.

	Implementation Stage
	Timeline
	Responsibility
	Key Stakeholders

	Create urgency and communicate the vision
	Months 1–2
	Executive Leadership Team
	Employees, Managers

	Establish implementation team and detailed project plan
	Months 2–3
	Project Manager
	Senior Management, IT Department

	Introduce AI manufacturing systems and supplier platform
	Months 4–12
	Operations and IT Teams
	Production Staff, Suppliers

	Deliver employee training and system testing
	Months 8–14
	Human Resources and IT
	Employees, Department Managers

	Monitor performance, review KPIs and embed change
	Months 15–24
	Executive Leadership Team
	All Internal Stakeholders


Table 6: implementation plan
(Source: Own design)
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6.4 Financial Plan
The suggested AI-enabled manufacturing and supply chain management project calls for phased investments over a period of August 2026 to July 2028. Given that JLRis financially sound with positive free cash flows, the firm has the right basis upon which to finance the project through internally sourced capital expenditure. The project is anticipated to yield economic gains in terms of efficiency and cost reduction that will be beneficial for the company, thus justifying the investment over time. It is estimated that the investment will generate returns within four years.
	Investment Area
	Estimated Cost (£m)
	Funding Source
	Implementation Period
	Expected Benefit
	Target Outcome

	AI manufacturing systems
	220
	Internal capital investment
	Aug 2026 – Dec 2027
	Increased production efficiency
	20% reduction in production downtime

	Digital supply chain platform
	140
	Internal capital investment
	Oct 2026 – Mar 2028
	Greater supply chain visibility
	90% Tier 1 supplier integration

	Workforce digital training
	35
	Internal investment and UK skills funding
	Jan 2027 – Jun 2028
	Improved digital capability
	100% production workforce trained

	Smart infrastructure and system integration
	55
	Internal capital investment
	Jan 2027 – Jul 2028
	Improved system connectivity
	Real-time operational data across UK sites

	Contingency and cybersecurity
	25
	Internal capital investment
	Throughout project
	Reduced implementation risk
	Stronger operational resilience

	Total Estimated Investment
	475
	Mixed funding
	Aug 2026 – Jul 2028
	Operational efficiency and digital transformation
	Estimated payback period: 4 years


Table 7: financial plans
(Source: own design)
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6.5 Communication Plan
Good communication is going to help implement the suggested change effectively since everyone is going to understand what the project entails, its progress, and what is to be achieved from it. Communication is also going to minimize uncertainties and ensure that employees engage and collaborate among themselves and with the outside agencies involved in the project.

	Stakeholder
	Communication Channel
	Frequency
	Key Message
	Responsible Team

	Executive Leadership Team
	Strategic review meetings
	Monthly
	Project progress, budget and strategic objectives
	Project Manager

	Department Managers
	Management meetings
	Fortnightly
	Implementation milestones and operational updates
	Programme Management Office

	Production Employees
	Team briefings and intranet
	Monthly
	Project progress, training and operational changes
	Human Resources

	IT and Operations Teams
	Project workshops
	Weekly
	System integration, technical progress and issue resolution
	IT Project Lead

	Tier 1 Suppliers
	Virtual meetings and supplier portal
	Monthly
	Digital platform integration and implementation timeline
	Procurement Team


Table 8: communication plan
(Source: own design)

[bookmark: _Toc235093270]6.6 Risk Management Plan
The suggested change brings a number of potential risks which need to be handled proactively. Resistance from employees can decrease the level of use of technology, whereas integration failures can lead to delays. The problem of cybersecurity is another risk that may affect the operations of the company.
	Risk
	Likelihood
	Impact
	Mitigation Strategy

	Employee resistance
	Medium
	High
	Training, regular communication and employee engagement

	System integration delays
	Medium
	High
	Phased implementation, system testing and technical support

	Cybersecurity threats
	Low
	High
	Multi-layer security controls, continuous monitoring and staff awareness training


Table 9: Risk Management Plan
(Source: own design)

6.7 Monitoring and Evaluation Plan
The effectiveness of the suggested change will be evaluated using appropriate performance measures. The performance appraisal process will help assess the progress towards achieving the strategic goals of the project, which in turn will ensure that the desired results are achieved.
	Key Performance Indicator (KPI)
	Target
	Monitoring Frequency
	Responsible Team

	AI manufacturing implementation
	100% of UK production sites by July 2028
	Quarterly
	Operations and IT

	Production downtime
	20% reduction
	Monthly
	Operations

	Tier 1 supplier digital integration
	90% integration by July 2028
	Quarterly
	Procurement

	Employee digital training completion
	100% of production workforce
	Quarterly
	Human Resources

	Project budget performance
	Within approved budget (±5%)
	Monthly
	Finance Department


Table 10: Monitoring and evaluation plans
(Source: own design)

[bookmark: _Toc235093271]7. Conclusion and recommendations
In conclusion, this report has outlined the key internal and external drivers of strategic change at JLR(JLR), analysed the application of Lewin's and Kotter's approaches to change management, and studied the role of leadership and organizational culture in the implementation of organizational change. This report also showed that digitalization, artificial intelligence, electrification, sustainability demands and growing competitive pressures have significantly transformed the automotive industry, making it essential for JLR to build up their organizational capabilities in order to remain competitive in the long run. The suggested initiative aimed at building up an AI-driven manufacturing process and digital supply chain has been recognized as one of the possible solutions that can help achieve the company's strategic goals and ensure its future success.
Considering the above-stated, it is suggested for JLR to implement AI-driven manufacturing technologies as soon as possible, continuously train and develop employees to increase their digital competencies, and cooperate with key suppliers using digital tools. These steps will help implement the suggested strategy effectively while ensuring JLR's competitive position in the global premium automotive market.
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