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[bookmark: _Toc232882984][bookmark: introduction]1. Introduction
[bookmark: _Toc232882985][bookmark: background-of-the-study]1.1 Background of the Study
The worldwide automotive sector is changing due to the shift to electric cars (EVs), digitisation, and climate action. Luxury companies like Jaguar Land Rover (JLR) face both potential and threats as businesses are now evaluated on sustainability, innovation, customer experience, and low-carbon transition rather than just quality, heritage, or performance.
[bookmark: _Toc232882986][bookmark: problem-statement][bookmark: _Toc232882987][bookmark: research-aim-and-objectives]Modern luxury, electrification, digital transformation, and reaching net zero across operations, products, and supply chains by 2039 are the main objectives of Tata Motors-owned JLR's "Reimagine" plan (JLR, 2024; JLR, 2025). Consumers express concerns about charging infrastructure, cost, range, dependability, resale value, and lifestyle fit, yet the EV industry is still complicated (PwC, 2025; Cox Automotive, 2026). In order to maintain brand appeal, competitiveness, and profitability while convincing luxury purchasers to convert to electrified vehicles, this study looks at how these attitudes and adoption hurdles may influence JLR's EV transition.

1.2 Problem Statement
EV acceptability is still unclear despite JLR's significant expenditures in digitisation, electrification, and sustainability. Because consumer uncertainty can have a direct impact on JLR's sales growth, customer satisfaction, brand loyalty, and long-term retention, this is both a technological and commercial issue. Consumer trust in EVs continues to decline due to worries about high purchase costs, restricted range, charging access, and battery life (Egbue and Long, 2012; Rezvani, Jansson, and Bodin, 2015). Because luxury consumers want robust performance, comfort, dependability, ease, and brand prestige, these concerns are particularly crucial for JLR.

Since electrification is essential to JLR's future business trajectory, the issue also has an impact on the company's Reimagine strategy. By 2039, JLR wants to be carbon net zero and provide electrified versions of all its brands. However, the viability of this approach may be weakened by slower and inconsistent EV adoption across international markets. With £29.0 billion in revenue, £2.5 billion in profit before taxes, and 428,854 in retail sales, JLR's £3.8 billion investment in FY2024–2025 demonstrates great financial performance, but it also exposes the company to risk if luxury EVs are not fully embraced.
Thus, this study looks at how EV adoption, customer happiness, loyalty, and retention are impacted by consumer views of EVs.
1.3 Research Aim and Objectives
This study explores EV adoption barriers to identify how JLR can boost consumer confidence and purchase intent.

The objectives of the study are:
1. To examine the main factors influencing customer willingness to purchase JLR electric vehicles.
2. To evaluate how barriers such as range anxiety, charging infrastructure, cost and trust affect customer attitudes towards electric vehicles.
3. To analyse how JLR’s brand image and luxury positioning influence electric vehicle adoption.
4. To assess how digital customer experience, communication and after-sales support can improve customer confidence.
5. To propose practical recommendations that can support JLR’s electric vehicle transition strategy.
[bookmark: _Toc232882988][bookmark: research-questions]1.4 Research Questions
[bookmark: _Toc232882989][bookmark: indicative-thesis-structure]The following research questions will direct the study:
1. What are the primary customer issues influencing JLR electric vehicle adoption?
2. How do range anxiety, pricing, and charging infrastructure affect consumers' propensity to buy?
3. How much does JLR's luxury brand image encourage or hinder the use of electric vehicles?
4. [bookmark: _Toc232882990][bookmark: project-timeline]How can JLR boost consumer confidence through digital communication, customer education, and after-sales services?







[bookmark: _Toc232882991][bookmark: literature-review][image: ]2. Literature Review
2.1 EV Adoption as a Business Research Issue
[bookmark: _Toc232882992][bookmark: research-methodology]Because EV adoption is influenced by infrastructure, psychological, economic, technological, and environmental aspects, it is a major topic of business research. Adoption is contingent upon relative advantage, compatibility, complexity, trialability, and observability, according to Rogers' (2003) Diffusion of Innovation theory. When consumers can clearly perceive the advantages of electric vehicles over petrol and diesel vehicles—such as reduced operating costs, environmental benefits, enhanced performance, and access to new digital features—they are more inclined to embrace EVs. Adoption, however, might be slower in areas where EV ownership seems complicated or incompatible with current driving practices.

2.2 Technology Acceptance and Consumer Confidence
Because customers assess new technology based on perceived utility and perceived ease of use, Davis' (1989) Technology Acceptance Model also contributes to the explanation of EV uptake. When EVs lower gasoline prices, promote environmental responsibility, and offer cutting-edge driving technology, they may be seen as beneficial. However, customers can oppose adoption if battery management, route planning, or charging access seem challenging. According to Venkatesh et al. (2003), performance expectancy, effort expectancy, social influence, and facilitating factors all have an impact on technological acceptance. This implies that consumers must have faith in the car as well as the larger support network that surrounds it.
2.3 Attitudes, Social Influence and Behavioural Control
According to Ajzen's (1991) Theory of Planned Behaviour, attitudes, subjective norms, and perceived behavioural control all have an impact on adoption. This implies that consumers' decisions to buy EVs are influenced by factors other than price or performance, such as their level of confidence, social support, and practical ability to use the technology. This approach is supported by Rezvani, Jansson, and Bodin (2015), who contend that emotions, identity, and symbolic meaning influence EV decisions in addition to logical analysis. This is particularly important for high-end automakers since consumers frequently associate cars with lifestyle, status, and individuality.

2.4 Range Anxiety and Practical Ownership Concerns
One of the biggest obstacles to EV adoption is still range anxiety. Customers may worry that the battery would run out before they find a suitable charger, according to Egbue and Long (2012). For JLR consumers, who could anticipate long-distance driving, off-road capability, towing capacity, and dependability in various settings, this issue is especially crucial. Premium car purchasers may be interested in EV performance, but they still need assurances regarding practicality, charging, and long-term ownership, according to Hardman, Shiu, and Steinberger-Wilckens (2016).
2.5 Charging Infrastructure and Support Systems
Infrastructure for charging is another important consideration. According to Sierzchula et al. (2014), there is a substantial correlation between national EV adoption levels and the availability of charging stations and government support. In a similar vein, Gnann, Plötz, and Wietschel (2015) emphasise that customers need easy access to charging at home, at work, and in public places. JLR's EV strategy must therefore take into account charging alliances, digital route-planning tools, after-sales assistance, and consumer education in addition to car design.
2.6 Economic Factors and Total Cost of Ownership
EV acceptability is also impacted by economic considerations. EVs are frequently more expensive to buy than conventional cars, even though they may have lower lifetime operating expenses (International Energy Agency, 2024). According to JLR, premium consumers are more likely to consider value, quality, battery durability, depreciation, and resale confidence than just price. According to Bubeck, Tomaschek, and Fahl (2016), total cost of ownership plays a significant role in EV choices, especially when buyers are aware of the long-term savings.
2.7 Customer Journey, Digitalisation and Trust
Customer satisfaction has a significant impact on EV adoption as well. Lemon and Verhoef (2016) interpret the customer journey as pre-purchase information, purchase interaction, product use, and post-purchase assistance. Open communication about battery life, range, maintenance, and charging costs can increase customer loyalty and reduce uncertainty for JLR. The digital revolution is changing consumer relationships in the automotive sector as well. AI, data analytics, and connected-car services can improve the quality and personalisation of services (Llopis-Albert, Rubio, and Valero, 2021). However, cybersecurity, privacy, and trust must be appropriately managed because digital innovation might bring new risks (Westerman, Bonnet, and McAfee, 2014).
[bookmark: _Toc232882993][bookmark: research-approach][bookmark: _Toc232882994][bookmark: research-design][bookmark: _Toc232882995][bookmark: data-collection][bookmark: _Toc232882996][bookmark: sampling-strategy]2.8 Research Gap: Luxury EV Adoption and JLR
Although much of the current research focuses on common consumers rather than luxury automobile customers, it nonetheless offers insightful information about EV adoption. Customers of JLR might value luxury, performance, legacy, dependability, and brand identification more. According to Schuitema et al. (2013), EV adoption is influenced by instrumental, symbolic, and contextual factors, demonstrating the significance of identity-based and emotional aspects. Therefore, by analysing adoption hurdles within a luxury car brand undergoing strategic electrification, this study fills a research vacuum. It will clarify how JLR can encourage EV adoption while preserving the characteristics that set the brand apart.

3. Research Methodology

3.1 Research Approach
A mixed methods technique is used in this work (Saunders, Lewis, and Thornhill, 2019). While qualitative semi-structured interviews with clients, employees, and specialists delve deeper into impressions, quantitative data from structured questionnaires reveals broad trends. This combination guarantees accurate measurement as well as a thorough comprehension of adoption-related concerns.

3.2 Research Design
A JLR-focused exploratory case study design will be employed in the study, which is appropriate for investigating a practical business problem in a particular organisational setting (Yin, 2018). Customer attitudes, perceived barriers, brand trust, and purchase intention will all be evaluated by a Likert-scale questionnaire. While interviews will examine consumer expectations, worries, and confidence-building support, demographic information such as age, income, driving habits, and existing automobile type may also be gathered.

3.3 Data Collection
Semi-structured interviews and online surveys will be used to gather primary data. About 80–100 current drivers, prospective automobile buyers, and those with an interest in high-end vehicles will be the study's target audience. The results of the survey will be better understood after six to eight interviews. Findings will be contextualised and supported by comparison with previous studies using secondary data, such as government and market EV adoption data, academic publications, JLR annual reports, and reports from the automobile sector.
3.4 Sampling Strategy
The study will employ a non-probability purposive sampling technique to select participants who are pertinent to the research, such as drivers, buyers of high-end vehicles, owners of electric vehicles, and prospective buyers. Asking responders to forward the survey to appropriate participants is another way to employ snowball sampling. This restricts generalisability, yet it is suitable for generating practical business insights.
[bookmark: _Toc232882997][bookmark: data-analysis]3.5 Data Analysis
[bookmark: _Toc232882998][bookmark: research-ethics]Quantitative survey results will be evaluated using descriptive statistics, including percentages, averages and frequency tables, to identify important barriers and patterns in customer attitudes. This could demonstrate how drivers of electric vehicles differ from those who drive petrol or diesel vehicles. Thematic analysis, which entails finding, organising, and interpreting significant patterns in data (Braun and Clarke, 2006), such as charging confidence, brand trust, and financial concerns, will be used to analyse qualitative interview data.

3.6 Research Ethics
[bookmark: _Toc232882999][bookmark: reliability-and-validity]The study will adhere to ethical guidelines, such as data protection, informed consent, voluntary participation, and confidentiality. Before beginning, participants will be made aware of the study's objectives. They will have the option to withdraw and won't be forced to divulge sensitive personal information. Data from surveys and interviews will be securely stored and anonymised. Additionally, the study will refrain from deceiving participants or utilising data for purposes other than the study itself.
3.7 Reliability and Validity
[bookmark: _Toc232883000][bookmark: result-and-analysis]Data protection, informed permission, voluntary participation, and confidentiality are just a few of the ethical principles that the study will follow. The goals of the study will be explained to participants before it starts. They won't be compelled to reveal private information and will have the choice to withdraw. Survey and interview data will be anonymised and safely kept. Additionally, the study shall refrain from misleading participants or utilising data for purposes other than the study itself.
3.8 Project Timeline
The project timeline outlines how the study will be planned, tracked, and finished in 12 weeks. Background research, topic confirmation, literature review, research design, data collecting, analysis, findings discussion, and final report writing are all covered. A Gantt chart helps track work, prevent delays, and fulfil the final submission deadline within predetermined academic deadlines and requirements by breaking the project down into manageable chunks and arranging activities logically.
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A methodical and practical timetable for the study is displayed in the Gantt chart. While the second step examines academic and industry literature to find gaps, the first stage verifies the topic, goals, and background. After that, the methodology which includes sampling, data gathering and research strategy is devised. In order to give analysis time, primary data collecting occurs in the middle of the project. Therefore, to submit the proposal by the deadline, the final weeks are devoted to writing, evaluating, and improving it.
4. Result and Analysis
Primary results have not yet been gathered because this study is a research proposal. Nonetheless, the anticipated study will look at the main obstacles preventing consumers from purchasing Jaguar Land Rover electric cars. According to current research, a variety of practical, financial, and psychological factors, such as charging infrastructure, vehicle affordability, battery range, resale value, and consumer trust in new technology, influence the adoption of electric vehicles (Egbue and Long, 2012; Rezvani, Jansson, and Bodin, 2015). Customers may worry that electric vehicles won't satisfy their daily driving needs, particularly for long-distance travel or off-road use, which is why range anxiety is still a major problem (Sierzchula et al., 2014).
Additionally, the study will investigate if adoption is facilitated or hindered by JLR's brand image. Because consumers identify the brand with performance, quality, and design, its luxury reputation may boost confidence. Customers who firmly associate JLR with off-road prowess, heritage, and conventional engines, however, might be less receptive to electric options. Clearer information on charging alternatives, real-world range, ownership costs, and battery guarantees can lower uncertainty and increase purchase intention, therefore customer education is also anticipated to be important (Lemon and Verhoef, 2016). Thus, the study will look at how digital tools, dealership guidance, and post-purchase assistance might boost customer confidence.
[bookmark: _Toc232883001][bookmark: discussion-and-conclusion]5. Discussion and Conclusion
[bookmark: _Toc232883002]Because JLR's electrification strategy depends on customer acceptance in addition to engineering capability, product innovation, and manufacturing investment, this research has substantial practical importance. Adoption of electric vehicles is impacted by technological, financial, behavioural, and emotional variables; hence, even sophisticated vehicles may face difficulties if consumers believe they fall short of their expectations, values, or lifestyle requirements (Egbue and Long, 2012; Rezvani, Jansson, and Bodin, 2015). Customers identify JLR with luxury, performance, off-road capability, and heritage, thus this is particularly crucial.
The analysis might assist JLR in determining which adoption obstacles need immediate strategic attention. JLR may enhance information regarding real-world range, battery performance, route planning, and charging alliances if range anxiety is a major problem. Clearer customer guidance is crucial because EV adoption is influenced by perceived simplicity and charging infrastructure (Sierzchula et al., 2014). JLR could advertise long-term savings, residual value guarantees, financing packages, and total cost of ownership if cost is the primary priority.

Additionally, pre-purchase information, dealership support, product use, and after-sales care could all be enhanced by the research (Lemon and Verhoef, 2016). All things considered, the study can offer useful suggestions to help JLR's Reimagine approach.
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