16

	Student Names & IDs
	Kenval Arthur Smith {2322976} Mohammed Arfeen {2416334}     
Laiba Haya {2231322} 
Umair Ahmed {2428436} 

	Module Name
	Principles of Marketing

	Module Code
	LCBB5015

	Assignment Title
	Component 2: Group Report

	Lecturer Name
	Ade Adegbite

	Submission Date
	28 March 2026




Table of Contents
1.	Introduction	3
2. Segmentation Analysis	3
Demographic Segmentation	4
Geographic Segmentation	4
Psychographic Segmentation	5
Behavioural Segmentation	5
Evaluation of Segmentation Strategy	5
3. Targeting Analysis	6
Differentiated Targeting Strategy	6
Targeting High-Income Consumers	7
Targeting Global Luxury Markets	7
Targeting Sustainable Luxury Consumers	7
Evaluation of Targeting Strategy	7
4. Positioning Analysis	8
Brand Positioning of Jaguar	9
Brand Positioning of Land Rover	9
Competitive Positioning in the Luxury Automotive Market	9
Critical Evaluation of JLR’s Positioning Strategy	10
5. Marketing Mix (7Ps) Analysis	10
Product	11
Price	11
Place	11
Promotion	12
People	12
Process	12
Physical Evidence	13
6. Conclusion and Recommendations	13
7. References	14



1. [bookmark: _Toc224821610][bookmark: _Toc225287019][bookmark: _Toc225287416][bookmark: _Toc225287463][bookmark: _Toc225287863]Introduction
For the growth of any business, a marketing strategy is essential. It helps businesses understand customer needs and stay ahead of their competitors in a changing environment (Jobber and Ellis-Chadwick, 2020). By identifying different customer types, selecting the most profitable groups, and creating tailored offers for them, businesses can perform better in the market and make smarter decisions using the Segmentation, Targeting, and Positioning (STP) framework. 
This study examines how British automobile manufacturer Jaguar Land Rover, owned by Tata Motors since 2008, markets its vehicles. Also, it examines how JLR chooses its market, who it targets, and how it segments its customers. It also examines how the 7 Ps of marketing help the company remain competitive in the global luxury car market.
[bookmark: _Toc224821611][bookmark: _Toc225287020][bookmark: _Toc225287417][bookmark: _Toc225287464][bookmark: _Toc225287864]2. Segmentation Analysis
Market segmentation is a key marketing strategy that breaks a big market into smaller groups of customers who share similar traits, needs, or behaviours (Kotler et al., 2022). Groups can use segmentation to allocate their resources more effectively and develop more successful marketing plans. Demographic, geographic, psychographic, and behavioural factors are often used to group people (Arnett, 2024). To meet the diverse needs of luxury car buyers around the world, Jaguar Land Rover uses a detailed approach to segment the market.
The steady growth of the luxury car industry worldwide underscores the importance of luxury companies like Jaguar Land Rover. The global luxury car industry is expected to generate about $26 billion by 2025 and is likely to continue growing through 2029, according to recent research (Statista, 2026). Also, changing customer preferences in this market indicate rising interest in luxury SUVs, advanced technology, and environmentally friendly cars. This trend aligns well with Jaguar Land Rover's focus on wealthy customers and luxury cars, as it highlights new ideas, electric vehicles, and an extravagant experience (Nunes, 2024). Also, focusing on global markets for luxury cars is important because there is strong demand in key markets such as China and the United States (Statista, 2026).
[bookmark: _Toc224821612][bookmark: _Toc225287021][bookmark: _Toc225287418][bookmark: _Toc225287465][bookmark: _Toc225287865]Demographic Segmentation
Markets are divided into groups of people based on factors such as age, social class, income, and job type (Armstrong et al., 2019). Demographic segmentation is often used because it can be measured and is closely related to what people can afford to buy, especially in luxury markets (Armstrong and Taylor, 2020). Jaguar Land Rover primarily aims to sell its cars to wealthy customers, such as professionals, business owners, and executives who can afford to spend enormously (Balko, 2018). Wealthy people who value good performance, comfort, and prestige usually buy luxury cars such as Land Rover SUVs and Jaguar sedans.
For example, Jaguar's luxury cars are designed for people aged 30 to 55 who want the latest technology and a stylish look. In the same way, wealthy people and families who care about luxury, high status, and advanced off-road features are the main customers for Land Rover cars like the Range Rover.
[bookmark: _Toc224821613][bookmark: _Toc225287022][bookmark: _Toc225287419][bookmark: _Toc225287466][bookmark: _Toc225287866]Geographic Segmentation
Markets are divided by location and regional characteristics. Geographic segmentation helps businesses connect more effectively with their markets by enabling them to adjust their strategies based on regional factors such as infrastructure, economic conditions, and preferences (Kotler and Keller, 2016). Jaguar Land Rover operates in over 128 countries, but it mainly focuses on key luxury-car markets, such as the US, Europe, China, and the UK. These markets have many wealthy people and a well-developed car infrastructure.
Land Rover enjoys popularity in regions such as North America and the Middle East for sport utility vehicles, while Jaguar is preferred in urban areas for its stylish, luxury performance. Geographic segmentation influences product features, with vehicles in warm climates requiring enhanced air conditioning and cooling systems, and those in cold climates needing improved traction and heating systems.
[bookmark: _Toc224821614][bookmark: _Toc225287023][bookmark: _Toc225287420][bookmark: _Toc225287467][bookmark: _Toc225287867]Psychographic Segmentation
Psychographic segmentation focuses on people's lifestyles, feelings, and personality traits. These factors are especially important in luxury brands and in how people express their identity (Solomon et al., 2019).
Jaguar Land Rover categorises its customers based on shared luxury experiences, social status, and adventurous lifestyles. Jaguar appeals to those seeking style and performance, while Land Rover targets outdoor enthusiasts. The Range Rover brand is viewed as luxurious and exclusive, resonating with customers who value status and success (Soviar et al. 2019). This psychographic segmentation enables the brand to connect more effectively with its customers' emotional preferences.
[bookmark: _Toc224821615][bookmark: _Toc225287024][bookmark: _Toc225287421][bookmark: _Toc225287468][bookmark: _Toc225287868]Behavioural Segmentation
Customers are grouped by their buying habits, what they want from products, and their loyalty to brands, which is called behavioural segmentation (Kotler and Armstrong, 2023). Jaguar Land Rover serves customers who want modern technology, excellent performance, comfort, and safety.
Buyers of Land Rover prioritise robust build quality, luxury, and off-road capability, while Jaguar customers seek high performance and advanced technology. Additionally, both brands are targeting loyal customers and those interested in eco-friendly vehicles, with Jaguar Land Rover's "Reimagine" plan focusing on increasing electric and hybrid options to meet environmental concerns.
[bookmark: _Toc224821616][bookmark: _Toc225287025][bookmark: _Toc225287422][bookmark: _Toc225287469][bookmark: _Toc225287869]Evaluation of Segmentation Strategy
While segmenting the market into smaller parts helps businesses focus better, relying too much on these specific markets can make them more vulnerable to economic changes (Arnett, 2024). Jaguar Land Rover's approach to market segmentation works better because it uses distinct traits to create clear customer groups. The company avoids competing directly with big-name brands and enhances its high-end image by focusing on wealthy customers and luxury living.
Nonetheless, there are some risks with this approach. The market for luxury cars is small and easily affected by the state of the economy. During recessions, people might delay buying expensive cars, which can lead to less demand. People's buying habits are changing because of new technology and greater environmental awareness. Jaguar Land Rover needs to continually adjust its marketing approach to reach new customer segments, such as those seeking eco-friendly products.
[bookmark: _Toc224821617][bookmark: _Toc225287026][bookmark: _Toc225287423][bookmark: _Toc225287470][bookmark: _Toc225287870]3. Targeting Analysis
Targeting involves examining different customer groups and selecting those that best align with the company's goals and strengths (Kotler and Keller, 2016). Organisations need to choose which customer groups to focus on after identifying them. Market targeting is the process of examining different customer groups to determine which ones best align with the organisation's aims and its strengths (Kotler et al., 2022). Businesses can improve their advertising by focusing on customers who are most likely to buy their products. Jaguar Land Rover has a unique strategy that targets different customer groups by offering a range of products and brands.
[bookmark: _Toc224821618][bookmark: _Toc225287027][bookmark: _Toc225287424][bookmark: _Toc225287471][bookmark: _Toc225287871]Differentiated Targeting Strategy
Creating separate marketing plans for different customer types is part of a strategy called differentiated targeting (Armstrong et al., 2020). Even though it might increase marketing and operating costs, using a differentiated targeting strategy helps businesses serve different market segments with tailored solutions (Armstrong et al., 2020). Jaguar Land Rover uses its two main brands, Land Rover and Jaguar, to follow this plan.
Jaguar caters to affluent customers seeking high-quality cars with modern technology and stylish designs, appealing to professionals who value elegance. Notably, models like the Jaguar F-Type are marketed as luxury sports cars for an exceptional driving experience. In contrast, Land Rover targets wealthy families and nature enthusiasts with luxury SUVs designed for rugged terrain, exemplified by the Range Rover brand's reputation for luxury. Jaguar Land Rover's diverse marketing strategy enables it to maintain a unique brand identity while addressing various segments of wealthy customers.
[bookmark: _Toc224821619][bookmark: _Toc225287028][bookmark: _Toc225287425][bookmark: _Toc225287472][bookmark: _Toc225287872]Targeting High-Income Consumers
In luxury markets, where product costs are high and buyers expect them to be worth it, it is common to focus on affluent buyers (Kotler and Armstrong, 2023). According to Gong et al. (2019), a business's aim to reach a group of customers should be easy to measure, easy to connect with, important, and profitable. Targeting rich customers is an important part of Jaguar Land Rover's strategy. Luxury cars cost more than regular cars, so the business should aim to attract wealthy customers. The luxury car market meets these needs because wealthy customers often want products that represent uniqueness, status, and high quality (Gong et al. 2019). 
[bookmark: _Toc224821620][bookmark: _Toc225287029][bookmark: _Toc225287426][bookmark: _Toc225287473][bookmark: _Toc225287873]Targeting Global Luxury Markets
Targeting global businesses exposes them to financial and political risks, but it also helps them benefit from worldwide demand (Morrison, 2017). Jaguar Land Rover focuses on major foreign markets with high demand for luxury cars. Europe, China, and the United States are important markets. The rapid rise of wealthy customers has made China, in particular, an important growth market (Dai et al., 2023). To become more competitive, the company has invested heavily in marketing and distribution in China.
[bookmark: _Toc224821621][bookmark: _Toc225287030][bookmark: _Toc225287427][bookmark: _Toc225287474][bookmark: _Toc225287874]Targeting Sustainable Luxury Consumers	
New areas of business have emerged as more customers seek environmentally friendly products (Peattie and Belz, 2010). Jaguar Land Rover's marketing strategy has changed as more people have become concerned about the environment. Increasingly wealthy buyers are looking for eco-friendly cars. The company has responded by introducing hybrid and electric models and by promising to focus on high-end electric cars. By using this approach, Jaguar Land Rover can continue to position itself as a premium brand while attracting new customers who care about the environment.
[bookmark: _Toc224821622][bookmark: _Toc225287031][bookmark: _Toc225287428][bookmark: _Toc225287475][bookmark: _Toc225287875]Evaluation of Targeting Strategy
Focusing on specific customers makes work more effective, but because customer preferences change and there is competition, businesses need to regularly assess market attractiveness (Kotler and Keller, 2016).
The way Jaguar Land Rover chooses its targets has several benefits. The company avoids competing with big, popular brands and builds its reputation by focusing on wealthy customers and unique products.
International trade rules and other external economic and political factors are increasingly affecting how Jaguar Land Rover plans its global strategy. For example, the company's financial situation was significantly hurt by recent US tariffs, leading to a sharp decline in sales and profits (Topham, 2025). The tariffs led to a significant drop in sales and profits, and there was a brief halt in shipments to the United States. This shows how weak luxury car companies are because they mainly rely on foreign sales. To mitigate risks from trade barriers and uncertain global conditions, Jaguar Land Rover needs to update its global marketing and distribution plans regularly.
The market for luxury cars is still very tough. Companies like BMW, Mercedes-Benz, and Audi focus on the same customer segments because they invest more in electric cars and new technologies (Jiang et al., 2023). Even with these challenges, Jaguar Land Rover's focus strategy is working well because it aligns with the company's high-end brand image and global growth goals.
[bookmark: _Toc224821623][bookmark: _Toc225287032][bookmark: _Toc225287429][bookmark: _Toc225287476][bookmark: _Toc225287876]4. Positioning Analysis 
According to Kotler and Keller (2016), positioning refers to designing a company’s offering and image so that it occupies a clear and valued place in the target market. Positioning is an important component of marketing strategy that focuses on creating a distinct image of a brand or product in the minds of target consumers (Keller, 2013). Effective positioning helps organisations differentiate their products from competitors and communicate unique value propositions to customers (Doyle, 2000).
Positioning is very important in the competitive luxury car market because buyers often connect cars to their lifestyle, identity, and social status (Gong et al. 2019). Jaguar Land Rover (JLR) has developed a strong brand identity that showcases its speed, luxury, innovation, and history. The company creates distinct brand images for its two brands, Jaguar and Land Rover, that attract different groups of luxury car buyers.
[bookmark: _Toc224821624][bookmark: _Toc225287033][bookmark: _Toc225287430][bookmark: _Toc225287477][bookmark: _Toc225287877]Brand Positioning of Jaguar
Luxury companies often seek to connect well with their customers by focusing on quality, innovation, and reputation (Kapferer, 2012). Jaguar is a brand that makes high-performance, luxury cars. They use the latest technology, have strong driving abilities, and have a stylish look. Jaguar cars are known for being stylish, high-quality vehicles designed for people who appreciate great engineering and distinctive design (Balko, 2018). Wealthy professionals and managers who want a combination of luxury and great performance will really like this option.
Jaguar often shows off its British roots, creativity, and quality in its advertisements (Balko, 2018). By focusing on these qualities, the brand stands out from competitors in the luxury car market, such as Mercedes-Benz and BMW. Jaguar wants to be seen as a top luxury brand known for its high performance by showing that it is special and classy.
Recently, Jaguar has worked hard to be seen as a high-quality brand that looks toward the future, especially by investing in electric car technology. The company's commitment to environmental sustainability and the adoption of new technology are evident in its electric cars, which attract customers who care about the planet.
[bookmark: _Toc224821625][bookmark: _Toc225287034][bookmark: _Toc225287431][bookmark: _Toc225287478][bookmark: _Toc225287878]Brand Positioning of Land Rover
[bookmark: _GoBack]Land Rover is known as a high-end brand that combines comfort, strength, and excellent off-road capability. On the other hand, Jaguar focuses more on luxurious performance. Land Rover cars are famous for tackling tough terrain while remaining very comfortable and stylish. Land Rover’s brand marketing focuses more on themes such as ability, adventure, and exploration. By focusing on its history and ability to build urban-luxury cars that excel in off-road adventures, Land Rover positioned itself as a luxury SUV brand in the market.
[bookmark: _Toc224821626][bookmark: _Toc225287035][bookmark: _Toc225287432][bookmark: _Toc225287479][bookmark: _Toc225287879]Competitive Positioning in the Luxury Automotive Market
Competitive positioning is the process by which a company distinguishes itself from its rivals by highlighting its benefits, offerings, and strengths (Gong et al. 2019). According to Porter (2008), competitive positioning is when a company stands out from its rivals by offering unique benefits, being creative, and having a strong brand image. Mercedes-Benz, BMW, and Audi are among the strongest competitors in the luxury car market. These businesses really value good performance, luxury, and the latest technology. However, JLR differentiates itself through its unique brand, distinctive products, and history of British design. For example, JLR focuses on its history, quality work, and bold brand style, while German luxury brands often highlight their technical skills and complex technology. 
[bookmark: _Toc224821627][bookmark: _Toc225287036][bookmark: _Toc225287433][bookmark: _Toc225287480][bookmark: _Toc225287880]Critical Evaluation of JLR’s Positioning Strategy
Having a strong position helps a brand become more valuable, but differentiation is still hard in competitive markets (Kapferer, 2012). JLR's way of positioning has many advantages. First, the company can focus on different high-end car types without mixing up the brands, since Jaguar and Land Rover are very different. Second, showing how rare and traditional a brand is helps improve its reputation and builds a stronger emotional connection with customers.
However, there are still some problems. There is strong competition in the luxury car market, and many companies are investing heavily in digital technology and electric cars (Anderson et al., 2022). JLR needs to keep coming up with new ideas to stay special, as customers' wants keep changing. Luxury companies need to change how they present themselves to focus on eco-friendly technology and ethical production methods, as more people care about sustainability and environmental responsibility.
[bookmark: _Toc224821628][bookmark: _Toc225287037][bookmark: _Toc225287434][bookmark: _Toc225287481][bookmark: _Toc225287881]5. Marketing Mix (7Ps) Analysis
The marketing mix is an important part of a marketing plan. It is a set of tools that businesses use to satisfy customer needs and reach their marketing objectives. The marketing mix is a plan that combines decisions about what product to offer, how much to charge, where to sell it, and how to advertise it (Kotler and Keller, 2016). This plan helps to provide value to customers. The main parts of marketing are product, price, place, and promotion (CIM, 2025). The framework has been updated to include people, processes, and physical evidence for service-based businesses and complex products, resulting in the 7 Ps of the marketing mix (CIM). The 7Ps framework helps Jaguar Land Rover (JLR) become more competitive in the worldwide luxury car market.
[bookmark: _Toc224821629][bookmark: _Toc225287038][bookmark: _Toc225287435][bookmark: _Toc225287482][bookmark: _Toc225287882]Product
The term "product" refers to the goods or services offered to customers to satisfy their needs (Armstrong et al., 2020). Jaguar Land Rover makes a range of luxury cars that combine modern technology, great performance, and stylish design. Jaguar and Land Rover are two different brands of the company.
Jaguar makes luxury cars that focus on style, new ideas, and the joy of driving. On the other hand, Land Rover focuses on high-quality sport utility vehicles (SUVs) known for their exceptional off-road capabilities, luxury features, and long-lasting durability. To meet changing customer preferences and environmental needs, JLR invests more in new technologies, such as electric vehicles and connected-car features.
[bookmark: _Toc224821630][bookmark: _Toc225287039][bookmark: _Toc225287436][bookmark: _Toc225287483][bookmark: _Toc225287883]Price
Price shows how much a product or service is worth in people's minds and how much buyers are willing to pay for it (CIM, 2025). To match its status as a high-end brand, JLR charges high prices. Jaguar Land Rover (JLR) reported revenue of £29.0 billion for the year, the same as last year (JLR Media Centre, 2025). They also announced that the year ending on March 31, 2025, was a record-setting financial year. 
The company's cars cost more than regular cars because they are of very high quality, use the latest technology, and have a well-known brand. High prices make a brand feel special and important. JLR offers a range of cars for people to choose from, featuring models with different features and prices.
[bookmark: _Toc224821631][bookmark: _Toc225287040][bookmark: _Toc225287437][bookmark: _Toc225287484][bookmark: _Toc225287884]Place
The distribution channel to deliver products or services to customers is called the place (Fan and Dong, 2021). In major international markets such as the United States, China, Europe, and the United Kingdom, JLR uses a worldwide network of approved dealerships and showrooms to sell its vehicles. By offering test drives and one-on-one discussions, these dealerships allow buyers to inspect the cars closely. 
Also, by providing customers with product information, tools to customise options, and virtual experiences, digital platforms and online marketing channels are helping to increase car sales (Anderson et al., 2022).
[bookmark: _Toc224821632][bookmark: _Toc225287041][bookmark: _Toc225287438][bookmark: _Toc225287485][bookmark: _Toc225287885]Promotion
Promotion encompasses all the ways businesses communicate with customers to teach, persuade, and remind them about products (Kotler and Armstrong, 2023). JLR promotes its cars through public relations, online marketing, advertising, and event sponsorships. 
A main part of JLR's marketing plan is to focus on luxury branding. Advertisements often focus on ideas like new ideas, how well something works, and old customs. To raise brand awareness and engage customers, the company collaborates with famous people, participates in international car shows, and uses online marketing (Yuan et al., 2024).
[bookmark: _Toc224821633][bookmark: _Toc225287042][bookmark: _Toc225287439][bookmark: _Toc225287486][bookmark: _Toc225287886]People
People refer to employees who deal with customers and affect service quality (CIM, 2025). Employees at car dealerships and customer service representatives strongly influence customers' experiences. JLR invests in training to ensure workers deliver expert service that matches the brand's luxury image.
[bookmark: _Toc224821634][bookmark: _Toc225287043][bookmark: _Toc225287440][bookmark: _Toc225287487][bookmark: _Toc225287887]Process
The term "process" refers to the methods and systems used to deliver goods and services efficiently (CIM, 2025). To ensure smooth shopping experiences, JLR focuses on efficient production methods, smart supply chain management, and digital customer support systems. Also, using technology helps improve product quality and speed up manufacturing.
[bookmark: _Toc224821635][bookmark: _Toc225287044][bookmark: _Toc225287441][bookmark: _Toc225287488]

[bookmark: _Toc225287888]Physical Evidence
Physical evidence refers to tangible elements that shape customers' perceptions of the experience and the brand (CIM, 2025). Exclusive showrooms, high-quality car designs, nice interiors, and well-known promotional materials show what JLR offers. These parts help the brand be seen as stylish and high-quality. 
Generally, Jaguar Land Rover maintains a strong brand image and offers great value to luxury car buyers by effectively applying the 7 Ps of marketing.
[bookmark: _Toc224821636][bookmark: _Toc225287045][bookmark: _Toc225287442][bookmark: _Toc225287489][bookmark: _Toc225287889]6. Conclusion and Recommendations 
The report analysed Jaguar Land Rover's strategic use of market segmentation, targeting, positioning, and the marketing mix. It identifies affluent customers who prioritise performance and luxury, utilising the distinct brands of Jaguar and Land Rover to cater to different high-end markets. The company's positioning emphasises luxury, heritage, modern technology, and performance to distinguish itself from rivals like BMW and Mercedes-Benz. Additionally, employing the 7Ps marketing mix allows Jaguar Land Rover to deliver enhanced value through premium pricing, global distribution, superior products, and effective marketing strategies.
The global car industry is changing significantly because customers want different things, there is a need for eco-friendlier practices, and new technologies are being developed. So, it is recommended that Jaguar Land Rover continue investing in digital marketing skills, eco-friendly production methods, and electric-vehicle technology. The company will be able to adapt to what luxury car buyers want while staying competitive by implementing new ideas and focusing on environmental sustainability.
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