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Assessment 1: Environmental Analysis of Jaguar Land Rover
[bookmark: _Toc92810498]1. INTRODUCTION
This paper critically examines the business environment of the global automobile industry. I will conduct an in-depth environmental analysis of Jaguar Land Rover. The paper employs relevant global strategic management environment analysis tools, including PESTEL and Porter’s Five Forces framework to identify major external forces and challenges influencing and changing the global automotive business. Jaguar Land Rover’s value chain will be examined to determine how value is created within and outside the multinational organisation’s boundaries, and the challenges and opportunities to increase value creation, create sustainable competitive advantages, and generate superior profits. A SWOT analysis Jaguar Land Rover’s will help to identify the company’s strengths, weaknesses, challenges, and opportunities encountered when trading globally.
[bookmark: _Toc92810499]2. COMPANY BACKGROUND
Jaguar Land Rover Automotive PLC, known colloquially as Jaguar Land Rover, is a British multinational automotive firm. Jaguar Land Rover is a subsidiary of India’s Tata Motors. The company designs, manufactures, and sells a select range of highly aspirational luxury cars and sedans, luxury sports cars and sports utility vehicles (SUVs), and premium-compact performance SUVs under the Land Rover and Jaguar marques (Jaguar Land Rover, 2021). Jaguar’s operations span the globe. Besides manufacturing and selling vehicles in the UK, they have extensive business operations in leading global markets in Europe, North America, China, and other overseas markets. China has recently grown into one of the firm’s leading markets and an area of strategic focus for future growth. Besides manufacturing in the UK, Jaguar Land Rover has established considerable research and design (R&D), car and parts manufacturing, and marketing operations outside the county, particularly in China where car and engine production and car manufacturing were recently established (AFP, 2012; BBC, 2012). They have become UK’s most iconic truly global automotive companies. 
[bookmark: _Toc92810500]3. BUSINESS ENVIRONMENT ANALYSIS
[bookmark: _Toc92810501]3.1 External Environment Analysis
[bookmark: _Toc92810502]3.1.1 Macro-environmental forces: PESTEL analysis 
Political
Global automotive manufacturers, like their counterparts in other industries operating in international markets, are exposed to the political risks created by varying political environments, systems, norms, and international political relations (Johnson et al. 2017). Jaguar Land Rover’s latest annual performance report, for instance, identifies the intensifying global political tensions caused by Brexit and the global trade between leading economies where they operate, including particularly the US, UK, EU, and China as consistent sources of challenges for the firm’s global business (Jaguar Land Rover, 2021). Maintaining a globally coherent strategy is increasingly impossible for global firms because of the disparate political distances and the political risks of diverse political systems between countries (Lasserre, 2017; Rugman et al., 2017). Expanding globally is difficult in markets pervaded with political tensions, wars, political instability, and authoritarian political regimes. 
Economic
The global automotive industry is considerably exposed to the risks of economic recessions and stagnation. As argued by Johnson, et al. (2017), industries with demand anchored on consumers’ discretionary spend typically have high demand elasticity. The covid-19 induced economic recession worldwide, for instance, constrained automotive sales for most leading car brands worldwide, including Jaguar Land Rover (Jaguar Land Rover, 2021). Business disruptions caused by the negative economic circles such as the recent one caused by the global pandemic affect global automotive firm’s operations adversely through supply chain disruptions and the shortage of key components needed to produce cars meeting consumer expectations like the recent shortages of semiconductor chips faced by car manufacturers. 
Sociocultural 
The considerable national and regional cultural variations in most of the global markets where the car manufacturer operates are also a leading challenge for Jaguar Land Rover and other global automotive industry players. According to Peng and Meyer (2019) systematic cultural differences between countries and regions are core elements of each markets and consumers’ informal institutions dictating the norms of doing business, organiational behaviour, and relationships between people. Managing global teams with diverse cultural and linguistic backgrounds in immensely challenging when automotive multinationals operate in multiple international markets. Consistently accessing the right human capital with the right mix of skills, competencies, and an innovative spirit is essential for Jaguar Land Rover’s successful transformation (Jaguar Land Rover, 2021).  Previous studies by Johnson, et al. (2017) and Johnson et al. (2008) demonstrate, however, that accessing a skilled workforce is a common problem for global firms because of the widespread differences in education and training worldwide. 
Technological Factors
The rapid technological changes and the recent technological evolution of the global automotive industry is a potential risk area. According to the company’s most recent annual report, technological changes associated with the rapid electrification, connectivity, and automated driving are changing the dominant business models of the industry (Jaguar Land Rover, 2021). Gao et al. (2019) contend that, besides the changes, global auto manufacturers in China face intensifying pressures created by the growing shifts towards shared mobility and the emergence of new automotive retail forms and channels driven by e-commerce growth and the internet. Based on Johnson, et al. (2017) and Johnson et al. (2008), the risks of strategic drift increase when firms fail to keep up with new market changes and trends that essentially transform the core business models of their specific sectors. 
Ecological 
The intensifying evidence of climate change caused by human activities that release vast amounts of greenhouse gases (GHCs) into the atmosphere is an area of increasing concern for global automotive companies like Jaguar Land Rover. Internal combustion engines, which predominantly power most of the most popular car models, are leading contributors to carbon emissions and climate change. The society increasingly expects global car manufacturers to demonstrate commitment towards sustainable business models and reductions in GHC emissions, environmental degradation, and use of unrenewable energy at all phases of their value chains.
Legal 
Global automotive manufacturers like Jaguar Land Rover are subject to a tightening regulatory landscape and affiliated laws regarding carbon emissions, taxation, and labor standards, among others. The EU’s new emissions standards for passenger vehicles and China’s tight emissions laws, for instance, create immense compliance challenges for auto manufacturers seeking to continue operations in these key markets in the near and long term (International Council on Clean Transportation (ICCT), 2014; Jaguar Land Rover, 2021). Hence, legal, and regulatory risks are persistent challenges emanating from the global automotive industry’s external environment. 
[bookmark: _Toc92810503]3.1.2 Micro-environmental forces: Porter’s five forces analysis 
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Figure 1: Porter’s five forces model (Porter, 1979)
Competitive Rivalry
Industry rivalry is considerably high in the global automotive industry. The industry has already entered its mature phase where most of the leading car brands compete intensively in multiple segments on the global stage. Traditional luxury car manufacturers like Lexus, Jeep, Ford, Nissan, and Toyota already have consistently produced expanding portfolios of innovative SUVs and other car types to rival Jaguar Land Rover. Heightening demand for luxury SUVs and cross-overs after the 2008 global recession has brought new luxury car manufacturers into the fold to blur market boundaries considerably. Luxury automotive firms like Mercedes Benz, Audi, BMW, and Porsche, for instance, have recently entered the SUV markets with highly appealing offers that compete against Jaguar Land Rover’s. Limited product differentiation means that the rivalry among incumbents will continue to make the market highly competitive. 
Threat of New Entrants
The barriers to entry are considerably high. Potential entrants to the global luxury automotive industry face high barriers associated with the huge fixed costs of producing high quality luxury vehicles, the vast resources and time needed to establish globe-spanning operations and supply chains, and the vast challenges of running profitable businesses against established and highly trusted car brands like Jaguar Land Rover. 
Threat of Substitutes
The threat of substitutes in relatively low. Luxury vehicle customers can use alternatives like air transport, rail, and public means of transport. However, the substitutes clearly fail to offer similar benefits as the luxury car models and SUVs produced by Jaguar Land Rover and other incumbents. The privacy, prestige, innovative luxury, and off-road capabilities offered by the most recent Jaguar Land Rover car models would be difficult to obtain when, for instance, by rail and other public means of transport. 
Buyer Power
Buyers’ negotiating power in the industry is moderately limited. Global luxury vehicle manufacturers like Jaguar Land Rover have built their reputations and continued success on the ability to produce high quality, luxurious, and prestigious car models over many years. Their brands are immensely popular worldwide and highly trusted by consumers. As a result, customers might find it difficult to switch brands. Even so, the narrow product differentiation among incumbents in the recent times has given consumers more negotiating power and more chances to switch between luxury car brands, hence intensifying the industry’s competitiveness.  
Supplier Power
Suppliers are moderately powerful. On the one hand, leading global vehicle manufacturers like Jaguar Land Rover rely on a relatively limited number of trusted suppliers to obtain high quality inputs needed to maintain the exceptional car quality to meet the high customer expectations an compete effectively. Even so, global supply chains have expanded in the recent decades, enabling automotive firms to access an expansive market of suppliers in faraway places like China. 
[bookmark: _Toc92810504]3.2 Micro-Environment  Analysis: Value chain analysis 
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Figure 2: Value chain within an organisation (Adapted from Porter, 1995, 1998)
As illustrated in the figure 2 above, primary activities are those directly concerned with the creation and delivery goods or services to create value for customers.  In the global luxury passenger vehicle industry, differentiation is a core source of value for customers and a leading creator of competitive advantages for global luxury automotive companies like Jaguar Land Rover. Having an end-to-end integrated supply chains delivers robust linkages to increase the efficiency and speed of receiving incoming materials to enhance the speed to market of products. Quality is a key value driver for luxury auto manufacturers. Jaguar Land Rover’s selective approach to developing manufacturing operations ensures the firm can closely monitor and control product design, engineering, and manufacturing operations in its small portfolio of operations in Solihull Halewood will, Castle Bromwich, and the China and Slovakia plants (Jaguar Land Rover, 2021). Award winning plant architectures and workflow design in the company’s major engineering, assembly, and vehicle production facilities help to blur the boundaries between production and support spaces, facilitating enhanced workflow, quality checks, and resource efficiencies (Jaguar Land Rover, 2021; ICIBSE Journal, 2017). The primary  focus on consistently maintaining an extensive global customer service network and a an expansive global sales network demonstrates, based on Johnson, et al.’s (2017) assertions about the indicative role of the value chain on the firm’s strategic position, that Jaguar Land Rover’s value and continuous success emanates from their positioning not only as an OEM, but also as a marketer and seller of luxury SUVs ,other premium quality vehicles, and a high quality service provider for clients purchasing their vehicles worldwide. 
Support activities, on the other hand, enhance the primary activities’ effectiveness at creating value. Some of Jaguar Land Rover’s core support activities include their sustained R&D investments, recruiting and managing strategically some of the world’s leading automotive engineers, software, and IT experts; and strategically sourcing dealerships.  
[bookmark: _Toc92810505]3.3 SWOT Analysis 
The organisation’s strengths are areas where they excel, while weaknesses describe the areas that are currently barring the company from performing optimally. Jaguar Land Rover’s strategic agility is a leading strength and a possible source of their competitive advantages currently and in the future. Jaguar’s new strategy in the recent years is based on two invaluable strategic concepts: Refocus and Reimagine. Refocus focuses on transforming the organisational culture from a functional firm to an agile global organiation. Reimagine, on the other hand, sets the path for the company’s future success by helping the company shift to an all-electric automotive brand, modernizing their electric powertrains, and facilitating architectural revamping (Jaguar Land Rover, 2021). The company’s strong focus on sustainable operations and corporate social responsibility underpins a sustainable business model. Strong brand marketing in China as a core emerging market of the global automotive industry in the recent past offers the blueprint for future growth. The Jaguar masque, however, continues to underperform most rivals.
There are conservable opportunities for growth in the global automotive industry. The company can leverage their strategic strengths to leverage the rapid growth towards electrification to grow. At the same time, their success in the future will depend on the ability to produce high quality luxury vehicles with innovative connectivity that essentially integrates vehicles as products with consumer’s personal lives. Like most incumbents, Jaguar faces rising threats from new entrants like Tesla and Chinese all-electric car companies with unique and highly efficient business models, including core investments in online vehicle retail and customer support. 





[bookmark: _Toc92810506]4. CONCLUSION

Jaguar Land Rover is one of UK’s most iconic global automotive companies. They operate in a global automotive manufacturing, marketing, and sales environment that continues to be shaped by diverse factors beyond the organisation’s control. The company’s ability to attain sustained growth and continued success rests on their strategic capabilities, including the exceptional strategic agility and strong sustainability focus to exploit opportunities and overcome weakness and challenges that are currently hindering Jaguar Land Rover’s optimal performance. 
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