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Strategic Management Analysis of Jaguar Land Rover (JLR)
[bookmark: _Toc1846356643]Executive Summary
[bookmark: _Int_6IgK6pAf]The UK automotive sector is at a crossroads and faces a period of change. Factors such as global trends of electrification, increasingly stringent low emission vehicle regulations and digitalisation are all contributing to a seismic shift in the sector. This report assesses the position of Jaguar Land Rover (JLR) and its readiness to face the changes ahead using several strategic frameworks: PESTLE, Porter’s Five Forces, VRIO, RBV and a comprehensive SWOT analysis. The company must contend with a few external pressures, including the politico-legal environment and the competitive threat from new entrants such as Tesla and established German premium carmakers. The changing consumer behaviour and needs also present significant challenges. However, the company also has a number of internal strengths. The global reputation of the brand and the heritage of the company’s engineering skills are among them. Weaknesses were also evident. The report provides number of strategic options that the company may choose from to secure an enduring competitive advantage. These are based on the dynamic capabilities concept and incorporate elements of digitalisation and sustainability. The report also provides recommendations to underpin JLR’s long term future.

[bookmark: _Toc1107684996]1. Introduction
[bookmark: _Toc352748114]1.1 Strategic Management and Industry Context
Johnson and Scholes (2020) argue that strategy is about the long-term direction of an organization and the ways in which it can obtain sustainable competitive advantage by utilizing a unique set of resources that are located within the strategic environment to meet stakeholders’ requirements. Strategy is concerned with the way an organization will choose to compete and create value over time.
Henry Mintzberg, who is a strategy writer, proposed that a strategy can be considered anything from one of the 5 Ps.
[image: ]
When considering more than one dimension, it becomes clear that strategy cannot remain a planned intention according to (Mintzberg, Ahlstrand, and Lampel, 2008).

What is Strategic Management?
Strategic management is concerned with the process of analyzing and deciding on strategic alternatives and making decisions which will assist an organization in realizing its long-term objectives. It includes environment scanning, strategy formulation, strategy implementation and evaluation, and control (Hunger, 2020).
[image: ]

[bookmark: _Toc937209947]1.2 Company Overview
Jaguar Land Rover Limited is a British multinational car manufacturer headquartered in Whitley, Coventry, England. It was established on 18 January 2008 when Tata Motors acquired Jaguar Cars and Land Rover from the American Ford Motor Company. 
JLR is a significant competitor in the global premium and luxury vehicle market and a major competitor to manufacturers such as BMW and Mercedes-Benz. As technology continues to evolve and as governments and consumers increasingly focus on sustainability, JLR is actively transitioning with a new “Reimagine” strategy focusing on electrification, digitalization and modern luxury.
Vision
Their ambition is to be the leading innovator in the design of the world’s most sought-after modern luxury cars. At the same time, they want to be at the forefront of the transition towards electric and sustainable cars.
Mission
To plan and manufacture pioneering premium vehicles in terms of design, technology and ecology and to bring advantages to our customers and other groups of interested parties.
Strategic Intent / Objectives
· Transition Jaguar to an all-electric luxury brand.
· Electrify all Land Rover models.
· To be carbon neutral by 2039, across operations and global supply chain.
· Strengthen global competitiveness and profitability through operational efficiency and innovation.
The Strategic Intent of JLR shows the long-term commitment to achieve a competitive position, technological leadership, and sustainable value creation. 

[bookmark: _Toc37272825]2. Strategy Analysis
[bookmark: _Toc1088314216]2.1 External Environment Audit
[bookmark: _Toc2040027176]2.1.1 PESTLE Analysis
[image: ]
Political and Legal:
The Society of Motor Manufacturers and Traders (SMMT) said that while the sector had adapted to the post-Brexit era, it was still dealing with the consequences of trade frictions and regulatory divergence between EU and UK automotive markets. The United Kingdom's EV mandates and stricter emissions standards will create a huge political and legal pressure point that will need to be managed in the future (SMMT, 2024).
Economic:
To class the auto sector as being high in volatility and cyclicality. A whole host of factors have over the years influenced the sector, including inflation, interest rates and supply chain issues, such as the shortages of semiconductors and battery materials (Grant, 2022). The pattern of the recovery from COVID, and current global inflation are also still a factor in the demand for premium vehicles.
Social:
The car buyer of today is a very different creature. Sustainability and convenience are becoming more important to today’s car buyer, and the study by Hardman et al. (2021) found that environmental concern was the factor that best predicted demand for electric vehicles. Today’s premium car buyer will still expect traditional features such as heritage and driving performance, but they will also expect digital functionality.
Technological:
Electrification and connected vehicle systems are amongst the disruptive forces of the age. The technology focussed approach of the company such as vertical integration of battery production, over the air software updates and unique user experience is vastly different from the approach of legacy ICE manufacturers (Mangram, 2012). JLR has its work cut out in this area.
Environmental:
Matters environmental have changed from being a key strategic issue to a key operational issue for JLR. Carbon reduction targets, along with increasingly stringent emission regulations, mean that all aspects of manufacturing, procurement and end of life processes need to be sustainable to support the business’s move towards electrification and a circular economy. Sustainability will be a significant factor in the success of the business and has therefore changed from being a strategic issue to being a key component of JLR’s regulatory response and competitive position in the global premium automotive sector. (Geissdoerfer et al., 2017).

[bookmark: _Toc546921850]2.2 Industry Forces — Porter’s Five Forces
[image: ]
Competitive Rivalry — High:
Premium carmakers are defined as BMW, Mercedes-Benz, Audi and Tesla. According to Wesselbaum (2021) Tesla’s direct-to-consumer sales model, software focus and EV-first approach are increasing competition.
Threat of New Entrants — Moderate:
A modular design in electric vehicle platforms can help solve some tech problems. This setup lets new companies such as BYD enter the European market. But cost problems and brand worries still exist.
Supplier Power — High:
The automotive sector has experienced significant exposure to supplier shortages in relation to battery technology and semiconductors, resulting in increased supply chain dependence and a subsequent increase in the power held by suppliers (SMMT, 2024). This has had the effect of significantly limiting the controllability of the automotive sector.
Buyer Power — Moderate to High:
Premium buyers are discerning and well-informed, increasing pressure on value delivery.
Threat of Substitutes — Increasing:
Ridesharing and autonomous fleet mobility models are transforming the way we think about car ownership an issue that is highly relevant to younger people (Cohen and Kietzmann, 2014).
Using Porter’s Five Forces several structural factors are relevant in the car industry. There are many competitors, suppliers and customers. So, a competitive business, that is continuously innovating and has a reliable and flexible supply chain is necessary to avoid falling into a pricing war.

[bookmark: _Toc993650344]2.3 Internal Environment Audit
[bookmark: _Toc965373977]2.3.1 Value Chain Analysis
Porter's Value Chain Analysis is a model which examines the activities that occur within an organisation. It identifies those activities which may provide competitive advantage through cost leadership or differentiation (Porter, 1985). It divides the activities of an organisation into two main groups: primary activities and support activities. The first one relates to the operational and promotional functions of the organisation and the activities carried out to satisfy the final customer. These include processing and manufacturing, transportation, storage, packaging, materials handling, sales and after sales services.
Brand heritage and engineering excellence are still relevant to Applied to Jaguar Land Rover. However, operational efficiency and quality issues are starting to erode this value. The industry value curve is shifting further towards electrification and digitalisation, and JLR therefore needs to improve the technology development capability to make sure the company has in-house software and digital competences to deal with the changes happening in the automotive industry (Teece, 2018).

[bookmark: _Toc415668672]2.3.2 Resource-Based View (RBV) and VRIO
The Resource-Based View (RBV) is a strategic management theory that explains the origin of a firm’s sustainable competitive advantage by attributing it not to the market, the industry, or the position of the firm within that industry, but to specific resources possessed by the firm. As such, the theory posits that the firms that possess unique, valuable, rare, and inimitable resources will outperform other firms. Wernerfelt (1984) posits that firms should concentrate their efforts on unique resources that are valuable to their operations.
All organizations are trying to obtain a sustainable competitive advantage. To do that, they must acquire and utilize strategic resources that are valuable, rare, inimitable, and organization specific (Barney, 1991).
The core resources for JLR are:
· Brand heritage and design excellence - which remains rare and inimitable.
· Manufacturing infrastructure in the UK - though high cost reduces competitiveness.
· EV technological capabilities - currently not fully rare or inimitable.
A feature comparison with Tesla and German automakers highlights this capability gap:
	Capability
	JLR
	Tesla
	BMW/Mercedes

	EV Powertrain Leadership
	Emerging
	Advanced
	Advanced

	Software and Digital Platform
	Weak
	Strong
	Moderate

	Brand Equity
	Strong
	Growing
	Strong

	Operational Efficiency
	Weak
	Strong
	Moderate



VRIO framework was proposed by Barney (1991) to explain that although valuable, rare, imitable and organization resources may not necessarily guarantee sustainable competitive advantage (SCA). These resources need to be scarce, non-imitable and organization specific. Brand heritage and engineering skills will be a present and future source of SCA for Jaguar Land Rover. A large amount of innovation will be required for Jaguar Land Rover to keep on top of its competitors, as the car industry is very dynamic.

[bookmark: _Toc569890290]2.4 SWOT Analysis
[image: ]
The company can apply the methodology to assess its position internally and externally. Based SWOT Analysis, the company can focus on its key performance areas. This way, the company can leverage its brand values and global presence while addressing the late reaction to EVs and other issues, as well as making the most of the opportunities that the development of EVs and sustainability presents, while mitigating the impact of competitive pressures and regulation. According to a report from Osum published in 2024, the methodology used in the SWOT analysis ensures that the company remains adaptable and able to respond to the evolving demands of the automotive sector (Osum, 2024).

[bookmark: _Toc879064958]3. Strategy Formulation
[image: ]
For Jaguar Land Rover the future will be defined by a clearly articulated growth strategy centred on electrification, digitalisation and business optimisation to maintain its position as a leading player in the global premium car market. Using the Ansoff Matrix as a framework, the company’s opportunities for future growth are assessed with a main focus on product and market development, namely the company’s strategy for accelerated EV innovation as well as its activities in high growth emerging markets, which are seen as being the company’s best opportunities for long-term sustainable growth (Ansoff, 1957).
Barney (1991) suggests that JLR can leverage the synergies derived from its partnership with Tata Motors and at the same time outsource key technologies and battery requirements to ensure that it is competitive. The company then focuses its core competencies on design and brand differentiation. According to Porter (1985) the strategy would therefore ensure that JLR’s strategic position is in tune with the emerging trends in the industry thereby enabling the company to achieve a sustainable competitive advantage.

[bookmark: _Toc402501607]4. Conclusion and Recommendations
Jaguar Land Rover (JLR) operates within a dynamic, turbulent, and technologically driven industry. External pressures from electrification, government, and competition are driving significant change to the industry. Whilst strategic analysis of the firm’s internal position highlighted the significant brand capital that has been built up by the organization, and the competitive advantage that can be derived from the brand in the short term, the company is deficient in a number of key areas, most notably in terms of alternative powertrain platforms, digital electronics and cost competitiveness.
The company will need to achieve strategic renewal to successfully face the challenges presented by new technologies and customer behavior. This means that the company will have to integrate the three levers – innovation, flexibility and sustainability – in a way that they become central to its overall strategy, and as a result, provide a competitive advantage in the long term.

[image: ]
Jaguar Land Rover (JLR) must transform rapidly from a legacy historic car manufacturer to a technology-driven sustainable mobility business. The company needs to accelerate its transition to EVs, strengthen its digital and R&D capabilities, to secure battery supply agreements, become more efficient and incorporate the principles of sustainable luxury into its brand values. The need for this transformation is pressing, and the Company must act now to ensure it has a future-proof business model that will enable it to remain a competitive and strong player in the automotive industry, a sector undergoing fundamental and accelerating change worldwide.
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