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[bookmark: _Toc141280381]Abstract 
The report highlights the market segmentation of the Jaguar, it is a renowned luxury automobile manufacturer. The aim of the report is to divide the target market into the smaller group. Market segmentation can help the organization to get a better understanding of the target audience. This blog analyses and evaluates the segmentation, targeting, and position strategy of Jaguar critically. When these strategies will be developed it provides clarity, consumer insights will also be developed and cost efficiency can also be optimized. Current marketing mix strategies which include product, price, place and promotion of the jaguars discussed. At the end of the report, a conclusion is also provided. 



[bookmark: _Toc141280382][bookmark: _Toc141284077]Introduction 
For every successful business, marketing is at the heart and with the rapidly changing preferences of consumers and the rapid development of the competitive global market, the organization must adapt their strategies so that it can stay relevant and succeed.  In this blog marketing approach of Jaguar is examined. Further in the marketing segmentation strategies, targeting strategies and positioning strategies are evaluated. Segmentation strategies are the marketing concept that refers to the plan of an organization for identifying every section of its target market. Targeting strategies are developed because it helps in identifying the potential customers to whom products and services can be sold. Positioning strategies are developed for promoting products and services to the relative customers of competing brands. furthermore, the current marketing mix strategies of Jaguar are discussed so that it can be understood how the company satisfy the demands of customers while maintaining a competitive edge. 
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[bookmark: _Toc141280383][bookmark: _Toc141284078]Company History 
Back to 1922, the jaguar origin can be tracked, in England as the Swallow sidecar company.  Sir William Lyons is the founder of the company. In 1935, the first port saloon model was realised, called the SS Jaguar alongside the SS Jaguar 100, an open top-two-passenger sports car. The legendary XK120 was launched in 1948, and its top speed was 120, which made it the fasted production car in the world (Mishra & Dhingra, 2022).  The first disc brake in the world was also created by the jaguar. In 1961, the E-type sports car was launched by the Jaguar (Rakhimov, 20220. This car becomes the iconic and most beautiful sports car of all time. The iconic jaguar symbol is a silver jaguar cat. It looks like the cat is caught in the middle of leaping forwards with a snarl on its face (Nath & Dwivedi, 2021).  
In 1999, Jaguar was purchased by ford motors and in 2000 fort motors purchased land rover. In 2008 tata Motors purchased Land Rover and Jaguar cars and in 2013 tata motors joined jaguar land rover limited (Genakos, et al., 2023).
[image: JAGUAR LAND ROVER CELEBRATES OPENING OF NEW NORTH AMERICAN HEADQUARTERS |  JLR Media Newsroom][image: Jaquar Headquarters - NZEB]
Fig: Headquarters of Jaguar
[bookmark: _Toc141280384][bookmark: _Toc141284079]Vision 
To develop an environment that can empower employees, and promote relationships, regular innovation and growth. Jaguar will also regularly strive to boost the confidence of customers by supplying a transparent atmosphere and with the individualized customer offering premium quality automobile products  (Nath & Dwivedi, 2021).  
[bookmark: _Toc141280385][bookmark: _Toc141284080]Mission 
To inspire and create an expectational place to do business and to work. At a time one employee, one vehicle and one customer (Choudhary, et al., 2022). 
[bookmark: _Toc141280386][bookmark: _Toc141284081]Values 
Some of the values of a jaguar are: 
1) Customer love
2) Unity
3) Impact
4) Integrity
5) Growth (Vančová, et al., 2021).
[image: First ever cars made by some of the world's most popular carmakers |  Autocar India]
Fig: The first car produced by Jaguar in 1935
[image: Jaguar XK120 - Wikipedia]
Fig: Jaguar XK120
[image: Jaguar E-Type: The History of an Iconic Car | Autocar]
Fig: Jaguar E-type: the history of an iconic car
[image: ]
Fig: Cars of Jaguar
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[bookmark: _Toc141284082]Current Marketing Strategies 
[bookmark: _Toc141280388][bookmark: _Toc141284083]Segmentation 
Market segmentation of Jaguar includes segmenting the market into the subset of consumers who possess common interests, preferences, priorities, and needs. market segmentation has different types that include mass marketing which focuses less on the satisfaction of the customers. In niche marketing, the focus is mainly on the small gups. Further, Jaguar has segmentation into geographic, demographic, and psychographic (Su, et al., 2016). 
As it is well acceptable that Jaguar is one of the luxury brands and it has divided the segmentation into the following dimensions: 
[bookmark: _Toc141280389][bookmark: _Toc141284084]Geographic dimensions 
Jaguar focused on expanding its operations and services internationally and paving the way for different markets. Furthermore, it also endeavoured to penetrate tier 2 cities to expand its market share.
[bookmark: _Toc141280390][bookmark: _Toc141284085]Demographic dimensions
This segmentation takes into consideration race, gender, culture, religion, sex, education, income level, ethnicity, size of the family, etc. Jaguar has segmented the market in view of the income level and the age group of the individuals. For instance, Jaguar S-type was introduced by Jaguar to target the group of younger customers. Further, XE Sports targets a dual customer group i.e. women and youngsters. Moreover, the Jaguar XF series was specifically designed for individuals with high-income levels.   
[bookmark: _Toc141280391][bookmark: _Toc141284086]Psychographic
This segmentation is done keeping in view the personality traits and lifestyle. It uses various commercials to attract strong, independent, powerful, and confident individuals. One of its commercials was “Captured-Jaguar at Play”. 
[bookmark: _Toc141280392][bookmark: _Toc141284087] Targeting 
Targeting implies choosing a target segment to provide the goods and services by targeting the most appropriate segment. Jaguar targeted professionals aged between 30 to 40 years in view of its demographic segmentation. Moreover, it launched various models to cater to the different segments of the market (Febianti & Paramitha, 2022). 
In view of the psychographic segmentation, it targeted powerful individuals and used various tag lines that included “Don’t dream it, drive it”, Born to perform. Moreover, the logo of the Jaguar car is the cat that attracts the target market and is one of the significant features. 	
[bookmark: _Toc141280393][bookmark: _Toc141284088]Positioning 
This strategy aims to provide a distinct position for Jaguar from that of its competitors. It endeavored to differentiate itself on the basis of styling, dependability, and performance. Moreover, it focuses mainly on the niche segment having a high net worth. 
Its strategy to position the brand was to emphasize performance, powerful, energy, and unique aspects rather than just focusing on luxury. Moreover, it renders the services in the whole world. It offers an extensive product line making it quite easier for its customers to select the product as per their income. It reaches its customers in a better way than its competitors and has been expanding since it began its operations worldwide (Shetty, 2015).
Advantages of the strategies 
· It helps in increased recognition and awareness of the brand 
· It leads to the expansion of business operations (Kotler & Armstrong, 2013).
· It resulted in an increased trust of customers 
 Disadvantages of the strategies 
· It has failed to make innovations and does not use advanced technology. 
· Further, the strategies failed to pave the way for a new line of products. 
· It also failed to expand its investment plans relating to research and development (Kotler & Armstrong, 2013).
[bookmark: _Toc141280394][bookmark: _Toc141284089]4 Ps of Marketing Mix
The marketing mix of the Jaguar analyses the brand with the framework of marketing mix which includes the 4 Ps (product, place, price, and promotion). This marketing mixes further help the company in building the brand (Liu, et al., 2017). 
[bookmark: _Toc141280395][bookmark: _Toc141284090]Product 
The products of the Jaguar are premium as it is a luxury car brand and caters mainly to individuals having net worth. Moreover, the models have been changing, and new models are being developed on a persistent basis. The products of the Jaguar are exclusively high-tech products. The brand of the Jaguar is often used interchangeably with luxurious vehicles. Moreover, it deals in the premium range and does not aim to approach the masses. 
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[bookmark: _Toc141280396][bookmark: _Toc141284091]Price 
Jaguar uses a premium pricing strategy which has become the backbone of the brand. The prices of all its models of car are absolutely premium and therefore it caters only to high-class people. Therefore, it uses super premium pricing. For instance, the starting price of XF was decided to be 30000 GBP, whereas the XK model costs approximately 60000 GBP. The cars of this brand are exclusive and hence it is also a major reason for its increased price (Jarek & Mazurek, 2019).[image: ] [image: ]
[bookmark: _Toc141280397][bookmark: _Toc141284092]Place 
The company uses selective distribution as it does not aim to serve every class or the masses. Therefore, there is no massive distribution of its products. It has its showrooms and outlets in the developed countries of the world. Its power and significance depend on the quality of its product and not on the distribution channels (Gibello, 2015). 
[image: ]
[image: ] [image: Newmarket Road: Jaguar car showroom]
[bookmark: _Toc141280398][bookmark: _Toc141284093]Promotion 
The company promotes its premium range of products by means of advertising on television. Further, it also uses magazines and billboards. To increase brand awareness and recognition, the company participates in several car shows globally to create awareness of its latest models. It uses 100% above-the-line promotion techniques and it targets only the premium classes (Kelly-Holmes, 2016). 
https://www.jaguar.co.uk/jaguar-range/index.html
https://www.youtube.com/@jaguaruk/about
https://instagram.com/jaguar?igshid=MzRlODBiNWFlZA==
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JAGUAR I-PACE

OTR Price From £69,995

Introducing Jaguar's first all-electric performance SUV.
suv

— Drivetrain: AWD
—~ Powertrain: Electric
— Passengers: 5

£% BUILD YOUR OWN

> EXPLORE THIS VEHICLE
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JAGUAR F-TYPE

OTR Price From £67.970

Pulse-quickening, pure Jaguar sports car.

CONVERTIBLE

— Drivetrain: RWD/AWD
— Powertrain: Petrol
— Passengers: 2

£% BUILD YOUR OWN

> EXPLORE THIS VEHICLE —
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