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Introduction  

Jaguar is a British car manufacturer that began in the 1920s as the Swallow Sidecar Company before becoming SS Cars in the 1930s. Due to WW2, SS Cars became Jaguar in 1945. Over the years Jaguar have been responsible for some of the most iconic and famous cars in the world including the E-type, launched in 1961, which was a worldwide hit, along with the E-types modern counterpart the F-Type and the XJ line of cars. In 2008 Jaguar was took over by TATA along with another British car manufacturer in Land Rover, combining to become Jaguar Land Rover (JLR). (Hendy.co.uk, 2022) In November 2024, Jaguar announced a huge rebrand of the company, pivoting to producing luxury electric cars rather than the sports orientated cars that they had built the brand on (Kew, 2024) The rebrand was met with mixed emotions and it begs the question, how the change managed. 
This report will look at the change and how the change was managed by the company, it will investigate and recommend what Jaguar could have done differently that may have led to a more positive reception from its customers and fans of the brand. It will explore the reasoning behind the change and what factors may have affected the change management process. This report will also explore how leadership and management aids the change process, how the company could guide and support employees through the change and what impact on employee motivation these changes have, along with appropriate motivation models. 


Main Findings

Change is defined as organisational movement from its current state towards a desired state to increase customer reach, financial targets or innovation within the company. Change is seen as continuous adjustments to reach that desired state. Change can be done at both the organisational and personal level (Shaikh, 2020)
 
Overview of the change 

In November 2024, Jaguar, an iconic British car manufacture famed for models like the E-type, announced a rebranding. The rebranding included modernising the aesthetic of the company and the announcement of the Jaguar line moving towards Electric Vehicles. The car manufacturer released a video displaying the brands new logo and modern direction however no car was displayed within the ad, rather the ad showcased models in a sci-fi esq aesthetic.   
The rebrand was met with negative criticism online, with many questioning the reasons behind the decision making. Many in the Jaguar enthusiast and wider car enthusiast community responded negatively. From a Survey (1000 consumers in the UK and US) conducted by Attest found that 42.7% had reacted negatively to the rebrand (Killip, 2024)
So why did jaguar decide to make this change in its branding and lineup. In recent years Jaguars sales have been in decline. During the 2018-19 financial year Jaguar sold over 180,000 cars, compare that to the 2023-24 financial year and Jaguar only managed to sell a third of this (66,866 cars) which was an even small portion of Jaguar Land Rovers overall sales of 431,737 cars. In 2021, the reducing sales and introduction of new environmental laws and regulation, Jaguar Land Rovers chief executive announced the company’s new strategy for the brand, a complete update of its range and the rebranding of Jaguar (Leggett, 2024) 
￼
Figure 1 Jaguar Sales from 2018 to 2024 (BBC, 2024)
It is well known that any company will look to make changes to become more profitable, Jaguar Land Rover had hoped to increase sales by increasing brand interest with a more modern design and going down the electric vehicle route.  
Assessment of Change Management 

It is important to note that the rebrand has yet to be fully completed as Jaguars new full Electric Car line up has yet to be released so it is hard to see if the change in direction will result in increased sales for the company. However, it is possible investigate how the change was managed by Jaguar. To assess how the change was managed, Kotter’s 8-Step and Lewins change model can be used. 
Kotter’s 8-Step Model 
Kotter’s Model is a system that is applied to modern organisations as a way to navigate and manage organisational change based on eight interconnected steps (Cuofano, 2020)
These steps are as follows (Carreno, 2024) 
Create Urgency: identify and present a compelling reason for change and communicate urgency for the change 
Form a Guiding Coalition: A team filled with members from across the organisation should work together to push and implement the change across the organisation 
Create a Vision: A clear vision for the organisation after the change has been implemented to get behind
Communicate the Vision: The vision should be communicated across the organisation so that it resonates throughout the organisation. The communication should be consistent and often
Push others to act: All employees within the organisation should feel empowered to contribute to the change, leaders should look to remove any boundaries that may obstruct the process
Plan for and Create Short Term Wins: Small term wins show that the change method is working and can help build momentum and keep morale high
Consolidate Improvements: Ensuring that deep, systemic issues are addressed and that new behaviours and processes are embedded in the organizational culture
Institutionalize the change: The change isn’t complete until new behaviours are embedded into the organisation. Leadership should be consistently pushing the new behaviours and procedures. 
Strengths of Kotter’s 8-Step Model are that the model is the clear step by step which makes the model easy to implement across any organisation. It outlines the change process for leadership to follow. The model has a strong focus on leadership which can aid in maintaining momentum throughout the process. The focus on leadership emphasises the importance of urgency for the change throughout all levels of the organisation. The model also emphasises the importance of building a coalition to implement the team through the vision and shared sense of urgency. However, there is weaknesses to the model such as focus on top-down leadership which does limit employee participation which may result in employees becoming disenfranchised with the change. The rigidity of the change model may also lead to issues due to the time consuming and sequential nature of the model (Olmstead, 2019)




Lewins Force Field Analysis Model

Lewins Force Field Analysis is a change management model that is used to identify forces for a change and against a change. The model is a framework that can be used to identify challenges when navigating an organisational change, by analysing the driving forces for a change and identifying the constraints involved, stakeholders gain an insight into the situation (Murphy, 2026) 
To carry out a Force Field Analysis the following five steps should be followed (Tahir, 2019) 
Define the desired change: leadership will define a clear vision of the desired change  
Identify Driving Forces: Identify external and internal factors that are reasons for change  
Identify Restraining Forces: Identify external and internal factors that are reasons against the change  
Evaluate Forces: Determine if driving or restraining forces outweigh the other 
Develop Action plan: plan how the change will be implemented  
Lewins model is favourable due to its flexibility, it helps the visualise the status quo as opposing forces, through identifying and evaluating these forces it allows for leadership to make informed decisions about the change. Force Field Analysis allows for the change management team to produce a practical plan to be implemented (Murphy, 2026). The weakness of the model is that identifying and evaluating stages of the model are subjective to those within the change management team. 
Driving forces for Jaguar are their decreasing sales, the UK Governments Mandate of phasing out petrol and diesel cars by 2030 (GOV.UK, 2024), and competitors establishing themselves in the EV market. This pushed Jaguars leadership team into the rebrand and commitment to a full electric lineup. Restraining forces for Jaguar are the iconic linage, their fanbase and previous target audience. When evaluating these forces, the need to increase sales and break into the EV market to do so would outweigh the need to appease their current fanbase. The leadership team would have liked to appeal to a larger younger target audience that may have helped increase brand engagement and sales. 

Lewins Three Step Model

The three-step model brought forward by Lewins in the 19050s is like that of Kotter’s 8-step model. Lewins three step model for change is as follows (Budhraja, 2026)
Unfreezing: This step involves creating urgency for change throughout the organisation, and creating a vision for the future which will bring people on board with the change 
Change: This step is where the vision is communicated across the organisation and implemented. This is where people are pushed to pushed to contribute and the improvements are evaluated 
Refreeze: the final step where the changes are internalized to the organisation and application of the change is rewarded and pushed throughout. 

With an organisational change such as Jaguars rebranding, not old do the steak holders and employees need to be brought on board but so does the consumer. Fans of the Jaguar brand and cars felt as though Jaguar had pivoted too far away from made the brand so iconic with the rebranding. The contemporary styling and marketing of the EV line up, so far, hasn’t been well received, the vision that Jaguar had created is not something that appealed to their fanbase and original target audience and was communicated in a way that had alienated the same group of people. Instead, Jaguar should of took this into account and leant into the traditional aesthetic and styling that had made the brand so famous and popular in its earlier years.

Leadership & Management 

Both Kotter’s 8-Step model and Lewins Forcefield Analysis have a big emphasis on leadership and management during change management. The models see emphasis strong leadership is essential in a successful organisational change and that management should be pushing for all to contribute to implementation of the change. 
Leadership and Management are seen as the same thing; however, they are differentiated in approach and management. Leadership within an organisation is more about instilling a culture and motivating people towards success. Whereas management is more and implementation of plans and changes to reach that point. (Needham, 2024)
Leadership
Leadership in change management is the ability for one to influence and motivate others within the organisation to contribute and carry out the change. Effective leadership is focused on the vision for the change; it will successfully communicate change in a way that sells and motivates those within the organisation to act. (Gavin, 2019)
Effective leadership is important because it helps boost employee morale and make employees feel valued within the organisation, this is more likely to motivate employees to work towards and align with a shared vision. (Landry, 2018) 
Effective leadership is about certain qualities that guide and motivate people, those qualities include (Landry, 2018)
The ability to influence others 
Transparency 
Encouraging 
Integrity and Accountability 
Decisiveness 
Resilience 
Emotional Intelligence 


There are various styles of leadership that have their strengths and weaknesses. (Boogaard, 2024)
Transactional: Leaders who will give work or instructions to their employees and use rewards or penalties to motive them to get the task done
Strengths: eliminates confusion on the task 
Weaknesses: may curb innovation due to its rigidity 
Transformational: Leaders who look to make improvements or find better ways of completing tasks, they will empower others to do the same and contribute to other improvements 
Strengths: establishes a high level of trust with employees and motivates them around a shared goal 
Weaknesses: always looking to transform or improve 
Democratic: Leaders who will actively work with their followers and involve them in decision making 
Strengths: encourages creativity and innovation
Weaknesses: always looking for consensus among a group
Charismatic: Leaders who communicate in a way that persuades and unites a team around a shared cause
Strengths: inspirational and effective at getting an entire group invested into a task or goal
Weaknesses: may lose sight of other issues and tasks 
Situational: Leaders who are flexible and adaptive in their leadership approach and will use different styles for different situations 
Strengths: does what the situation requires of them 
Weaknesses: difficult when leaders are pressed for time or have a lot on

Management 

Management is much more focused on the process and ensuring that processes and operations are executed efficiently and effectively. Managers will focus on planning and organising tasks and controlling recourses, a good manager will have qualities such as organization, problem-solving skills and decision-making skills. Although, management does involve overseeing and leading teams of people, a manager will be more focused on the task compared to a leader. (Needham, 2024)
In the 1970s Mintzberg developed 10 distinct managerial roles divided into 3 categories; Interpersonal Roles, which refer to how a manager will interact with others, they enable a manager to establish and maintain effective working relationships. Informational Roles, which refer to acquiring, processing and communicating information. Decisional Roles refer to the decisions that a manager will make to ensure efficient and effective functioning of the organisation. (Rood, 2023)


Mintzberg’s 10 managerial roles are (Peek, 2025)
Interpersonal Roles
Figurehead, the role involves handling responsibilities that represent an organisation
Leader, focused on guiding and developing employees
Liaison, building and maintaining relationships with suppliers, customers, other departments and outside organisations 
Informational 
Monitor, the role involves finding information to gain and understanding of the organization and the environment that it is within 
Disseminator, the role involves communicating information along to those who need it 
Spokesperson, the role involves communicating information to an external audience on the organisation’s behalf 
Decisional 
Entrepreneur, a role that focuses on identifying ways the organisation can grow and improve
Disturbance Handler, managers will step into this role when issues present them selves and look for ways to solve them 
Resource Allocator, the role involves deciding how available resources are used
Negotiator, the role involves working through agreements with internal and external bodies, representing the organisations interests


Motivation plays an important role in both leadership and management to get the most out of their followers and/or employees in the change process and everyday operation. There are different models that can be applied to help with motivation such as Maslow’s hierarchy of needs theory. 
Maslow’s hierarchy of needs theory arranges human needs in a hierarchy. The hierarchy is like a pyramid where the lowest need is the most dominant. The human needs are as follows (Parvez, 2019)
Physiological Needs 
Safety Needs
Social Needs
Esteem Needs 
Self-actualization 






Conclusion 

 To conclude, Jaguars rebrand has been met with lots of negative feedback after they announcing a move away from the traditional sports car aesthetic to a more contemporary aesthetic and a completely electric vehicle line up. From 2018 to 2024, Jaguars sales had steadily decreased, as well as the UK Government announcing a Zero emission mandate which blocked the sales of new petrol/diesel cars within this period. These driving forces along with an already saturated EV market, Jaguar had looked to set themselves apart by rebranding as a luxury and modern EV manufacturer. 
From looking at Kotter’s and Lewins Change models, there is reason to believe that this change might not be effective. Although the change is yet to be determined as successful or not, from applying the models it can be assumed that the vision may not have been communicated effectively to the consumers, an essential stakeholder for vehicle manufacturers. Better leadership that could identify the main target audience and what they are interested in could of lead a marketing and design team to effectively communicate the rebrand so that it would be taken in more positively by the car and Jaguar community. 
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