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Executive Summary
The report examines the steps Jaguar Land Rover (JLR) has taken to respond to the shift in the UK towards electric vehicles (EVs) as a result of sustainability goals, evolving consumer tastes and laws from the government. By 2039, JLR will be net-zero thanks to the support of its Tata Motors owner, and it will bring its first fully electric lines to market in 2025. First, the company is analysed from an outside view by looking at PESTLE and Porter’s Five Forces which reveal that there is more economic volatility, higher standards for the environment and pressure from new EV companies like Tesla and BYD. Analysis of Value Chain and VRIO shows that JLR has strong abilities in design, branding and technology inside the company.
The SWOT framework points out brand equity and R&D strengths and electrification delays are seen as weaknesses. Because of these points, four options are introduced: selling premium EVs to the market, introducing inexpensive electric models, entering business partnerships to enhance technology and integrating sustainability with circular economy strategies. Using the SAFe model, now JLR can assess these options to determine if they are good enough, acceptable and doable with the available resources and strategies in place.
The conclusion is that JLR needs to work fast to have more electric cars, enhance its business alliances and integrate sustainability in daily operations to preserve its position and react to the rapid transformations in the auto industry.

Table of Contents
Introduction	1
Strategy Analysis	2
External Environment Audit	2
PESTLE Analysis	2
Porter’s Five Forces	3
Internal Environment Audit	4
Value Chain Analysis	4
SWOT Analysis	6
VRIO Analysis	7
Strategy Formulation	8
Strategic Alternatives	8
Evaluation of Alternatives (SAFe Model)	9
Conclusion and Recommendations	10
References	11






[bookmark: _Toc201241882]Introduction
Organisations today need strategic management to deal with sustainability issues and new technology (Whittington et. al, 2023). Jaguar Land Rover (JLR) must use strategic approaches as the UK moves to electric vehicles to stay ahead and protect the environment (JLR, 2023).
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Figure 1: Jaguar Land Rover (JLR, 2023)
JLR which belongs to Tata Motors, has luxury cars such as Jaguar, Range Rover and Defender in its fleet. JLR’s key production locations are in Solihull and Castle Bromwich, and it covers more than 100 areas worldwide. Everything the company does is focused on giving premium experiences by using sustainable innovations (JLR, 2023). The automaker focuses on electric vehicle (EV) advancements and keeping luxury and performance at the same time. JLR wishes to cut its carbon emissions in the whole supply chain to zero by 2039 and create zero tailpipe emissions by 2036. A key aspect of its strategy is switching to electric cars by 2025 so that sustainability and smart mobility remain its main strengths (JLR, 2023).
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[bookmark: _Toc201241884]External Environment Audit
Examining the external environment helps Jaguar Land Rover understand what impacts its strategies. The PESTLE framework looks at the big factors outside of the company and Porter’s Five Forces studies the competition within the industry.
[bookmark: _Toc201241885]PESTLE Analysis
Key factors in the macro-environment have a big impact on strategy in the UK automotive industry (Begum & Chowdary, 2024). To be competitive and fulfil its sustainability commitments, Jaguar Land Rover (JLR) needs to handle these external factors.
Political: Since the UK left the European Union in 2020 (Brexit), trade policies have been disturbed and there is now uncertainty about tariffs (Bailey & De Propris, 2017). Because JLR exports most of its cars, facing customs issues has caused it to consider different approaches to European logistics and supplier plans (Bailey & De Propris, 2017). One more point, bilateral trade deals made outside the EU now matter more than ever in deciding the direction of international growth.
Economic: After the pandemic hit, the recovery of the UK’s economy has not been even. Costs in the manufacturing sector have gone up because of inflation and delays in the supply chain, mostly for things like semiconductors (Arestis & Karagiannis, 2023). Because of this commitment, the government has supported subsidies and infrastructure for EVs which is positive for JLR’s EV business line.
Social: People have changed the way they think about purchasing and because they care more about the environment, there is greater interest in electric and hybrid vehicles. People living in cities now lean more toward smart, linked and environmentally friendly methods of travel (Bodrog & Mile, 2025). The company should create products that match the preferences of youthful, gadget-savvy and eco-conscious people.
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Figure 2: PESTLE Analysis (Self-Prepared)
Technological: Vehicle-related technologies, mainly battery improvements, and better connections between cars and autonomous driving, are transforming the automotive sector rapidly. To stay in front, JLR has stepped up R&D investments and works with tech companies to make use of new software and electric car technology (Emmanuel Augustine Etukudoh et al., 2024). Technologies using AI such as AI driver-assistance, offer benefits as well as challenges.
Legal: Because of strong rules in the UK and EU such as the Road to Zero strategy and Euro 6/7 standards, constant progress is needed in both cutting-edge propulsion and increased safety. Failure to stick to the rules not only costs a business money but can also harm its reputation (Upadhyay et al., 2020).
Environmental: Because of the focus on climate change worldwide, companies are now putting more attention on sustainable procedures. JLR expects to be neutral in carbon emissions by 2039 and zero in tailpipe emissions by 2036, reflecting what is set out in the Paris Agreement and broader ESG guidelines (Chen et al., 2020).
[bookmark: _Toc201241886]Porter’s Five Forces
Using Porter’s Five Forces, it is possible to study and analyse the rivalry in the UK automotive sector. To adjust to new industry challenges, Jaguar Land Rover (JLR) needs to recognise and study these forces.
Threat of New Entrants: The automotive sector has long depended on a large financial investment, tough rules and the importance of having a strong brand. Nowadays, because of new technology and digital tools, accessing the world’s culture is much easier. Agile production and electric power are part of what allows new entrants Arrival and Rivian to compete in the EV market free from the problems faced by well-established automakers (Cho & Shin, 2022). Because the market is growing more accessible, long-established companies like JLR must always try to be first with something new.
Bargaining Power of Suppliers: High-tech and rare materials are largely controlled by suppliers, who usually have a lot of bargaining power. The current worldwide chip shortage slowed down vehicle production, showing that automakers are weak when their supply relies on a few sources (Frieske & Stieler, 2022). Relying heavily on particular suppliers for electric gear makes JLR more dependent.
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Figure 3: Porter’s Five Forces (Self-Prepared)
Bargaining Power of Buyers: Now, people buy vehicles that are sustainable, high quality and use the latest technology. Many EVs can now be found at affordable prices, so the power of buyers has risen. High-quality service and products help a company keep its customers (Mukherjee, 2022).
Threat of Substitutes: Having access to public buses, ride-sharing services and car rentals allows fewer people to own personal cars. Tesla and BYD which are solely focused on EVs, also attract environmentally aware consumers by providing good substitutes (Sun & Yang, 2025). They now must revise how people purchase their vehicles and how they go about electrification.
Industry Rivalry: Many major automakers that emphasise speed and luxury are based in the UK. Intense competition continues, fuelled by new technologies, spending on marketing and fast growth in electric car sales. Brand history by itself is not enough now—brands must stay ahead with technology to differentiate themselves (Mohammad Nazir & Shavarebi, 2019).
[bookmark: _Toc201241887]Internal Environment Audit
A complete look at JLR’s internal environment includes its Value Chain and VRIO analysis which explain the company’s efficiency and ability to compete.
[bookmark: _Toc201241888]Value Chain Analysis
Using Michael Porter’s Value Chain allows a business to study its internal activities and point out how each helps achieve a competitive advantage. The value chain for Jaguar Land Rover (JLR) depends on excelling in workflow and delivering what customers want.
Inbound Logistics: Partnerships built over many years with worldwide providers allow JLR a constant supply of quality raw materials and components. However, the challenges caused by the COVID-19 pandemic and current political issues have shown weaknesses in the just-in-time method of procurement. For this reason, JLR has quickened action to spread its supply chain across regions to make it more resilient (Sakuramoto et al., 2019).
Operations: JLR’s factories are known for being very precise and running smoothly. Utilising robotics and AI in manufacturing has led to more work being done and fewer errors by people. Because of this commitment to lean manufacturing, there is improved control over costs and assurance of quality (Sarfraz et al., 2021).
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Figure 4: Value Chain Analysis (Self-Prepared)
Outbound Logistics: JLR serves markets successfully thanks to a well-organised global distribution network. Automating warehouses and using route optimization has made it even easier to handle finished goods (Sharma & Khanna, 2020).
Community marketing/specialists: The company depends on promoting its history of being a luxury and performance brand. Digital strategy, joining with influencers and offering special events are ways that premium brands connect with their customers (Xu, 2024).
Service: JLR keeps its customers by providing remote diagnostics and loyalty programmes as after-sales services. Having instant responses from customers helps in always updating and improving products and services (Lee & Lee, 2019).


[bookmark: _Toc201241889]SWOT Analysis
A SWOT analysis summarises Jaguar Land Rover’s (JLR) strengths, weaknesses, opportunities and threats, displaying how it stands against competitors in the auto industry.
Strengths: The brand reputation of JLR is based on its British background, precision in engineering and luxury design. Thanks to its excellence in off-road performance and attention to design, the company has entered the global market and seen many customers become loyal to its brand (Manello & Calabrese, 2019).
Weaknesses: Even though JLR holds a leading place, it has been slower than others to change over to electric cars. Sticking with ICE models in the past has made the firm less able to meet new rules or consumer expectations quickly. Chip shortages, together with other disruptions, have significantly reduced how much products can be made by factories (Jagani et al., 2024).
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Figure 6: SWOT Analysis (Self-Prepared)
Opportunities: Since electric vehicles (EVs) are gaining popularity everywhere, Jaguar Land Rover can demonstrate leadership in the premium category of EVs. Working with technology companies and investing in eco-friendly platforms supports both business growth and environmental care (Abbas & Tong, 2023).
Threats: The company is facing tough competition from electric vehicle (EV) companies such as Tesla and BYD. Tighter rules and economic changes bring complications and to stay up-to-date with new technologies, the industry must carry on research (Lempp & Siegfried, 2022).

[bookmark: _Toc201241890]VRIO Analysis
This framework—Value, Rarity, Inimitability and Organisation (VRIO)—helps companies examine how well their internal resources and capabilities will endure. This analysis makes clear what is helping Jaguar Land Rover (JLR) be a top company in the premium automotive market.
Value: Being steeped in Britain’s car-making history, JLR’s iconic brand delivers a lot of value in car markets dedicated to luxury and speed. By following market changes toward electrification and green mobility, the company reflects a responsible programme of innovations. Because of this flexibility, JLR can adapt to the rising demand for electric and automated vehicles (Nath & Dwivedi, 2021). They not only help create a good picture of a company among customers but also deliver value to shareholders over many years.
Rarity: Making cars with British craftsmanship and new technology is unusual in the auto industry around the globe. Unlike some rivals, JLR promotes combining the brand’s well-known design with the newest technology. This unusual promise makes Coca-Cola different from other brands in the premium segment (Helmold, 2020).
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Figure 5: VRIO Analysis (Self-Prepared)
Inimitability: Because JLR has specialised in its powertrain designs, luxury touches and car designs for years, it is challenging for rivals to copy these. Benefiting from its complex supply integration, specialised experts and knowledge from the past, it has a lasting advantage over others (Begum & Chowdary, 2024). Others might copy surface aspects but still be unable to reproduce the major innovations or impact of the brand.
Organization: A matrix structure in the organisation allows functions to be matched with key strategic goals. Quick decisions about changes in regulations or the market are possible because of cross-functional teams. Under the "Reimagine" plan, JLR recently optimised its resources and management, so the company is now very well-placed to leverage its valuable and scarce assets (Anderson, 2019).
All the VRIO criteria are met by JLR’s strategic resources which helps the company remain a leader and ensure continued success.
[bookmark: _Toc201241891]Strategy Formulation
To stay ahead in the UK’s fast-changing car market, Jaguar Land Rover (JLR) should update its strategy. Companies must look to future options that help them grow sustainably, stay innovative and be leaders in their industry.
[bookmark: _Toc201241892]Strategic Alternatives
Adapting to electric vehicles (EVs) is possible if JLR applies various strategies focused on different areas.
Market Penetration: By launching new electric versions of their luxury cars such as the Range Rover and Jaguar XF, JLR can improve its EV profile. Serving loyal markets such as the UK, EU and China allows companies to increase awareness of their brand and serve new demand for luxury electric vehicles. In this way, companies can expand without paying for the expenses of entering new regions (Whittington et al., 2023).
Product Development: JLR could build an electric brand that is priced so that middle-income and young consumers who care about protecting the environment are attracted to it. This might lead to the same results as Tesla’s Model 3 which made EV adoption more accessible to everyday people. Diversifying its products attracts more customers and allows JLR to guard against profit losses over the long term (Kotler et al., 2022).
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Figure 7: Strategic Alternatives (Self-Prepared)
Strategic Alliances: Partnering with tech companies like Nvidia and battery makers like Envision AESC is very important for working with AI in autonomous cars. Joining forces with others in the industry can cut costs for new ideas and allow more rapid inclusion of advanced features, all of which are important for separating EV makers from rivals (Kamikawa & Brummer, 2024).
Sustainability Integration: Working with circular economy methods such as battery recycling, choosing green resources and testing modular production, can limit emissions and save the company money going forward. It goes along with the hopes of other parties and the worldwide carbon-neutral targets decided by the government (Shakeel et al., 2020).
Utilising these different approaches will allow JLR to maintain its leadership and follow global climate commitments and consumer trends.
[bookmark: _Toc201241893]Evaluation of Alternatives (SAFe Model)
Using the SAFe model (Suitability, Acceptability, Feasibility), we look at each of the strategic alternatives.
Suitability: There is a strong connection between the proposed methods and moving towards EVs. Sticking with what they already do well, helps their brand, meanwhile, they use product development to reach more eco-conscious consumers. Both strategic alliances and sustainability integration are ways to deal with major changes in technology and environmental care in the industry. Because of this alignment, JLR can deal with the risks brought by changes in government policy and customer demands (Grant, 2022).
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Figure 8: Evaluation of Alternatives - SAFe Model (Self-Prepared)
Acceptability: For people involved in businesses such methods ensure there is an even distribution of both gains and losses. By focusing on market penetration and partnerships, firms use their assets and existing ties which is generally more secure. Even though it costs money at the beginning, the risk of not gaining market share is smaller than the opportunity to grow as a leader. More and more, ESG-centred investors expect companies to incorporate sustainability which matches what consumers expect as well (Abbas & Tong, 2023).
Feasibility: Because Tata Motors supports JLR financially and with resources, JLR can follow these strategies. Having factories, R&D locations and expertise in top-class engineering allows the company to address both product and sustainability improvements. Working with other companies brings new technology that JLR does not have, so it does not have to start innovating from the beginning (Anderson, 2019).
In all, the various strategic choices match the SAFe criteria well, so they are likely to work for JLR’s shift toward electric vehicles.
[bookmark: _Toc201241894]Conclusion and Recommendations
Jaguar Land Rover’s (JLR) results of external and internal strategic audits indicate that the environment it operates in is detailed but full of opportunities. Because of changes in rules, market forces and technology, along with strong competitors, PESTLE and Porter’s Five Forces require businesses to make flexible and forward-looking strategies. JLR is strong inside the company because of its recognisable brand, advanced technology and wide global footprint which were proven by the VRIO and Value Chain analysis. Long delays in electrification and the use of older technologies are real weaknesses for the industry.
JLR’s position is well aligned across Europe and beyond, mainly in the luxury electric vehicle (EV) sector. A good company heritage, the ability to innovate and being backed by Tata Motors allow the company to grow sustainably.
It is also important for companies to combine long-term research in electric technology with signing deals to advance in AI and battery technology. In this way, JLR can keep its high-quality image while pursuing sustainability.
To maintain its competitive advantage in the long run, future investigations might analyse AI use in independent vehicles, various methods to cut carbon emissions for all stakeholders and the effects of digital ecosystems on top EV brands.
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