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Thoughts on Jaguar Land Rover Company as a Brand 

 

I  happened to vis it  the corporate website of Jaguar Land Rover this morning 

(never knew they had a corporate site earlier) and found that the company has 

a great new strategy: to become Destinat ion Zero, as they put it ,  in accidents, 

emissions and congestion.  

While this is an admirable goal for the company, and that too,  a luxury  

carmaker, it  is not a strategy . Neither is i t  a mission, as the site says 

elsewhere. It  is a goal or a vision that ought to be articulated in more positive 

terms in order to bui ld the company’s brand and image.  

To achieve this goal or vis ion, the company needs a strategy and from what the 

website says, they look forward to “creating an autonomous, connected , 

electrif ied and shared future of mobility”.  

While a proper strategy is being formulated at the Company, I  would l ike to say 

here that it  wil l  have to be developed in stages , or shorter-term strategies, as 

well. These will  be developed in response to customers’ changing l ifestyles, 

preferences and tastes. It  would also help to put t imelines to these strategies 

as well  as quantify reductions in emissio ns, accidents and congestion  for these 

periods.  

Phase 1 (by 2025):   

My view is that JLR customers are ready for a connected, electric and shared 

mobility world. Connected not necessari ly in terms of IoT  yet,  but in basic GPS 

navigation and blue-tooth technology and the l ike . Shared mobility for the JLR 

customer would have to be a bespoke, luxury subscription mobility service. I  

read about JLR launching a subscription service, Pivotal ,  on a trial/pilot project 

in the UK and that is  a great idea. However, its  branding needs a rethink and it  

should be enhanced to be in l ine with JLR’s products and services.  

Phase 2 (by 2030):   

This is when autonomous vehicles and IoT get added to the future of mobility. 

When mobility becomes integrated with cit ies’ traff ic mana gement systems and 

smart cit ies.  

Here too, because JLR operates at the luxury end of the mobil ity market, its 

products and services have to be “first -class” in product quality and brand 



imagery. So, if  the future of mobility is autonomous, electric, conne cted and 

shared, what will  JLR stand for?  

Destination Zero needs to be articulated  therefore in a JLR way, so that it  sends 

a message about the brand to all  within the Company and those outside, be 

they investors, suppliers, technology partners or customers.   

Working from the brands upwards:  

I  think it  might be a good idea to approach this from t he brands’ point of view 

and work upwards.  

The two brands, Jaguar and Land Rover are well  established in people’s minds ;  

Land Rover, particularly clear and distinctive in its positioning and image. 

Jaguar, less so, and I  think its “art of performance” pos it ioning needs a rethink  

as well .  

In my view and understanding of the Jaguar brand, its advantages must stem 

from the attributes of speed, agi l ity and grace. In today’s automotive world and 

in the future world of mobility, it  would therefore make sense to interpret 

them as offering the Jaguar customer “the ultimate jet -age commute” in which 

speed, agil ity and grace come together to create an ethereal and individual 

travel experience.  

Land Rover, on the other hand, is the brand that empowers the customer to  go 

anywhere, no matter what. “Above and beyond”  captures the essence of the 

brand in being able to overcome any obstacle or tough terrain.  When the brand 

forms its owners’ club, as I  would recommend, in partnership with RSPB and 

the National Geographic  Society, it  would also be building its  environment 

conservation credentials in a way that customers and owners too can 

participate.  

Working from the parent company down:  

We should also perhaps consider JLR’s relationship with its owner and parent 

company, Tata Motors and the Tata Group. In my view, JLR can make immense 

contributions to Tata Motors by helping develop its range of vehicles for India 

and other markets.  

At the moment, Tata Motors stands for “Connecting aspirations” and I am not 

sure what it  is t rying to communicate. To my mind, Tata Motors ought to stand 

for values and benefits that are in keeping with the overal l  Tata brand, that is 

much larger than Tata Motors. I  believe that the Tata brand stands for building 

and empowering human capital.  Which is why my suggestion for the positioning 

of Tata Motors would be based on values of quality, reliabi l ity and 



empowerment. These can be articulated through a statement for Tata Motors, 

such as “Journey onwards” or “Keep journeying ahead’, exh orting customers to 

keep travell ing, both physically and figuratively speaking.  

 

The relationships between all  the various brands:  

Now, let’s take a look at how all  the different brands and components come 

together to create a kind of brand architecture f or JLR, in relationship with 

other brands.  

 

As we can see, JLR’s brands, Jaguar and Land Rover, both are empowering the 

individual in a sense , with their brand promises of “jet -age commute” and 



“above and beyond”. They give the customer a certain power to  transcend 

boundaries in travel,  be they of t ime and space, or of terrain and climate.  

Above, we can also see how its parent company, Tata Motors,  empowers 

individuals to “keep journeying” and the Tata brand itself  empowers people.  

We need to f ind the missing l ink that wil l  position JLR the company in such a 

way as to make sense of the whole and will  also dist inguish it  from competition 

in terms of a cleaner, safer and less congested future.  

The relationship with Tata Motors is important in terms of collaborat ing with 

the latter to develop its brands for the Destination Zero future.  The dotted 

l ines between these yet -to-be-launched Tata Motors brands and Jaguar and 

Land Rover indicate these fu ture l ines of technical collaboration.  

With Tata Motors having retired its Indica and Indigo brands and launching a 

new set of models, I  think there is a need for the company to give the shared 

mobility future in India too some serious thought. It  might he lp the company to 

relaunch itself  with brands in important segments and sustain those over the 

long term. I see opportunities in the mid -size sedan, MPV and SUV segments  

(developed with JLR know-how) for the Indian market , with compact cars 

perhaps for export markets.  

Competition for the JLR corporate brand:  

To be able to position the JLR corporate brand right, we need to f irst look at 

the competitive environment and identify competition clearly.  

Because JLR operates in the luxury segment of automobiles, b e it  Jaguar or 

Land Rover, or Pivotal,  JLR’s new mobility subscription service, its competitors 

will  be all  luxury car manufacturers and their brands.  

• Porsche 

• Mercedes-Benz 

• BMW (BMW, Mini and Rolls Royce)  

• Tesla (Electric)  

• Aston Martin  

• Bentley 

• Audi 

• Toyota (Land Cruiser)  

• Lexus 

Of these, the closest competitors for JLR,  because of its brands, Jaguar and 

Land Rover will  be:  



• Porsche 

• Toyota (Land Cruiser )  

• Mercedes-Benz 

• BMW 

• Tesla 

• Audi 

Rolls Royce, Aston Martin, Bentley, and perhaps even Ferrari would be 

competition in an outer layer, if  you l ike,  not least because of  the price  

segments they operate in and Ferrari and Lamborghini are of course in the 

super-car or uber luxury segment.  

I  would add another angle to the analysis  of competition: Within the luxury car 

segment, which company/brand leads the race to the safe, autonomous, 

electric and shared mobility future ? 

I would say the order then, would look something l ike this:  

• Tesla 

• BMW 

• Toyota 

• Porsche/Audi  

• Mercedes-Benz 

Clearly then, the top three competitors are the ones to focus on for JLR and the 

ones to watch, with Porsche slipping into this group, because Porsche is the key 

and main competitor for Jaguar as a sports luxury car brand.  

Strengths of the JLR brand:  

The Jaguar Land Rover corporate brand has several strengths that can enable it  

to differentiate itself  from competition and position itself  as uniquely poised to 

lead luxury mobility into the future.  

• British motoring heritage, known especial ly in the area of lu xury cars 

• Engineering prowess and design , which ought to be showcased more 

through competitive F1 racing  

• Huge R&D centre at Coventry developed in collaboration with Warwick 

University and its Warwick Manufacturing Group (WMG)  

• Already working in the area of  autonomous vehicles with Waymo  

• Successful launch of its all -electr ic luxury SUV Jaguar IPace in America, 

going head to head with Tesla  

• Launch of Pivotal subscription service for shared mobility in UK on pilot 

basis  



• The strength of two iconic brands, Jaguar and Land Rover that are both 

youthful and sporty –  qualit ies that should lend themselves well  to 

positioning JLR as the company that can take us to a world of connected, 

clean, shared and safe mobility.  

 

The importance of this last point should not be underestimated, because 

brands and companies that carry too much old baggage with them and 

don’t  manage to age well ,  can be at a disadvantage, i .e. Mercedes-Benz 

and Bentley.   

Weaknesses to focus on:  

The weaknesses of JLR primari ly stem from a lack of a clear and distinctive 

image for the corporate brand, which is what we need to now create.  

Of its two brands, Land Rover has a more focused image and naturally does 

better, but it  needs to communicate its brand benefits more.  

Jaguar, on the other hand, has no clear and distinctive image, partly I  think 

because the company has not identif ied its key customer and competitor r ight. 

I  get the sense that Jaguar is trying to compete with the BMWs and Mercs of 

the world, when the customer for a sports luxury car is a very different 

individual  from the usual luxury car buyer. That is why I also think the main 

competitor for Jaguar is Porsche.  

This is important to keep in mind, right from the product design and 

engineering stages all  the way to brand positioning and communication. If  

Jaguar does compete at all  with BMW and Mercedes, it  would be competing 

against their specif ic sports models  (BMW’s M -badged sports cars and Mercs 

that are badged with AMG), and not at an overal l  brand level.   

Also, Jaguar needs to showcase its engineering prowess on the race track, a 

must for sports luxury automobiles.  

Differentiating factors for JLR:  

While JLR works on its weaknesses as well  as those of Jaguar, the company can 

build its brand on the strength of many features.  

Its Brit ish motoring heritage wil l  need to be leveraged, but in  a way that is 

different from Aston Martin, Bentley and Rolls Royce. It  can put pride back in 

the automobile engineering city of Coventry and also draw from it.  

It  can partner with the best in information technology, automobile engineering, 

urban planners and authorities, in order to pave the way to the future.  



It  can position itself  as the sporty, outdoors -loving luxury automaker that cares 

for the environment,  in the way Britons usually do.  In fact, the classic sporty, 

outdoorsy Brit ish values can help position JLR as a company that cares about a 

sustainable future in mobility .  

Brand Positioning for JLR:  

Jaguar Land Rover, with its  legendary Brit ish engineering capabil it ies and its 

concern for the environment, is committed to driving you to a cleaner, greener 

and safer world.  

 

Tagline thought for the brand:  

The positioning statement for the brand should translate into a l ine that 

captures the essence of what we are try ing to convey and also tie in with the 

overal l  “empowering the individual” positioning of the Tata brand as well  as 

the “keep journeying ahead” message of Tata Motors.  

Jaguar Land Rover  

Arrive, future-perfect  

JLR corporate vision rephrased:  

Destination Zero » » » Future-Perfect  

Brand Imagery for JLR:  

Jaguar Land Rover ought to be seen as a company that promises the best of 

Brit ish engineering, with a classic sporty luxurious character  

The brand promises the best of Brit ish motoring luxury, knowing well that all  

the odds are against it  and that is how i t  maintains its future-oriented, 

optimistic disposition.  

Britain is a small is land, with inclement weather most of the time. Its cit ies 

have narrow streets while the country has meandering, hil ly country roads that 

pass through small l i tt le hamlets.  That’s how the country has learnt to make 

the most of what it  has, and JLR epitomizes it  in the design and engineering 

ingenuity that go into making JLR’s cars future -perfect.  

JLR must strive to be to Britain, what Ferrari ,  its soul-sister,  is to Italy. Sports 

luxury cars made with f lair,  and designed to exhilarate.   

JLR’s brand identity:  



Jaguar Land Rover as a company requires to have its own corporate brand 

identity.   

The brand identity/logo that is developed must capture the classic sporty 

Brit ish values of the brand and its promise of a future -perfect world. It  must 

also communicate something of the city of Coventry, its spiritual home in 

England, that is the country’s auto manufacturing hub. 

Given that Jaguar’s and Land Rover’s biggest markets are the US and China ,  

New England elegance and sophistication would help to balance the 

engineering heritage of Coventry , to give JLR’s  brand of luxury a  unique and 

differentiating character.  

 

Some directions for JLR Corporate Brand Identity:  

I  have attempted to create just a few designs (although I must emphasise I am 

not a designer) for JLR and its corporate logo in order to indicate what 

direction the corporate identity  can and ought to take. These are by no means 

the f inal logo design recommendations.  

A corporate JLR crest:  

Below are a few design thoughts for a co rporate crest for JLR, which I bel ieve a 

sports luxury carmaker ought to have.   

Here I have attempted to capture the heritage of JLR by creating a kind of 

monogram with the init ials and by showcasing one of JLR’s classic cars (the 

Jaguar E-type would be ideal) in a l ine i l lustration form, which unfortunately 

was not possible. One of the crests with a heraldry banner says “Credo in 

futuro” which in Latin is supposed to mean “Bel ieve in the future ” ,  and it  also 

features a draughtsman’s tools.  

The phoenix features as the symbol of Coventry and of renewal in all  the 

designs and the laurel in one of the crests is meant to stand for JLR’s 

achievements on the race track as well  as awards.  

 



 

 

 

JLR Branding with Crest:  



 

Pivotal,  JLR’s project for shared mobility:  

I  also happened to read on the corporate website of JLR that the company has 

launched a shared mobility subscription service, Pivotal ,  in the UK. I  am not 

sure if  this is being tested as a pi lot project, or if  it  is a full -f ledged 

subscription service that has been launched all  across the UK, but it  is worth 

pointing out at this stage itself  that Pivotal will  then be JLR’s third brand, and 

it  must be treated as such.  

Since JLR is working towards creating the futur e of connected, electr ic and 

shared mobil ity, encapsulated by Destination Zero, or now, Future Perfect, the 

company will  have to treat the shared mobility subscription service very 

carefully right from the start. Luxury brands’ consumers, particularly, are  not 

known to be forgiving so any mistake or s l ip -up at this stage could cost JLR 

dearly.  

Rebranding Pivotal:   

As I mentioned earlier in this document, the Pivotal branding needs to be 

revisited and the sooner, the better. The branding must be based on these 

important factors:  

• communicate future of shared mobil ity  

• have luxury connotations  

• be in keeping with the image of Jaguar and Land Rover  

• be in keeping with the overal l  image now being created for JLR , the 

company 



I  think Pivotal falls short on all  the se parameters and I have some alternatives 

to recommend. I  have worked on these  branding options, keeping in mind al l  of 

these and also imagery that suggests l ightness of movement, future, and 

fluidity, as well  as “Brit ishness”.  

Lightness of movement:  

• Zephyr 

• Ether 

• Spry 

• Avia 

• Airia  

• Aeolia  

Future:  

• Ether 

• Zephyr 

• Aeolia  

• Ethernity 

Fluidity:  

• Zephyr  

• Spry  

• Avonier  

• Avonova  

• Airia  

• Areola  

Britishness:  

• Avonier   

• Avonova  

• Albion  

• Avalon  

Positioning for the Pivotal brand:  

When thinking of how to position Pivotal  in the minds of customers, it  is 

important to keep in  mind one key difference between this and JLR’s other 

brands. This will  be a service brand, not merely a product one, and its delivery 

depends on several  crit ical  factors:  

• People 



• Technology 

• Product 

Add to that the fact that is it  at the luxury end of the mobility market, and you 

have a fourth factor to think of:  

• Exclusivity that will  help build relationships with customers  

Customers will  now have the option of subscribing to a monthly/annual service, 

booking with either Jaguar or Land Rover  without actually owning either. They 

will  come on board as travellers, and being luxury travellers, wil l  have to be 

treated l ike First Class/Business Class passengers . In fact, many would be 

prospective Jaguar and Land Rover buyers and must be treated with the same 

respect as existing customers of JLR.   

The people who chauffer them as well  as those behind the service in the app, 

as well  as in customer care, will  be l ike pilots  and cabin crew who ought to be 

trained to offer the f inest service.  

Technology wil l  have to be of the highest order and connectivity will  have to be 

quick and responsive.  

Most of all ,  customers will  subscribe because it  offers them a luxurious way to 

commute, without the hassles of owning and maintaining a high -performance 

luxury vehicle. And because they see themselves as trend-setters in the future 

of clean, green, shared  mobility.  

I  would imagine that these  people would be slightly younger , but aff luent and 

successful urban folk who would l ike to begin their  journey in clean and shared 

mobility.  And JLR can help these customers believe that they are pioneers in 

creating a new future of mobility.  

Zephyr 

Future-perfect shared mobility  

Branding options for  the shared mobility subscription service:  

Below are a few designs I have attempted for some of the branding options 

that I  would recommend. These are not the f inal logo designs by any means, 

and are only indicative of the kind of branding possibil it ies that JLR can 

consider.   

They might help to set a direction for this new brand, with its  own clear 

positioning. I  must add that the “futuristic” dimension can also be 



communicated through the logo design, even if  not in the brand name, as you 

will  see below. 

 

 

 

 

 

 

 





 



 

 

Of all  these brand names, the ones I would recommend for consideration for 

the mobility subscription service from JLR are the last three in the following 

order: Zephyr, Ether/Ethernity and Spry.  

They have the elements of motion  and nimbleness as well  as an ethereal,  

sporty feel that we want for the JLR brand and they all  have a futuristic r ing to 

them, which can be further enhanced through design.  

Concluding remarks:  

To sum up, I  would l ike to say that this is a good time as any for JLR to clearly 

position itself  as a maker of luxury sports cars that cares for our future and the 

environment and is working towards creating that future.  

• Future perfect is the articulation of that world that JLR wil l  usher in  

• Future perfect positioning helps JLR align itself  wit h Tata Group and Tata 

Motors and enables it  to contribute to building a product range and 

brands for Tata Motors  

• JLR will  be launching a third brand with Pivotal (or its alternative) in 

connected, electr ic and shared mobility and must work carefully in 

building its image as a brand  

• We must anticipate and realise today  itself ,  that if  the world of shared 

mobility gains momentum and traction, JLR and Tata Motors must be 

prepared to see Pivotal (or its alternative) become a big enough stand-

alone brand that can be spun off as a separate company in the future  



• The reason I say this  is because within the Tata conglomerate, i t  wil l  

become too cumbersome for one company to manufacture the vehicles as 

well  as manage the service  and do justice to both 

• Communication is key to building brands and I would urge both JLR and 

Tata Motors to invest in sensible brand -building over the long term. 

Focus on the right products for the future we are about to enter, and 

commit to long-term sustained investments in building them.  

 

 

“Keep journeying ahead, for then we shall arrive in a 

future-perfect world. But remember to choose the 

direction wisely.”  

 

 

 

 

 

This brand strategy document as well  as the ideas contained in it  have been 

created by Geeta Sundaram, advert ising and brand communications 

professional, who can be contacted at geetasundaram08@gmail .com or at 

https://www.linkedin.com/in/geeta-sundaram-aka-wise-owl 
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