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Land Rover Brand Campaign  

Background 

The global automobile industry is not just witnessing huge disruption from 

technological changes, it  is also under the weather thanks to regulatory issues 

as well  as the impact  of the pandemic .  

Against such a backdrop, luxury vehicles have been less affected and SUVs have 

been in favour for the past decade or  more, which should augur well  for Land 

Rover. That said, Land Rover too needs to plan its transition to the “Destination 

Zero”  or “Future Perfect”  future with shifts to electric, connected and 

autonomous vehicles, as also to the world of mobility as a service, albeit a 

luxury one in the case of Land Rover.  

Objective 

To position Land Rover as the luxury SUV brand that is a cut above and beyond  

everyone else.  

Target Audience 

There would be two types of customers for Land Rover:  

• The luxury SUV type who is outgoing, adventurous and l ikes travell ing by 

road to faraway and off -the-beaten-track destinations . Mostly male and 

between the age of 35 and 55, he would travel alone at t imes, and at 

other t imes with family and friends. He is  successful at work, wealthy, or 

at the very least aff luent, well -travelled and knowledgeable about cars, 

especially SUVs.  

• The second and important audience for Land Rover would be 

institutional. Decision-makers at defence and police organisations, NGOs, 

aid agencies and charit ies, media and other organisations whose work 

takes them to far-f lung places and inhospitable terrains an d cl imate 

conditions and who therefore need a reliable and sturdy workhorse SUV.  

While the f irst audience would be the primary one to address in advertising and 

brand communications, the second would be better served through direct 

response, sales presentations and demos/test drives.  

Besides, the f irst audience would be more concerned with self - image and social 

image, the second audience would be driven more by reliabil i ty and budgetary 

conditions.  That said, the second audience would also view/read the sa me 

communication in mass media.  

 



Competition 

Competition for Land Rover is not l ikely to come from the luxury segment 

alone, but from Toyota Land Cruiser. In fact, I  would say that it  is best to focus 

on Toyota Land Cruiser and Mitsubishi Pajero as the main competitors , rather 

than Mercedes and BMW S UVs.  

The reason I say this  is because Land Rover actual ly has l itt le or no 

competition, for the kind of vehicle it  is .  On luxury parameters, it  would score 

higher than Merc or BMW any day, especially because of  al l  those customizable 

features that make it  one of a kind. And on safety and rel iabi l ity parameters, it  

does even better than Merc and BMW; however, those constrained even 

slightly by budgets might consider Toyota Land Cruiser or a Mitsubishi Pajero, 

especially on sturdiness and rel iabil ity.  

What we want the customer to think of Land Rover (brand positioning)  

Land Rover is a one-of-a-kind luxury SUV that I  can drive anywhere and beyond.  

What will  make him believe us (brand promise)  

Only Land Rover is equipped with every thoughtful feature you could possibly 

need, to take you to the corners of the earth  in unmatched luxury .  

Rationale 

• All the unique features of Land Rover that make it  possible to drive over 

any kind of terrain, and in any possible weather condition.  

• Also, the unique customizable features for specialized segments of 

customers.  

• The assurance of Roadside Assist anywhere in the world.  

Tone and manner  

• Speaks with the authority and experience of someone who has travelled 

the earth  

• Outgoing, adventurous and a curious observer  

• A Brit ish sense of sportiness  

How communication  can build the Land Rover brand  

While Land Rover has a fairly clear brand image, there is a need to refresh it,  

with an eye on the future direct ion for JLR overal l,  and to be able to faci l itate 

the transition whenever it  is ready, to mobility as a service.  

The Land Rover brand should stand for above and beyond in every sense –  

especially in the larger-than-life imagery of conquering challenges on road 



journeys. Therefore,  communication wil l  have to appeal to the explorer, 

traveller, nature-lover in the target audience and help him believe that the 

most unimaginable journeys are actually possible.   

And because it  is a luxury brand, I  recommend that we base our communication 

on the insight that even urbane, city-born and bred bosses need the wilderness 

now and then in their l ives to balance the mundane and famil iar of their day-

to-day existence.  

In that sense, the communication will  attempt to create a distinctive Land 

Rover image, through its protagonist , not merely the vehicle .   

Creative Idea 

The creative idea for the Land Rover campaign : journeys made for Land Rover , 

through which we convey the sense of above and beyond . 

In the video adverts to relaunch the Land Rover brand, especially as the Covid -

19 pandemic ends, we focus on capturing the above and beyond dimension of 

the brand, through road journey s, undertaken with friends . In  that sense, there 

is always a social context in which the Lan d Rover man, as it  were, comes 

through as a different, more interesting person because of his travels.   

In the print campaign, we focus on capturing the same spir it  of Land Rover, and 

also share information on what sets the brand apart . However, we do this  

through breathtaking photography, sl ightly aerial for the most part , to convey 

the larger-than-life imagery of above and beyond.  I  was thinking Land Rover 

ought to commission a well -known photographer l ike Steve McCurry (or anyone 

else who special izes in journeys) to travel to out of the way destinations and 

photograph his impressions. Some of these images would be used in the 

campaign, while the rest could become a travell ing exhibition,  “Land Rover 

Journeys”.  

In both f i lm and print, we leave viewers/read ers with visual images of these 

above and beyond journeys stamped with Land Rover , as on the bonnet of the 

vehicles. Here, I  might as well  mention that I  recommend that Land Rover 

change the branding on the vehicle bonnet to Land Rover from Range Rover. 

Not only is the Land Rover/Range Rover branding  confusing, it  gets worse when 

it  comes to the Defender and Discovery models, so it  helps to have only the 

brand Land Rover on the bonnet, with specif ic models badged on the rear of 

the SUV as is usually followed in the car industry.  

TV Advert #1 (Sunrise):  



Film opens outside a country home, where parked in the driveway is a Land 

Rover. A young couple (in their mid to late thirties) are busy loading their 

luggage into the boot of the SUV. The electric vehicle had been charging 

overnight, so our protagonist di sconnects the charger and they look set to start 

on their journey.  

The early morning sun glints on their Land Rover windows and as they drive 

through the country road, we see beautiful reflections of the tree branches 

overhead on the windscreen.  

Cut to another couple in their Land Rover driving down similar  roads, while the 

lady converses with the lady in the f irst Land Rover over the phone. From the 

conversation and the reassuring tone of  the lady in the f irst Land Rover, we 

gather that the second Land Rover couple are not so accustomed to such 

journeys.  

Second Land Rover lady ( in excited tone):  I  told him not to expect any help  at 

the wheel .  I  hope it’s okay.  

First Land Rover lady:  Relax, darl ing. Just sit  back and watch a f i lm.  

Soon, the f irst Land Rover stops outside another couple’s home, where they are 

waiting to be picked up for the journey.  

Hellos and greetings.  

Now we see the Land Rovers make their way through the country landscape, 

from an aerial view. Camera is either dr one footage of them travel l ing through 

beautiful,  yet tough topography, or close ups of the vehicles as they negotiate 

rocks, streams and even slushy, muddy tracks.  

(The music is orchestral with a contemporary touch, heightening the sense of 

a great road journey) 

Between these views, we also remember to catch up with our travellers  now 

and then, who look relaxed and comfortable inside their plush and luxurious 

Land Rovers , least affected by the challenging outdoors .  

It ’s late afternoon/early evening now and we catch up with our six fr iends at a 

luxury hil lside resort . They are out on the porch of their resort , enjoying a 

drink and unwinding from the journey.   

Protagonist:  Anybody up to catching the sun rise with me tomorrow?  

Bewildered looks al l  around, as if  to say, are you kidding? A bit  of laughter as 

well.  



Land Rover man (shrugs his shoulders):  You have no idea what you’re missing!  

Next morning, we see our hero perched on a rocky mountain top, his back to 

camera. All  is peace and quiet. Beside him, he has his f lask of coffee and his 

binoculars and camera. He pours himself  some coffee and as he takes a sip, his 

eyes l ight up. The sun rises, f looding the hil ls in the distance with its golden 

glow. 

He is suddenly startled by a hand on his shoulder, and when he turns around, 

he is surprised and delighted to see that his friends decided to join him after 

all .  

Fi lm ends on the group of frie nds enjoying the moment, backl it  by the beautiful 

and soft morning l ight.  

The entire scene is stamped with Land Rover branding as if  on the vehicle’s 

bonnet. 

Land Rover logo and sign off super appears.  

Land Rover  

Above and beyond 

 

TV Advert #2 (Party):  

Film opens at a friend’s dinner party with our Land Rover hero, a man in his 

early to mid-forties, having just made his appearance. He is busy saying his 

hellos to friends and to other guests as introductions take place.  

The party has about 30 to 40 guests, all  mingling and chatting in small groups.  

They’re all  about the same age, and dressed in smart evening casuals.   

A waiter brings around a tray of drinks and the Land Rover man helps himself  to 

a glass of whisky. A friend who hasn’t s een him in a while walks up to catch up.  

Friend:  Drove past your home the other day and your Land Rover wasn’t there.  

Where have you been?  

Protagonist  (with a grin):  Take a guess.  

Scene flash from his recent birding tr ip.  

Friend:  One of your birding trips?   

Protagonist:  Right, you are!  



Another scene from the trip f lashes past.  

Friend:  I  should have known. 

Cut to yet another scene from the birding trip.  

Just then a lady guest who overhears this, walks up to them.  

Lady guest:  Birds,  did you say? 

In this way, scenes from the Land Rover journey and his birding trip keep 

intercutting with scenes from the party.  

Friend:  Yup, he is always f l itt ing about!  

Lady guest:  Really, where do you go, exactly?  

The Land Rover chap looks around to see if  he can f ind any of his other friends .  

Cut to similar scene from his birding trip,  where the hero is trying to sight 

birds.  

We finally f ind our protagonist and the lady guest now out on the terrace . He 

starts to show her a few of the bird  shots he has saved on his mobile.  

Just at that point, an old friend recognizes him and greets our protagonist with 

a loud hello.  

Friend:  Long time, no see. Where have you been?  

Protagonist (smiling wickedly , and speaking as an aside to camera):  Here we 

go again… Where have I  been? Take a guess.  

He looks relieved at the thought of being freed from the lady guest  and waves 

to his friend. 

Protagonist:  Just the person I need to talk to.  

Happily, and politely , takes leave of the lady guest.  

Scenes from the Land Rover journey end the f i lm , with Land Rover branding 

being embossed on the scene as if  on the vehicle’s bonnet .  

Land Rover logo and sign off super appear.  

Land Rover  

Above and beyond 

 



TV Advert #3 (Skiing Holiday):  

Film opens on a couple in their late forties and their two kids –  daughter and 

son –  who would be in their late teens (17 -19 years old) driving in their Land 

Rover in a snowy landscape. From a sl ightly aerial view, it ’s white, grey and 

bleak, with craggy mountains and deep gorges o ver which bridges take the Land 

Rover from one snowy range to another.  

We follow them on the road for a bit,  and notice that the  Land Rover has skis 

mounted on the roof tell ing us that the family is on a skiing holiday.  

The sun briefly peers through the clouds, sending down shafts of l ight, which 

dazzle blindingly when reflect ing off the snowy landscape , as they reach the ski 

resort. They get their ski gear out of the Land Rover , spot a few of their friends 

at the resort and wave to them from afar.  

Soon, we see the family set off  on their skis, sl iding down the slopes at great 

speed and with great ski l l .  Through the trees on the slopes, we catch glimpses 

of them zipping past . And we also fol low them down the slopes, as they zig -zag 

down the mountain side.  

We follow them down to the base of the slope, where the couple stop and 

catch their breath. They are obviously thril led with their ski ing, so say a high 

f ive with their ski poles.  

As they trudge in the snow toward each other, mum notices th at their kids are 

nowhere to be seen.  

Mum (to dad) :  Seen Lisa and Fred?  

Dad:  Nope. They should be around.  

Camera pans across the ski slope  with plenty of skiers , as mum speaks.  

Mum:  I  don’t see them anywhere.  

Mum and dad, both look around, scanning the area to see if  they can spot the 

teens.  

We cut to Fred call ing out to Lisa, as she hits a rock and is thrown off -balance. 

We then realise that they are on a different,  rather deserted,  ski slope. 

Fred:  Lisaaaa! Oh god, no!  

Fred skis down to catch up with Lisa and help her, as she has tumbled to the 

ground, and asks if  she’s alr ight.  

Fred:  Are you alr ight?  



Lisa (with an exasperated grunt, as she tries to get back on her feet, helped 

by her brother):  What do you think?!  

She sees Fred frantically tapping something on his wrist .  

Cut to parents now back at the resort, dad looking at his mobile. He receives an 

alert from Land Rover and exclaims in great relief.  

Dad:  Found!  Let’s go!  

He takes his wife by her arm and leads her towards their Land Rover vehicle.  

Dissolve to them driving in the snow to a spot where they f ind their children 

waiting.  

They meet and hug each other, as great relief and joy at being found wash all  

over them.  

Lisa: How did you manage to f ind us?  

Mum looks at Dad who looks at Fred, who waves his GPS tag .  

Dad:  Land Rover’s GPS tracker, my dear.  

Fred:  Pretty cool, uh?  

The family gets into the Land Rover, as the last dying rays of the sun glint off  

the vehicle.   

End on the scene of the snowy mountain side with Land Rover driving through 

it  stamped with Land Rover branding as on the bonnet of the vehicle.  

Land Rover logo and sign-off super appear.  

Land Rover.  

Above and beyond 

 

Land Rover Print Campaign  

In print, we treat the idea a l itt le differently, as explained earlier. The Land 

Rover vehicle or part icular model is not important; what is important is the 

larger-than- l ife journey that makes the Land Rover owner who he is.  

Print Advert #1:  

Headline: Beats the view from the corner office, any day.  

Copy:  



Those who own a Land Rover know what it  means to head out into uncharted 

country and leave the city behind .  

To them it  is a breath of fresh air. Life and sustenance itself.   

For only a Land Rover is thoughtfully designed and built  with every conceivable 

feature you could possibly need on such a journey.  You can be certain of 

unmatched luxury, even as you driv e to the ends of the earth.  

In the rare event you are ever stranded, you have our GPS location tracker as 

well  as Roadside Assist to rely upon, no matter where in the world you are.  

Go ahead. Indulge in the outdoors. And return with your batteries recharge d. 

Sign-off:  Land Rover (logo)  

Above and beyond 

 

Print Advert #2:  

Headline: To a Land Rover owner, this is what work from home looks l ike.  

Copy:  

He thinks nothing of just packing his bags and decamping to the hil ls or to a 

seaside resort .  

For him it  is a way of  taking a break from the humdrum of daily existence.  

For only a Land Rover is equipped with thoughtful features and gadgetry to 

take you anywhere you please.  In plush and unmatched luxury.  

In the rare event you are ever stranded, you have our GPS location tracker as 

well  as Roadside Assist to rely upon, no matter where in the world you are.  

Go ahead. You have a very good reason to work from home, when home is 

anywhere your Land Rover takes you.  

Sign-off:  Land Rover (logo)  

Above and beyond 

 

Print Advert #3:  

Headline: A family vacation where few would dare to tread.  

Copy:  



That's because Land Rover owners know that no matter how far the 

destination, how tough the terrain, how harsh the cl imate, their Land Rover 

will  take them there safely.  

For no other vehicle is as thoughtfully designed and engineered, equipped with 

every feature you could possibly need, as a Land Rover is.   

You can never really be lost or stranded, because Land Rover's sophist icated 

GPS location tracker will  always f ind you. And our Roadside Assist is always on 

call ,  no matter where in the world you might be driving.  

Go ahead. Have the time of your l ives. Treat your fami ly to vacations they 

never dreamed of.  

Sign-off:  Land Rover (logo)  

Above and beyond 

 

Print Advert #4:  

Headline: Land Rover is merely an excuse to turn explorer.  

Copy:  

Explore the whole wide world.  Travel up the Amazon, or the Nile. Roam the 

deserts and canyons,  people once called home.  

Owning a Land Rover is a chance to discover the world around us.  

For no other vehicle is as thoughtfully designed and engineered, with every 

feature you could possibly need, as a Land Rover is .  You can drive it  to the ends 

of the earth in unmatched luxury.  

In the rare event you are ever stranded, Land Rover's sophisticated GPS 

location tracker will  always f ind you. And our Roadside Assist is always on cal l,  

no matter where in the world you might be driving.  

Go ahead. Surprise yourself  with a Land Rover journey that existed only in your 

imagination.  

Sign-off:  Land Rover (logo)  

Above and beyond 

 

Print Advert #5:  



Headline: Why Land Rover owners are always asked where they’ve been.  

Copy:  

Land Rover owners have travelled so much, they have a treasure trove of 

stories to regale you with. Of rare birds they sighted on a trip to a rainforest, 

or a wild f lower that  grows up in the mountains, that only they know the name 

of.  

For no other vehicle is as thoughtfully des igned and engineered as a Land Rover 

is,  to take you to the ends of the earth.  With every advanced automotive 

feature at your command, and in plush, unmatched luxury.  

In the rare event you are ever stranded, Land Rover's sophisticated GPS 

location tracker  and Roadside Assist are always on call  to help you.  

Go ahead. Travel the world by road and see how much there is that you have 

yet to discover.  

Sign-off:  Land Rover (logo)  

Above and beyond 

 

One-off print advert  to launch a new generation vehicle of Land Rover  

The following is an example of a product launch advert, when ever Land Rover is 

launching a next-generation vehicle with some product improvements. In this 

case, I  have taken the case of a better suspension system. The idea is to keep it  

within the same direction for the brand Land Rover which is to communicate 

above and beyond.  

Headline: Handling ups and downs was always second nature to Land Rover.  

Now it coasts above them.  

Subhead: The all -new Range Rover 2022. With a new, superior suspension 

system. 

Copy:  

Every Land Rover owner knows that the roughest, toughest terrain is happy 

hunting ground for the Land Rover. It  is capable of negotiating the steepest 

slopes, both up and down hil l ,  with ease and composure.  

Now, they’l l  be del ighted to hear that the new Range Rover 2022 has a new 

suspension system, guaranteed to make off -road journeys even smoother and 



more pleasurable. Seated inside the new Range Rover 2022, you will  simply 

glide over every pothole, pit  and crater. Making l ight work of  out -of-the-way 

road and off-road trips.  

Just one more reason to prefer Land Rover, if  you needed one.  

Sign-off:  Land Rover  

Above and beyond 

 

Media recommendations:  

For new generation product launches, I  would recommend using only print 

adverts and digital/social media adverts to announce them. There is really no 

need to spend vast amounts on producing TV adverts/videos and airing them, 

since TV adverts don’t help impart much information either. That money should 

be saved and spent on the main brand communicat ion, not on advertis ing new 

models.  

As a general guideline, I  would suggest that Land Rover use mass media, 

selectively, for the main brand campaign, and use digital for tactical adverts 

announcing new variants, new promotion offers, events, etc.  

The main Land Rover brand campaign should ru n on select news media. The TV 

adverts should air on English news channels as well  as on Discovery, National 

Geographic, BBC Earth, etc.  It  should also be on You Tube and appear on 

streaming services, where allowed.  

The print campaign should appear in sele ct newspapers and magazines such as 

The Times London, The Guardian, NYT, The Economist, BBC Top Gear, National 

Geographic, Conde Nast Traveller, etc.  

The Overlanders Club of Land Rover owners  

The mass media campaign and digital communication will  a lso work  alongside 

the direct marketing idea of forming a club of Land Rover owners, for which I 

have already shared ideas on my blog.  

Overlanders will  be a club which is akin to a social network, where members 

also get to communicate with each other, besides Land  Rover communicating 

with them. 

Whether it ’s combustion engine, electric,  hybrid, autonomous or mobility as a 

service,  here’s hoping Land Rover will  truly go above and beyond.  



 

This brand campaign document as well  as the campaign ideas it  contains have 

been written and conceptualized by Geeta Sundaram, advert ising and brand 

communications professional and blogger who can be reached at 

geetasundaram08@gmail.com and via https://www.l inkedin.com/in/geeta -

sundaram-aka-wise-owl  
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