



Submit Search


Upload
JAGUAR LAND ROVER - Annual Report 2022.pdf
•
0 likes•290 views


Rajiv KrishnaswamyFollow
Index :
5 Fiscal year at a glance
6 Chairman’s statement
8 Chief Executive Officer’s statement
10 Our strategy
14 Refocus
16 Our business model
18 Our product and innovation achievements 20 Our environmental and social governance 26 Operating environment
28 Global retail sales
30 Chief Financial Officer’s statement
36 Our approach to risk
40 Introduction to governance
44 Leadership
48 Effectiveness
50 Accountability
52 Investor relations engagement
52 Approach to TaxRead less

Read more
Automotive




Report
Share








Report
Share



1 of 77Download NowDownload to read offline



































































































































































Recommended
Marketing strategy of maruti suzuki
Marketing strategy of maruti suzukisaurabhkumarlohal 


The Financial Analysis Report on Hyundai Motor India Limited (HMIL)
The Financial Analysis Report on Hyundai Motor India Limited (HMIL)Mehul Gondaliya 


TATA - JAGUAR LAND ROVER
TATA - JAGUAR LAND ROVERAmrita Gandikota 


TOYOTA
TOYOTADeepa Ram Suthar 


Segmentation,Targeting and Positioning (STP) of Jaguar Cars
Segmentation,Targeting and Positioning (STP) of Jaguar CarsGaurav Sharma 


Business policy and strategic management of maruti suzuki
Business policy and strategic management of maruti suzukiRahul Hedau 


Ford Presentation
Ford PresentationNitinGarat 


Joint venture - Case study
Joint venture - Case studyKiran Hanjar 










What's hot
B2B Marketing: MRF’s Strategies pitch & plans for TAFE 
B2B Marketing: MRF’s Strategies pitch & plans for TAFE piyushree nagrale 


Jaguar- TATA Motors 
Jaguar- TATA Motors Navneet Sharma 


Renault logan case study
Renault logan case studyManas Tripathy 


Renault   atlas - en - march13
Renault   atlas - en - march13cananbarnard 










What's hot
Maruti udyog limited  bcg matrix
Maruti udyog limited  bcg matrixKonok Mondal 


Mahindra Presentation : Analysis of Mahindra & Mahindra Scorpio
Mahindra Presentation : Analysis of Mahindra & Mahindra ScorpioAnand Tomar 


Hyundai motors
Hyundai motorsSoumya Pradip 


Hero motor corp
Hero motor corpHemanth Yadavalli 










What's hot
maruti suzuki power point presentation
maruti suzuki power point presentationRakesh Kumar 


Eprg model
Eprg modelFrancis Das 


PPT ON TATA MOTORS CASE 8
PPT ON TATA MOTORS CASE 8Syed Nabeel Ali 


Jaguar ppt
Jaguar pptShiva Goel 










What's hot
Maruti suzuki STRATEGIC MANAGEMENT
Maruti suzuki STRATEGIC MANAGEMENTsanjay p 


INTERNATIONAL MARKETING OF TATA MOTORS
INTERNATIONAL MARKETING OF TATA MOTORSJiten Menghani 


Iiml apsl04 team4_tata_jlr_acquisition
Iiml apsl04 team4_tata_jlr_acquisitionPrakash574 


Hyundai Strategy 
Hyundai Strategy Devansh Doshi 










More Related Content
What's hot
B2B Marketing: MRF’s Strategies pitch & plans for TAFE 
B2B Marketing: MRF’s Strategies pitch & plans for TAFE piyushree nagrale 



Jaguar- TATA Motors 
Jaguar- TATA Motors Navneet Sharma 



Renault logan case study
Renault logan case studyManas Tripathy 



Renault   atlas - en - march13
Renault   atlas - en - march13cananbarnard 



Maruti udyog limited  bcg matrix
Maruti udyog limited  bcg matrixKonok Mondal 



Mahindra Presentation : Analysis of Mahindra & Mahindra Scorpio
Mahindra Presentation : Analysis of Mahindra & Mahindra ScorpioAnand Tomar 



Hyundai motors
Hyundai motorsSoumya Pradip 



Hero motor corp
Hero motor corpHemanth Yadavalli 



maruti suzuki power point presentation
maruti suzuki power point presentationRakesh Kumar 



Eprg model
Eprg modelFrancis Das 



PPT ON TATA MOTORS CASE 8
PPT ON TATA MOTORS CASE 8Syed Nabeel Ali 



Jaguar ppt
Jaguar pptShiva Goel 



Maruti suzuki STRATEGIC MANAGEMENT
Maruti suzuki STRATEGIC MANAGEMENTsanjay p 



INTERNATIONAL MARKETING OF TATA MOTORS
INTERNATIONAL MARKETING OF TATA MOTORSJiten Menghani 



Iiml apsl04 team4_tata_jlr_acquisition
Iiml apsl04 team4_tata_jlr_acquisitionPrakash574 



Hyundai Strategy 
Hyundai Strategy Devansh Doshi 



Maruti suzuki
Maruti suzukiNidhi Jain 



Jaguar Land Rover - Integrated Assessment
Jaguar Land Rover - Integrated AssessmentYordan Dimitrov 



Strategic Technology management for TOYOTA
Strategic Technology management for TOYOTAPulkit Vijayvargiya 



Jaguar Land Rover Acquisition by Tata MotorsJaguar land rover acquisition by ...
Jaguar Land Rover Acquisition by Tata MotorsJaguar land rover acquisition by ...Percy Poonegar 





What's hot (20)
B2B Marketing: MRF’s Strategies pitch & plans for TAFE 
B2B Marketing: MRF’s Strategies pitch & plans for TAFE  


Jaguar- TATA Motors 
Jaguar- TATA Motors  


Renault logan case study
Renault logan case study 


Renault   atlas - en - march13
Renault   atlas - en - march13 


Maruti udyog limited  bcg matrix
Maruti udyog limited  bcg matrix 


Mahindra Presentation : Analysis of Mahindra & Mahindra Scorpio
Mahindra Presentation : Analysis of Mahindra & Mahindra Scorpio 


Hyundai motors
Hyundai motors 


Hero motor corp
Hero motor corp 


maruti suzuki power point presentation
maruti suzuki power point presentation 


Eprg model
Eprg model 


PPT ON TATA MOTORS CASE 8
PPT ON TATA MOTORS CASE 8 


Jaguar ppt
Jaguar ppt 


Maruti suzuki STRATEGIC MANAGEMENT
Maruti suzuki STRATEGIC MANAGEMENT 


INTERNATIONAL MARKETING OF TATA MOTORS
INTERNATIONAL MARKETING OF TATA MOTORS 


Iiml apsl04 team4_tata_jlr_acquisition
Iiml apsl04 team4_tata_jlr_acquisition 


Hyundai Strategy 
Hyundai Strategy  


Maruti suzuki
Maruti suzuki 


Jaguar Land Rover - Integrated Assessment
Jaguar Land Rover - Integrated Assessment 


Strategic Technology management for TOYOTA
Strategic Technology management for TOYOTA 


Jaguar Land Rover Acquisition by Tata MotorsJaguar land rover acquisition by ...
Jaguar Land Rover Acquisition by Tata MotorsJaguar land rover acquisition by ... 






Similar to JAGUAR LAND ROVER - Annual Report 2022.pdf
the_swft_product_overview_11072016
the_swft_product_overview_11072016Mohd Tajul Azuar Ahmad Sharby 



Monthly newsletter by seeman distributors February edition
Monthly newsletter by seeman distributors February editionAshis Kumar  Dey 



Promoting GVCs in the coffee industry in east Africa
Promoting GVCs in the coffee industry in east AfricaNara (Huihua) Hu 



Will the Bull run Continue ?
Will the Bull run Continue ?aditya72 



Feb 2021
Feb 2021CHETANJAIN142 



Shipra finance Will the bull run continue in equity market-feb-21
Shipra finance Will the bull run continue in equity market-feb-21Binod  Shukla 



February nl
February nlRamKrishna269 



Spicejet Equity Research Report
Spicejet Equity Research ReportAnupreet Choudhary 



Shipra finance will the bull run continue in equity market-feb-21
Shipra finance will the bull run continue in equity market-feb-21Binod  Shukla 



Blockchain Bond Market / Research
Blockchain Bond Market / ResearchAlessandro Benigni 🌕 



AWE EU Startup Pitch: Kourosh Atefipour with Valkyrie Industries Ltd
AWE EU Startup Pitch: Kourosh Atefipour with Valkyrie Industries LtdAugmentedWorldExpo 



eCommerce Benchmark Report - Q4 2015
eCommerce Benchmark Report - Q4 2015Demac Media 



New mci ppt
New mci pptBam Charles H 



TATA CONSULTANCY SERVICE.pptx
TATA CONSULTANCY SERVICE.pptxSnehajitDey 



CMD_Gucci_Presentation_09062022_557b4633b0.pdf
CMD_Gucci_Presentation_09062022_557b4633b0.pdfyoungpark89 



Construction & Property Presentation
Construction & Property PresentationJames Doubtfire 



Chrysler Group LLC ￼Full Year & 4th Quarter 2013 Results Review
Chrysler Group LLC ￼Full Year & 4th Quarter 2013 Results ReviewAutoblog.it 



Global views company profile
Global views company profileafsalsfqbas 



Canadian Government Grants--2018 and Beyond
Canadian Government Grants--2018 and BeyondReza Akhlaghi 



Explore Canadian Government Grants for Your Business
Explore Canadian Government Grants for Your BusinessRDP Associates 





Similar to JAGUAR LAND ROVER - Annual Report 2022.pdf (20)
the_swft_product_overview_11072016
the_swft_product_overview_11072016 


Monthly newsletter by seeman distributors February edition
Monthly newsletter by seeman distributors February edition 


Promoting GVCs in the coffee industry in east Africa
Promoting GVCs in the coffee industry in east Africa 


Will the Bull run Continue ?
Will the Bull run Continue ? 


Feb 2021
Feb 2021 


Shipra finance Will the bull run continue in equity market-feb-21
Shipra finance Will the bull run continue in equity market-feb-21 


February nl
February nl 


Spicejet Equity Research Report
Spicejet Equity Research Report 


Shipra finance will the bull run continue in equity market-feb-21
Shipra finance will the bull run continue in equity market-feb-21 


Blockchain Bond Market / Research
Blockchain Bond Market / Research 


AWE EU Startup Pitch: Kourosh Atefipour with Valkyrie Industries Ltd
AWE EU Startup Pitch: Kourosh Atefipour with Valkyrie Industries Ltd 


eCommerce Benchmark Report - Q4 2015
eCommerce Benchmark Report - Q4 2015 


New mci ppt
New mci ppt 


TATA CONSULTANCY SERVICE.pptx
TATA CONSULTANCY SERVICE.pptx 


CMD_Gucci_Presentation_09062022_557b4633b0.pdf
CMD_Gucci_Presentation_09062022_557b4633b0.pdf 


Construction & Property Presentation
Construction & Property Presentation 


Chrysler Group LLC ￼Full Year & 4th Quarter 2013 Results Review
Chrysler Group LLC ￼Full Year & 4th Quarter 2013 Results Review 


Global views company profile
Global views company profile 


Canadian Government Grants--2018 and Beyond
Canadian Government Grants--2018 and Beyond 


Explore Canadian Government Grants for Your Business
Explore Canadian Government Grants for Your Business 









Recently uploaded
Intddddddddd-to-Criminal-Law-Slides.pptx
Intddddddddd-to-Criminal-Law-Slides.pptxAshadulHoqueJahin1 



Diagnostic software DTS Monaco How To 2019.pdf
Diagnostic software DTS Monaco How To 2019.pdfxkey861 



Quality Chinese Truck Spare Parts (B)-PASOU
Quality Chinese Truck Spare Parts (B)-PASOUBenWong328672 



idea development.pptxcccccccccccccccccccccccccccccccc
idea development.pptxcccccccccccccccccccccccccccccccclolsDocherty 



Project Summary 2.pdf project summary pr
Project Summary 2.pdf project summary prIvannaCervantes2 



MSES Manual - Mahindra & Mahindra customer specific requirements
MSES Manual - Mahindra & Mahindra customer specific requirementsIlayarajaMK1 





Recently uploaded (6)
Intddddddddd-to-Criminal-Law-Slides.pptx
Intddddddddd-to-Criminal-Law-Slides.pptx 


Diagnostic software DTS Monaco How To 2019.pdf
Diagnostic software DTS Monaco How To 2019.pdf 


Quality Chinese Truck Spare Parts (B)-PASOU
Quality Chinese Truck Spare Parts (B)-PASOU 


idea development.pptxcccccccccccccccccccccccccccccccc
idea development.pptxcccccccccccccccccccccccccccccccc 


Project Summary 2.pdf project summary pr
Project Summary 2.pdf project summary pr 


MSES Manual - Mahindra & Mahindra customer specific requirements
MSES Manual - Mahindra & Mahindra customer specific requirements 








JAGUAR LAND ROVER - Annual Report 2022.pdf

	1. Annual Report 2021/22  J A G U A R L A N D R O V E R A U T O M O T I V E P L C 1
ANNUAL REPORT 2021/22
J A G U A R L A N D R O V E R A U T O M O T I V E P L C
 


	2. Annual Report 2021/22  J A G U A R L A N D R O V E R A U T O M O T I V E P L C 3
CONTENTS
S T R AT E G I C R E P O R T
F i s c a l y e a r a t a g l a n c e
C h a i r m a n ’s s t a t e m e n t
C h i e f E x e c u t i v e O f f i c e r ’s s t a t e m e n t
O u r s t r a t e g y
R e f o c u s
O u r b u s i n e s s m o d e l
O u r p r o d u c t a n d i n n o v a t i o n a c h i e v e m e n t s
O u r e n v i r o n m e n t a l a n d s o c i a l g o v e r n a n c e
O p e r a t i n g e n v i r o n m e n t
G l o b a l r e t a i l s a l e s
C h i e f F i n a n c i a l O f f i c e r ’s s t a t e m e n t
O u r a p p r o a c h t o r i s k
I n t r o d u c t i o n t o g o v e r n a n c e
L e a d e r s h i p
E f f e c t i v e n e s s
A c c o u n t a b i l i t y
I n v e s t o r r e l a t i o n s e n g a g e m e n t
A p p r o a c h t o Ta x
5
6
8
1 0
1 4
1 6
1 8
2 0
2 6
2 8
3 0
3 6
4 0
4 4
4 8
5 0
5 2
5 2
F I N A N C I A L S TAT E M E N T S
I n d e p e n d e n t a u d i t o r ’s r e p o r t
C o n s o l i d a t e d i n c o m e s t a t e m e n t
C o n s o l i d a t e d s t a t e m e n t o f
c o m p r e h e n s i v e i n c o m e a n d e x p e n s e
C o n s o l i d a t e d b a l a n c e s h e e t
C o n s o l i d a t e d s t a t e m e n t o f
c h a n g e s i n e q u i t y
C o n s o l i d a t e d c a s h f l o w s t a t e m e n t
N o t e s ( f o r m i n g p a r t o f t h e c o n s o l i d a t e d
f i n a n c i a l s t a t e m e n t s )
P a r e n t c o m p a n y f i n a n c i a l s t a t e m e n t s
5 8
6 8
6 8
6 9
7 0
7 1
7 2
1 4 0
D I R E C T O R S ’ R E P O R T
D i r e c t o r s ’ r e p o r t
5 4
3
Annual Report 2021/22 J A G U A R L A N D R O V E R A U T O M O T I V E P L C
 


	3. Annual Report 2021/22  J A G U A R L A N D R O V E R A U T O M O T I V E P L C 5
FISCAL YEAR AT A GLANCE
R E TA I L S A L E S 1
FY2021/22: 376,381
FY2020/21: 439,588
FY2019/20: 508,659
376,381 UNITS
R E V E N U E 3
FY2021/22: £18.3bn
FY2020/21: £19.7bn
FY2019/20: £23.0bn
£18.3bn
P R O F I T/ ( L O S S ) B E F O R E TA X
A N D E X C E P T I O N A L C H A R G E S 1 2
FY2020/21: £0.7bn
FY2021/22: £(0.4)bn
£(0.4)bn
F R E E C A S H F L O W 1
FY2021/22: £(1.2)bn
FY2020/21: £0.2bn
FY2019/20: £(0.8)bn
£(1.2)bn
N E T D E B T 4
FY2021/22: £3.2bn
FY2020/21: £1.9bn
FY2019/20: £2.2bn
£3.2bn
FY2019/20: £(0.4)bn
1 Please see note 3 of the financial statements on page 76 for alternative performance measures.
2 Please see note 4 of the financial statements on page 78 for more information relating to exceptional items. The £43 million of exceptional char-
ges in FY22 relates to customer liabilities arising from sanctions imposed against Russia by many countries, preventing the shipment of vehicles and
certain parts to the market.
3 Please see note 5 of the financial statements on page 80.
4 Net debt is defined as total cash and cash equivalents, deposits and investments per the alternative performance measures on page 76 less total
interest-bearing loans and borrowings per note 25 on page 104.
WE ARE A GLOBAL AUTOMOTIVE MANUFACTURER OF DISTINCT BRITISH BRANDS,
JAGUAR AND LAND ROVER.
WE ARE REIMAGINING THESE BRANDS IN A WORLD OF MODERN LUXURY BY DESIGN,
WITH SUSTAINABILITY AND QUALITY AT THEIR HEART.
THROUGH THIS STRATEGY, WE WILL BECOME THE CREATOR OF THE WORLD’S MOST DESIRABLE
LUXURY VEHICLES AND SERVICES, FOR THE MOST DISCERNING OF CUSTOMERS.
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Recent history has been relentless with the global pandemic, military
conflict, growing inequality, supply chain shortages and more.
Decades of experience have been squeezed into two dizzying years.
Businesses have had to cope with this unprecedented sequence of
events with speed and agility. While these changes have had a serious
impact on businesses and communities, they have also accelerated
some important trends for the future viz. i) Energy transition –
irreversible move to green mobility, ii) Supply Chain transition –
rebalancing of supply chains to become resilient, iii) Digital transition
– Artificial Intelligence and Machine Learning becoming mainstream
and iv) Talent transition – Coming of age of the Talent Cloud –
a diverse, inclusive, global talent pool that can be accessed remotely.
In the midst of these changes, Jaguar Land Rover embarked on
the Reimagine journey to embrace an electric future and transform
into a digitally savvy modern luxury business delivering strong
financial results.
During the year, we saw the successful global launch of the award-
winning New Range Rover, while customer deliveries of Defender
continued across 94 markets, with 107,208 units sold by the end of
FY2021/22.
The global shortage of semiconductors had a disproportionately
adverse impact on Jaguar Land Rover’s production and sales
compared to our competitors. Even though we took various steps
to address the issue, the situation continues to remain challenging.
This is a key issue facing Jaguar Land Rover and we are working
assiduously to address the same during FY2021/22. This should aid
a gradual recovery in performance through the coming year.
The company delivered a resilient performance during the year
despite a fall in revenues by reducing their breakeven levels to
320,000 units. While production and sales remained significantly
constrained, the business continued to see strong demand for its
products, with global retail orders at record levels thanks to strong
demand for Defender and New Range Rover.
Revenue fell 7 per cent to £18.3 billion, whilst the company’s EBIT
margins fell to negative 0.4 per cent, with lower volumes on working
capital in the first half of the financial year resulting in a free cash
outflow of £1.2 billion. Retail sales declined 14 per cent for the year.
Recently, the people of Jaguar Land Rover provided timely support
to alleviate the humanitarian crisis in the aftermath of the Ukraine/
Russia conflict by mobilising vehicles to support the International
Federation of Red Cross and Red Crescent refugee programmes; in
raising tens of thousands of pounds through individual donations to
aid agencies; and in offering direct support to reunite families.
Looking beyond these near-term challenges outlined above,
Jaguar Land Rover is in a strong position with a striking portfolio of
attractive premium luxury products, a healthy bank of customer
orders, low break-evens and the right strategy to support its
unique and renowned British brands in a rapidly changing legislative
and commercial landscape. Additionally, Jaguar Land Rover is an
important player in the automotive vertical of the Tata Group where
we are driving collaboration, knowledge sharing and synergies across
our group companies.
I am confident that in the coming years we will be able to realise
the full potential of Jaguar Land Rover as it executes its strategy to
seize the mega trends described above. I would like to thank all our
colleagues and partners for their passion and commitment, as we
accelerate, together, towards a successful and peaceful future.
NATARAJAN CHANDRASEKARAN
CHAIRMAN
Jaguar Land Rover Automotive plc
13 June 2022
CHAIRMAN’S
STATEMENT
“Jaguar Land Rover is in a strong position
with a striking portfolio of attractive premium
luxury products, a healthy bank of customer
orders, low break-evens and the right
strategy to support its unique and renowned
British brands in a rapidly changing legislative
and commercial landscape.”
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Fiscal year 2021/22 has been a year of foundational delivery
against our ‘Reimagine’ strategy - our roadmap to accelerate our
transformation into a modern luxury business, with its supporting
transformation plan, ‘Refocus’. We are ready to do more and go faster.
This progress has been achieved in extraordinary circumstances,
with our operations disrupted by the ongoing effects of Covid-19
restrictions as well as the industry-wide global semiconductor
supply shortage.
While the situation is gradually improving, and we can build more
of the cars our customers are waiting for, the repercussions on our
results in FY2021/22 are clear.
We are monitoring the Ukraine/Russia conflict very closely. We
have witnessed a rapidly developing humanitarian crisis in Ukraine
and its neighbouring countries. Our primary concern remains for the
wellbeing of our workforce, as well as those within our extended
network. I have been profoundly humbled by the compassionate
response of colleagues across our business, both directly helping
individual families and supporting the ongoing work of the
International Federation of Red Cross and Red Crescent Societies.
Despite the uncertain environment, I have been tremendously
encouraged by our achievements of the past 12 months.
We revealed two exceptional new models: New Range Rover and
most recently, the New Range Rover Sport. Both embody modern
luxury and have been loved by our customers around the world.
By the end of March 2022, we had received more than 45,500
customer orders for the New Range Rover. Alongside sustained,
significant demand for the Land Rover Defender, this made a record
order book during the year, and of course we expect demand to
remain very strong.
And as we work relentlessly on Jaguar’s renaissance as an all-
electric modern luxury brand from 2025, I can assure you that we
are absolutely on track.
Throughout 2021, we increased our capability as an agile, fully data-
driven, digital business with the creation of InDigital, a key pillar of
our Refocus transformation programme. Our 250 specialists focusing
on analytics, data science, data engineering and automation have
already supported initiatives that have delivered a return of over
£300 million value to our business this fiscal year.
Refocus also drives our quality transformation to realise benchmark
levels of customer satisfaction. We have seen positive impacts
across all our key quality metrics, reflected in improving positions for
our brands and products in key customer surveys.
New leadership appointments have strengthened our executive
team as we push to bring to life more of our vision, sooner.
FrançoisDossa,appointedtotheroleofExecutiveDirector,Strategy&
Sustainability, will build our capabilities in sustainability, new mobility
services and digitalisation, creating new opportunities in connectivity
and clean mobility, establishing control points on the new value chain
and driving our strategy towards technology leadership.
Lennard Hoornik joined as Chief Commercial Officer, to head all our
brand and product marketing and go-to-market strategy.
Thomas Müller, our new Executive Director of Product Engineering,
bringsinvaluableinsightinagileprinciples,advanceddriverassistance
systems and autonomous driving.
Reimagine also sees us collaborating with leaders in their fields.
I was delighted to announce a partnership with NVIDIA - the world
leader in artificial intelligence, computing, connected car services,
and automated and autonomous driving systems. Together, we can
accelerate our in-vehicle software strategy, delivering modern luxury
experiences and enabling a true leapfrog in automotive technology.
As we transform our business, at pace and amid intense external
pressures, I am deeply proud of the resilience, energy and unity of
our people.
Thanks to their commitment, as well as to our growing ecosystem
both within and beyond the Tata Group, we have the ingredients to
reimagine Jaguar Land Rover and realise its unique potential.
THIERRY BOLLORÉ
CHIEF EXECUTIVE OFFICER
Jaguar Land Rover Automotive plc
13 June 2022
CHIEF EXECUTIVE
OFFICER’S STATEMENT
“As we transform our business, at pace and amid
intense external pressures, I am deeply proud of the
resilience, energy and unity of our people.”
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OUR STRATEGY
OUR REIMAGINE STRATEGY DRIVES OUR SINGLE
AND CLEAR VISION: TO BECOME THE CREATOR OF
THE WORLD’S MOST DESIRABLE LUXURY VEHICLES
AND SERVICES, FOR THE MOST DISCERNING OF
CUSTOMERS.
This roadmap for the future of Jaguar Land Rover puts quality
and sustainability at the centre of everything we do, directed by
the simplification of our processes and the rapid electrification of
our vehicles, while creating unique customer experiences and a
positive societal impact.
As we redefine modern luxury, and with the worldwide customer
appetite for electric vehicles, we are accelerating our Reimagine
transformation into a business that will deliver double-digit EBIT
margins within five years and achieve net zero carbon through
our entire value chain, including our products, supply chain and
operations, by 2039.
MODERN LUXURY
In2021,weintroducedtheNewRangeRover,astheembodiment
of modern luxury, with breath-taking modernity to its exterior
and a highly sophisticated, reductive interior with an intuitive
approach to relevant technology.
The New Range Rover embodies a philosophy that will be
embedded across our products and our customer experiences,
acting as a key differentiator for Jaguar and Land Rover, as part
of their transformation into modern luxury brands.
At the centre of this is sustainability, in our vehicles and across
the value chain, which we will achieve through electrification;
decarbonising our supply chain, manufacturing and non-
manufacturing operations; closed-loop circularity; and in close
attention to the provenance of materials we select.
AN ELECTRIFYING, SUSTAINABLE FUTURE
We believe in the modern luxury of pure-electric propulsion that
is near-silent, efficient and sustainable.
The New Range Rover introduces plug-in hybrid electric
propulsion with a segment-leading official electric-only range of
over 100km.
From 2024, a pure-electric New Range Rover will join the family.
Over the next four years, Land Rover will welcome six all-
electric variants across two architectures – our flexible
Modular Longitudinal Architecture (MLA) and Electric Modular
Architecture (EMA). This will help us to meet unprecedented
policy shifts and an exponential rise in customer demand
towards electric vehicles across our key markets.
As adoption increases, we expect 60 per cent of global Land
Rover sales to be pure-electric by 2030.
As we accelerate Land Rover’s electrification, the renaissance of
Jaguar has also been moving at pace.
Over the past 12 months, our Future Jaguar team have
determined to develop our own bespoke pure-electric
architecture for Jaguar.
Alongside its product transformation, Jaguar is also creating
a strong digital culture, efficiently integrating technologies
and analytics, to allow the team to design a more rewarding
emotional engagement between the brand and the customer.
We are truly excited about the renaissance of Jaguar.
Our ambition to become net zero carbon by 2039 throughout
our entire value chain requires a transformation in the way
we design, engineer, supply and manufacture our products. To
secure our pathway towards this ambition, we have defined and
committed to CO2
e reduction targets by 2030, which have been
validated by the Science Based Targets initiative (SBTi), aligning
the business to a 1.5-degree celsius emissions reduction set out
by the Paris Agreement.
TRUE DIGITAL LEADER
Connectivity is a key attribute of modern luxury. Through our
Reimagine strategy and Refocus programme, we are creating
a step-change in connected experiences for customers and
accelerating our transformation into a digital leader in the
automotive industry.
We will continue to drive forward connectivity in and with our
vehicles, based on our truly market-leading capability today.
Through remote diagnostics and software-over-the-air updates,
we can already predict, diagnose and update all major vehicle
systems.
To date, we have completed more than 3 million updates on
customer vehicles and through our Electric Vehicle Architecture,
we can monitor nearly 17,000 data points to continually enhance
our customer experiences.
For example, in early 2022, we provided 200,000 customer
vehicles, fitted with our advanced Pivi Pro infotainment system,
an over-the-air upgrade featuring Amazon Alexa voice AI
capability and Wireless Apple Car Play.
We believe this ability for owners to add services and experiences
to their connected vehicles will create entirely new value for our
business.
COLLABORATING FOR A CONNECTED FUTURE
Such a strong platform for connected services also allows us to
reimagine new vehicle features. Collaboration and knowledge-
sharing with industry leaders in connected services, data and
software development is a cornerstone of our strategy.
We have formed a multi-year strategic partnership with NVIDIA,
the leader in artificial intelligence and computing, to jointly
develop and deliver next-generation automated driving systems,
plus AI-enabled services and experiences for our customers.
11
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From 2025, new Jaguar and Land Rover vehicles will be built on the NVIDIA
DRIVE™ software-defined platform – delivering a wide spectrum of active
safety, automated driving and parking systems, as well as AI features inside
the vehicle.
Together, we will redefine how our customers connect to, and enjoy their
vehicles, throughout their ownership, driving new opportunities and business
models for us and our partners.
We will continue to strive for strategic partnerships to drive innovation and
sustainability in line with our Reimagine strategy.
REIMAGINING FINANCE FOR CUSTOMERS
Through our transformation programme, Refocus, we are also forging
strategic partnerships to enhance our purchase experience.
We have partnered exclusively with BNP Paribas, to broaden competitive
automotive financing with new, innovative services across nine European
markets.
Our ambition is to provide our retail partner network and our customers with
an expanded range of financing solutions and insurance products by early
2023.
REDEFINING OUR PURPOSE
Our company purpose sets why we want and choose to exist: ‘live the
exceptional with soul’. Through our Reimagine strategy, we are changing to
become the ‘proud creators of modern luxury’, guided by a creator’s code
- a set of co-created behaviours: customer love, unity, integrity, growth and
impact.
Along the way, the positive impact of sustainability and diversity and
inclusion will enable us to better understand and serve our customers, fuel
our innovation, and engage and inspire our people.
Together, we are shaping a culture of unity, belonging, inclusion and respect,
while implementing progressive policies, benefits and support, and engaging
with our people to accelerate our progress.
FOCUSED ON THE FUTURE
With Reimagine, we are transforming our business and our two unique brands,
with a value-creation approach; delivering modern luxury experiences,
quality and profit.
We will deliver a new benchmark in environmental, societal and community
impact for a luxury business, creating the world’s most desirable luxury
vehicles, against a canvas of true sustainability.
We are transforming into an agile, fully data-driven, digital company, through
our Refocus plan. Our commitment to agile ways of working is streamlining
our operations and returning value to our business.
Together, we are realising our goals, steadfast in our ambition to be one of the
most profitable luxury manufacturers in the world.
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REFOCUS
OUR REFOCUS TRANSFORMATION PROGRAMME
IS THE ENGINE ROOM POWERING OUR REIMAGINE
STRATEGY.
Refocus has created significant change within our business and
culture over the past year, improving key quality metrics, laying
the foundations of an agile, data-driven, digital business, and
delivering over £1.5 billion of value during FY2021/22.
Refocus will drive further profitability in our business, as we aim
to realise £2.5 billion of value within three years.
The programme contains five priorities focused on improving our
operations and transforming our business. These are: improved
customer satisfaction, time to market, workforce experience,
CO2
e reduction and profitable growth.
These priorities are established in ten separate pillars - six
operational pillars and four enabling pillars. During this fiscal year,
we added our tenth pillar, Sustainability.
Agile Organisation, Leadership, Capability, Culture
QUALITY
Reduced warranty
spend
1
PROGRAMME
DELIVERY &
PERFORMANCE
Efficient
programme
delivery
2
DELIVERED
COST PER CAR
Reduction in
vehicle cost
3
END-TO-END
SUPPLY CHAIN
Faster vehicle
delivery times
4
CUSTOMER &
MARKET
PERFORMANCE
Increased profitable
market share
5
CHINA
Increased profitable
market share
6
AGILE ORGANISATION & CULTURE
7
Using data & technology to power the transformation
DIGITAL
8
Sustaining the cost improvements
RESPONSIBLE SPEND
9
DRIVING PROFITABLE CHANGE
Our Quality pillar has implemented new processes and
governance to improve quality issues and warranty spend,
resulting in an improvement to our customer satisfaction, and
reducing warranty spend to £608 per vehicle.
In Programme Delivery & Performance, we have trained more
than 4,000 of our people in agile ways of working, reducing
product delivery times and time to market. An Agile Hub has
been established, facilitating team training and coaching, as well
as redefining the company purpose in the mindset of modern
luxury.
In Delivered Cost Per Car, we have continued to build on the
successful cost reduction initiatives of our Ignite programme
– now extended to 2025 – achieving £1,600 average per car
saving, without compromising quality.
We have also created a new Supply Chain function within our
business, focusing on digitisation as well as building resilience
and sustainability within our operations. This work has included
our semiconductor crisis response.
Together, Customer & Market Performance (Pillar 5), which
revolutionises our customer journey, and China (Pillar 6) have
contributed over £800 million of value through measures
including newly digitised ordering for retailers, renewal services
for customers and profit and mix optimisations.
DIGITAL TRANSFORMATION
InDigital was launched in April in 2021 as part of our Refocus
plan. In just the past year, it has developed into a digital centre of
excellence, at the heart of Refocus, with 250 specialists focusing
on analytics, data science, data engineering and intelligent
automation.
Through a digital revolution in smart tools and processes we
supported initiatives that have delivered over £300 million value
to our business in FY2021/22, supporting and providing solutions
as diverse as supply chain visibility to mitigate the semiconductor
crisis; databased failure mode prediction; new and improved
customer offerings and customer journey digitisation; and
automation across the business for greater efficiency.
RESPONSIBLE SPEND
Responsible Spend continues from the successful Charge+
programme. We have remodelled our approach to spend and
investment, updating our purchasing processes, improving cost
and time saving allowing our teams to focus on adding value.
SUSTAINABILITY AT OUR HEART
Through FY2021/22, we brought into Refocus a dedicated
Sustainability pillar to execute our environmental sustainability
strategy - Regenerate.
Regenerate comprises eight distinct focus areas, redefining the
way we design, engineer, manufacture and even sell products
and services.
Pillar 10 acts as the operational engine to implement this
sustainability transformation through climate and circular
actions across the company, powered by the adoption of agile
methodology.
The transformation of our business through Sustainability is
supported by key executive appointments.
François Dossa was appointed to the role of Executive Director,
Strategy & Sustainability, in June 2021 and Rossella Cardone
became Director, Sustainability in January 2022.
SUSTAINABILITY
10
Building a regenerative ecosystem
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OUR BUSINESS MODEL
HOW OUR BUSINESS MODEL CREATES VALUE
INPUTS
Raw
materials
Supply
chain
Customer
insights
Skills and
people
Investment
OUTPUTS
Modern
luxury
Sustainable
growth
Reduced
environmental
impact
Stronger
communities
INNOVATION,
DIGITAL AND
TECHNOLOGY
MOBILITY
AND OTHER
NEW SERVICES
DESIGN, VEHICLE
PROGRAMMES AND
ENGINEERING
CUSTOMER SERVICE
NETWORK
STRATEGIC
SOURCING
SUPPLY CHAIN,
LOGISTICS AND
MANUFACTURING
OPERATIONS
GLOBAL SALES
NETWORK
FINANCIAL
SERVICES
PARTNERS
Our new strategy will evolve our business model, to ensure we redefine Jaguar Land Rover, as a value-led business and realise its
potential to generate sustainable, long-term value through operational excellence.
Quality
products
Technological
innovation
17
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OUR PRODUCT
AND INNOVATION
ACHIEVEMENTS
OUR JOURNEY OF TRANSFORMATION HAS SEEN
US LAUNCH BREATH-TAKING NEW PRODUCTS
AND ANNOUNCE EXCITING STRATEGIC
PARTNERSHIPS, WHILE RISING TO MEET THE
CHALLENGES OF AN UNCERTAIN GLOBAL
ENVIRONMENT.
THE NEW RANGE ROVER – MODERN LUXURY
In October 2021, we revealed the New Range Rover, a vehicle
of breath-taking modernity, peerless refinement and unmatched
capability.
Launched with a choice of two wheelbases, four, five, or, for
the first time, seven seats and a flagship SV range offering
an exquisite interpretation of Range Rover luxury and hand-
crafted personalisation, New Range Rover is a fully formed
family of vehicles, providing more customer choice and scope
for personalisation than ever before, with more than 1.6 million
different configurations available.
Within six months of its reveal, we had received more than
45,500 advance customer orders for the New Range Rover, and
production began earlier this year at our factory in Solihull, UK.
Innovations and technologies that ensure New Range Rover
leads by example are protected by 200 new patents filed up to
the end of FY2021/22.
SEGMENT-FIRST TECHNOLOGY
Amongst its innovations, our New Range Rover debuted new
digital LED lighting technology, with Dynamic Light Projection.
Within each headlight, a core module of 1.3 million individually-
variable digital micromirrors breaks the light into tiny pixels, to
precisely shadow other road users and maximise the amount of
light on the road at all times.
At the rear, New Range Rover’s world-first, hidden-until-lit
taillights have been specially developed to meet our modernist
design philosophy and use vivid red LEDs in operation, yet form a
distinctive Gloss Black graphic at the rear when not in use.
POWERFUL CONNECTIVITY
Collaborating and sharing knowledge with industry leaders
in connected services, data and software development is a
cornerstone of our Reimagine strategy and we announced key
strategic partnerships in this area in FY2021/22.
NVIDIA is the world leader in automated and autonomous
driving systems and connected car services. Our new, long-term
partnership with NVIDIA will accelerate our in-vehicle software
strategy, delivering modern luxury experiences.
Utilising our own world-leading Electric Vehicle Architecture,
from 2025 new Jaguar and Land Rover vehicles will be
integrated with the NVIDIA DRIVETM
Hyperion computing and
sensing platform, powering advanced technology features and
connected experiences, able to be automatically refined and
upgraded throughout their lifetime, “over the air”.
This year also saw us deliver the integration of Amazon Alexa
voice AI into Jaguar and Land Rover vehicles, contained in the
latest upgrades to our award-winning Pivi Pro infotainment
technology.
The combined abilities of Alexa and Pivi Pro make our vehicles
more intelligent than ever, and into powerful connected devices
supporting our customers lives.
Our strategic alliance with Amazon Alexa allows natural voice
control of in-car media, navigation and phone services, supported
by a rich media display, and connection to other Alexa-enabled
devices in smart homes.
This upgrade also demonstrated the connected power of Pivi Pro,
in being made available to 200,000 existing customers directly
through a software-over-the-air update.
As part of our Reimagine strategy, Pivi Pro represents a step-
change in connected services capability and will deliver a
modern luxury experience for all our customers.
CLEANER CABIN AIR FOR ENHANCED WELLBEING
Cabinairpurificationresearchishelpingustoreimaginewellbeing
for our customers, and to help make a positive societal impact.
Our Cabin Air Purification Pro System, with PM2.5 Filtration, CO2
Management and nanoe™ X air ionisation technology, controls
the cabin air quality and significantly reduces odours, bacteria
and allergens, including SARS and Covid-19 viruses.
Enhancing our research in this area, in 2021 we partnered with
Google to deliver the first all-electric Google Street View vehicle,
with the added ability to record air quality. A Jaguar I-PACE, fitted
with Cabin Air Purification Pro and an additional sensor array,
measured street-by-street air quality in Dublin, using Street View
mapping technology.
It recorded levels of nitrogen dioxide (NO2
), carbon dioxide (CO2
),
and fine particles (PM2.5) and also helped to update Google
Maps.
Google’s scientific research partners will also analyse the data
and develop maps of street-level air pollution.
ON TRACK SUCCESS
Jaguar Racing finished a close second in season seven of the ABB
FIA Formula E World Championship, the most successful season
so far in its five-year Formula E campaign, with eight podiums,
two wins, one pole position and 177 points scored.
Formula E remains a key priority for Jaguar Land Rover, allowing
us to test and develop new electric vehicle technologies in a
high-performance environment, and help shape our electric
future.
Our partnership with Tata Consultancy Services will see
Jaguar TCS Racing continue to be a global showcase for our
electrification technology and will support Jaguar’s renaissance
as an all-electric brand from 2025.
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JAGUAR LAND ROVER EV MIX (wholesales)
FY22 FY26 FY30
ICE/MHEV / HEV
PHEV
BEV
REDUCING OUR ENVIRONMENTAL FOOTPRINT
GLOBAL DATA
O P E R AT I O N A L E N E R G Y
C O N S U M P T I O N ( M W h )
FY 2021/22: 1,133,506
FY 2020/21: 1,135,049
FY 2019/20: 1,358,225
O P E R AT I O N A L C A R B O N E M I S S I O N S T O N N E S ( L O C AT I O N B A S E D )
FY20 FY21
157,316
148,753
135,098
121,149
Scope 1 covers direct emissions
from owned or controlled sources.
306,069
256,247
O P E R AT I O N A L C A R B O N E M I S S I O N S T O N N E S ( M A R K E T B A S E D )
FY20 FY21 FY22
40,698
148,753
26,236
121,149
189,451
147,385
FY 2021/22: 1,658,929
FY 2020/21: 1,336,479
FY 2019/20: 1,720,965
FY 2021/22: 30,008
FY 2020/21: 27,638
FY 2019/20: 37,043
• Energy data includes purchased gas, electricity & steam
• Waste data excludes metal and construction waste
• Water data includes mains water & borehole consumption
• 50% of China Joint Venture data due to financial control
• Sites in scope: Solihull, Halewood, Castle Bromwich, Engine Manufacturing Centre, Gaydon, Whitley, Nitra, Brazil, China Joint Venture
(50% data due to financial ownership)
• As per the GHG Protocol for Corporate Reporting, a location-based method reflects the average emissions intensity of grids on which
energy consumption occurs (using a grid-average emission factor); a market-based method reflects emissions from electricity that the
company has purposefully chosen.
FY20 FY21 FY22
O P E R AT I O N A L WAT E R
C O N S U M P T I O N ( m 3
)
O P E R AT I O N A L
WA S T E ( To n n e s )
Scope 2 covers indirect emissions from the
generation of purchased electricity & steam.
OUR ENVIRONMENTAL AND
SOCIAL GOVERNANCE
AS AN OFFICIAL PARTNER OF THE COP26 CLIMATE
CONFERENCE IN 2021, WE ANNOUNCED NEW
SCIENCE-BASED EMISSIONS TARGETS AND
RENEWED OUR COMMITMENT TO DELIVER A
SUSTAINABILITY-RICH VISION OF MODERN LUXURY.
Through our committed environmental and social principles,
we continue to stitch all the threads of sustainability –
from reducing vehicle emissions to circular economy; from
manufacturing processes to supply chain partners – with one
team, working globally across the business, the brands and the
customer experience.
And through our policies towards our people, we are driving a
positive societal impact in our communities across the world.
OUR SUSTAINABILITY STRATEGY
Since COP26, in line with our global Reimagine strategy, we
have established a dedicated Sustainability Office to lead the
sustainability transformation in Jaguar Land Rover, positioning
sustainability at the heart of our Reimagine vision and purpose.
Regenerate, our dedicated sustainability strategy, sets the
pathway to our ambition to be carbon net zero by 2039.
The strategy consists of eight distinct focus areas: electrification
and battery strategy; Materiality and sustainable products;
zero impact manufacturing and operations; responsible supply
chain management; customers and new business models;
environment in decision-making; digitalisation for sustainability;
and employees’ cultural shift for sustainability.
These eight areas will enable us to redefine the way we design,
engineer, manufacture and even sell our products and services.
The transition to an electric future is integral to our sustainability
strategy. Over the next four years, Land Rover will welcome six
all-electric variants, with the first arriving in 2024. In this time,
Jaguar will have undergone a complete renaissance, emerging as
a pure-electric modern luxury brand from 2025.
Beyond EV transition, our Design and Engineering teams are
creating new luxury standards using less impactful materials and
more recycled content, considering vehicle end-of-life from the
start.
And we are supporting customers to make sustainable choices
towards less impactful products across their entire lifecycle,
coupled with an increased focus on extending product life, and
increasing repair, reuse and recycling options.
In Manufacturing Operations and Supply Chain, we are leveraging
advanced technologies to reduce energy consumption and
waste in our plants and offices.
In addition, our Supplier Environmental and Social Requirements
web guide sets out our expectations for our supply base. It
covers business ethics, environment, human rights and working
conditions, health and safety, and responsible supply chain
management.
We also engage with our supply base to enhance the level of
sustainability data we receive, to collaborate on sustainability
goals, to share information and give feedback so that we can
build on the maturity of our suppliers’ sustainability journeys.
The execution of our Regenerate strategy will enable us to
achieve our approved Science Based Target initiative (SBTi)
commitments by 2030, and to achieve our net zero carbon
objective for 2039.
Between 2020 and 2030, we will reduce emissions by 46 per
cent across vehicle manufacturing and logistics, and by 54 per
cent per vehicle, from purchased goods, services, and use of
products.
Having committed to these targets, we are now underway to
build a regenerative ecosystem and a sustainability mindset
throughout the business. This will help to ensure coordination
across departments and allow us to deliver and report on
progress against these new targets going forward.
REDUCING OUR VEHICLE EMISSIONS
We are accelerating the reduction in our tailpipe CO2
emissions.
We currently offer electric vehicle technology across our entire
Jaguar and Land Rover portfolio, including eight plug-in hybrids
(PHEV), 11 mild hybrids (MHEV) and our all-electric Jaguar
I-PACE.
By FY2025/26, we forecast that approximately 27 per cent of
sales will be pure-electric, rising to above 60 per cent by the end
of the decade.
PARAMETER 2019-20 2020-21 2021-22
Energy consumption used to calculate emissions: kWh 1,274,988,136 1,032,109,520 1,017,618,240
Emissions from combustion of gas tCO2
e (Scope 1) 135,999 105,102 99,872
Emissions from combustion of fuel, tCO2e, including transport (Scope 1) 10,734 8,770 8,531
Emissions from business travel in rental cars or employee-owned
vehicles where company is responsible for purchasing
the fuel (Scope 3)
2,640 369 632
Emissions from purchased electricity (Scope 2 location-based) 123,568 96,782 91,264
Total gross CO2
e based on above 272,941 211,023 200,299
Intensity ratio: tCO2
e/£m 11.87 10.69 10.93
UK STREAMLINED ENERGY AND CARBON REPORTING
10%
87%
3%
10%
63%
27%
30%
60%
FY21
117,939
118,503
236,442
19,889
118,503
138,393
Our data is compiled in accordance with the Greenhouse Gas
Protocol for Corporate Accounting and Reporting, SECR CO2
e
is calculated with a location based approach using UK average
grid intensity conversion factors (BEIS 2021). Jaguar Land Rover
continues to purchase 100% renewable-backed electricity for
all core UK operations.
In the last year, we have continued to focus on reducing non-
essential energy use, as well as further improving transparency
in usage data and capturing real time consumption information.
The resulting data are showcasing our progression made on
waste with respect to energy. Changes to air handling units,
shutdown process and equipment replacement has significantly
contributed to process efficiency ameliorations.
10%
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MATERIALITY - REDEFINING MODERN LUXURY
Our customers want to understand how their vehicle is made,
what it is made from and the provenance of materials used.
Materiality is our answer to this - an uncompromised vision of
innovation in materials, processes and technology that promotes
social, environmental and economic values.
Our Materiality strategy ensures materials used in our vehicles
are sustainable, traceable, respectful and without compromise,
governed by seven guiding principles: Circularity, Health &
Wellbeing, Lightweight, Performance, Provenance, Respectful,
and Responsible.
We have already pioneered innovative sustainable materials in
Jaguar and Land Rover vehicles. Our Kvadrat interior with natural
wool blend utilises 53 recycled plastic bottles and is 58 per cent
lighter than a leather equivalent.
Ultrafabrics PU, featured in the New Range Rover, is a responsible
alternative to leather and represents a progressive approach to
luxury materials. It offers all the tactile qualities of leather but is
30 per cent lighter and generates only a quarter of the CO2
.
Our Colour and Materials team continue to explore new
innovations in Materiality for future products, led by an ethos of
‘aesthetics with ethics’.
HARNESSING BLOCKCHAIN TO TRACE OUR SUPPLY
CHAIN
In understanding the provenance of material through our supply
chain, we have partnered with blockchain technology firm
Circulor, leading UK leather manufacturer Bridge of Weir Leather
Company and the University of Nottingham, to prove the use of
traceability technology in the leather supply chain.
A combination of GPS data, biometrics and QR codes were used
to digitally verify the movement of leather at every step of the
process, from farm to our own facilities.
As well as tracking compliance, the secure digital process can
assess the carbon footprint of supplied materials and could be
deployed to trace a range of commodities. Circulor is already
using blockchain to improve the traceability of minerals used for
electric vehicle batteries.
This is a key step in our journey to achieving net zero carbon
across our supply chain, products and operations by 2039,
enabled by leading-edge digital capabilities.
NEW LIFE FOR BATTERIES IN ENERGY STORAGE
We are committed to redeploying and reusing batteries from our
electric vehicles and one significant use is in energy storage and
demand management.
We have partnered with Pramac to develop a portable zero-
emission energy storage unit powered by second-life Jaguar
I-PACE batteries.
The mobile Off Grid Battery Energy Storage System (ESS)
supplies zero-emission power where access to the mains supply
is limited or unavailable, with a capacity of up to 125kWh – more
than enough to power a regular family home for a week.
Reusing vehicle batteries will create new circular economy
business models for Jaguar Land Rover in energy storage and
beyond.
MAKING A DIFFERENCE THROUGH GLOBAL BRAND
PARTNERSHIPS
Through every partnership, we seek to make a positive
contribution to people and communities around the world.
The Red Cross
Our partnership with the International Federation of the Red
Cross and Red Crescent Societies has endured since 1954.
Throughout this time, we have facilitated life-saving work
through funding, vehicles and expertise.
Today, we work together helping people in disaster preparedness,
from reaching remote communities with vaccination
programmes, to helping distribute tarpaulins for protection
against monsoon floods.
During the Covid-19 pandemic, we supplied 267 vehicles to
the Red Cross, which covered more than 500,000 miles helping
people in crisis.
In addition, we have a fleet of vehicles supporting the
International Federation of Red Cross Societies in their efforts to
provide humanitarian aid to at-risk communities.
We are also a member of Disaster Relief Alliance, making sure
that the Red Cross is ready to support people in the immediate
aftermath of devastating crises around the world. Its Disaster
Fund assisted six major responses, between April and September
2021.
Dream Fund
Cooperating with the China Soong Ching Ling Foundation
(CSCLF), our Dream Fund is the first such activity in China’s
automotive industry dedicated to helping children and young
people achieve their potential.
Over eight years, we have undertaken a host of initiatives
to improve education quality for rural children, guided by
the principle of “more equal access”. Our Land Rover Never
Stop Caring - Journey for Vision Programme has provided
comprehensive healthcare and medical equipment in remote
regions of China.
Volunteering for Education
Our sustained programme of education volunteering supports
our position as the largest investor in automotive research
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and development in the UK, by reaching enthusiastic young
people with enquiring minds and a commitment to push the
boundaries.
Through virtual work experience, school visits and tailored
programmes, we enthuse and inspire a future generation of
talent, with the aim of overcoming the STEM skills shortage
faced by the automotive industry.
This provides our employees with an opportunity to volunteer
and share their experiences.
Notwithstanding the Covid-19 restrictions in 2021, 213
employee volunteers, including a core team of apprentices
and graduates, provided 881 hours of time to develop the
programme, which has so far reached 148 students.
INVESTING IN OUR PEOPLE AND COMMUNITIES
Our people are our greatest asset and that is evidenced by their
support to their communities, both individually and through our
collective efforts as a company.
Protecting our people  
Throughout our response to Covid-19, the health, wellbeing and
safety of our people and partners has been our utmost priority
and this has continued as colleagues have been returning to
offices and workplaces around the world.
As part of our response to the Covid-19 pandemic, we were one
of the first businesses and the largest in the UK, to introduce on-
site Covid-19 testing.
By April 2022, we had performed 1.68 million temperature tests,
100,000 lateral flow tests, and over 1,000 PCR tests onsite.
In Slovakia, our Nitra facility set up a testing centre for our
employees and contractors, providing more than 40,000 tests
alone. The Slovakian government acknowledged that Jaguar
Land Rover’s mass testing significantly contributed to managing
a critical situation and protected the health of our employees,
their families and communities.
Beyond testing, we managed a vaccination programme and
supplied masks and respirators for our employees. We also
created a hub of wellbeing support and information available
to all employees throughout the pandemic, including podcasts,
resources, and factsheets to help them easily access reliable
information at a time of uncertainty.
Hybrid working
Hybrid working reflects our agile working principles and in May
2021, as our employees returned to work in line with the scaling
back of Covid-19 restrictions, we formally implemented a hybrid
working scheme.
With the trust placed in our people, we have utilised technology
to develop a comprehensive scheme that empowers employees
with the flexibility to manage their working arrangements and
location.
As well as enabling greater productivity and efficiency, hybrid
working supports wellbeing, by giving employees more control,
choice and flexibility over their working day.
We have committed to support our people both in continued on-
site Covid-19 testing and a dedicated workspace booking app,
to help them get the most from hybrid working arrangements.
Activities within the community
Our team in Nitra, Slovakia established a partnership with
Nitra Volunteering Centre in December 2021 and organised a
collection for people in need during December.
Our manufacturing facility in Itatiaia, Rio de Janeiro joined
forces with Instituto Toré for a one-year community partnership
supporting and implementing two significant social responsibility
projects in their local area, aimed at delivering education and
skills on conservation and sustainable food production.
In December 2021, employees from Jaguar Land Rover’s UK
sites came together to collect for local foodbanks, with the aim
of supporting thousands of families who continued to struggle as
a result of the Covid-19 pandemic.
The donation drive saw employees across the business support
their local charities and communities, with more than 10,000
items such as tinned food and cereals donated to help local
families in need, while employees also showed their support by
donating just over £2,000 to an online collection fund.
Diversity & Inclusion
At Jaguar Land Rover we are committed to fostering a more
diverse, inclusive and unified culture that is representative
of our employees, our customers and the society in which we
live; a culture where every one of our colleagues can bring their
authentic self to work and feel empowered to reach their full
potential.
There are tremendous benefits to an environment where
everyone feels valued and included. Diversity of thought and
experience will be a key driver of our future success as a business:
we cannot underestimate the positive impact that diversity and
inclusion can have on how we understand our customers, fuel
our innovation and, most importantly, engage and inspire our
most important asset, our people.
We have identified three strategic pillars to achieve our goal,
which will shape our global Diversity and Inclusion activity over
the next five years. How they are implemented around the globe
will vary and will be driven by the needs of the countries we
operate in.
1. Shape a culture of unity, belonging, inclusion and respect
Educate, communicate and measure inclusive behaviours
regularly and systematically, improving the employee experience
for all.
2. Implement progressive policies, practices, benefits and
support
Review and improve practices and policies to remove barriers,
enable inclusion and realise equity.
3. Engage our employees and experts to accelerate progress
Collaborate with our networks, colleagues and experts to create
real, positive change.
As part of our strategy, by 2026 we aim to have:
• Globally, at least 30 per cent of all senior leadership
positions held by females – we will aim to at least mirror
this representation at all levels of our business.
• In the UK, at least 15 per cent of all senior leadership
positions held by those from Black, Asian, and minority
ethnic backgrounds - we will aim to at least mirror this
representation at all levels of our business.
• A score of over 80 per cent in our Inclusion Index, measuring
the percentage of people who would recommend Jaguar
Land Rover as an inclusive employer.
We will continue to measure progress on a number of other
metrics as part of our regular employee surveys.
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OPERATING ENVIRONMENT
WE HAVE FACED A RANGE OF EXTERNAL
CHALLENGES DURING FY2021/22, WHICH HAVE
IMPACTED OUR BUSINESS. WHILE THE DISRUPTION
FROM THESE EXTERNAL FACTORS LOOKS SET TO
CONTINUE INTO FY2022/23, DEMAND FOR OUR
PRODUCTS REMAINS STRONG AND WE REMAIN
CONFIDENT THAT OUR REIMAGINE STRATEGY WILL
POSITION OUR COMPANY FOR FUTURE SUCCESS.
CHALLENGES
Semiconductors & other supply constraints
Supply constraints, particularly semiconductors, restricted our
ability to produce as many vehicles as we planned in FY2021/22.
These supply chain challenges limited our capacity to build cars
in line with customer demand and our wholesale volumes for the
year were 294,182, down 15.4 per cent compared to the prior
year. The shortage of semiconductors is likely to continue in the
coming year with gradual improvement throughout FY2022/23.
In response to these challenges, we focused production on
higher margin products and established new processes to
closely monitor our supply chain. Looking further ahead, we have
engaged in strategic discussions with key component suppliers
and chip producers to secure long-term supply agreements for
future product programmes, to increase our resilience.
Ukraine / Russia conflict
Our primary focus throughout the unfolding conflict in Ukraine
has been the wellbeing of our workforce, as well as those in our
extended network. Colleagues based at our Nitra manufacturing
facility in Slovakia have provided border transportation and
temporary accommodation to the families of our Ukrainian
colleagues, as well as helping them integrate into the local
community. In addition, we have mobilised a fleet of vehicles
to the International Federation of Red Cross and Red Crescent
Societies to provide humanitarian aid to at risk communities.
Commercially, sales volumes in the final quarter of FY2021/22
were not materially impacted by the conflict, with Russia and
Ukraine historically accounting for less than 2.5 per cent of global
sales. While new vehicle sales into Russia have been paused
since the end of February, strong demand from customers in
other markets can more than offset this volume in the coming
year.
The Ukraine conflict has so far only had a limited impact on
production volume as a result of active management of our parts
supply chain. While we have a relatively small number of parts
and commodities that are sourced from the affected countries,
it is too early to say how future commodity supply and pricing
could be impacted.
Global inflation
Inflationary pressures have been increasing, with aluminium
prices rising 61 per cent during the fiscal year, while we also
saw high volatility in gas prices across Europe in the fourth
quarter. This will impact our business, as some prices we pay
our suppliers are directly indexed to market rates, leading to
increased material costs which could reduce our profit margin.
This increasing inflationary pressure could also flow through
to consumer inflation expectations and drive a response from
central banks in the coming year, which could impact the pace of
future economic growth.
In the short term, we have a level of protection from immediate
commodity price increases through our commodity hedging
programme. We also monitor the impact of changes in material
costs on our margins and may look to adjust sales prices if we
cannot avoid passing cost increases to our consumers.
Covid-19
The ongoing impacts of Covid-19 vary across the world as new
waves take hold and the risk of new variants remains a possibility.
FY2021/22 saw a continuous easing of restrictions in the UK,
however, across the globe responses vary, with China initiating
large-scale lockdowns and testing programmes in some regions
during the fourth quarter.
Covid-19 poses risks to supply chains and consumer demand
where there are large-scale outbreaks or lockdowns. We see
these risks generally reducing in the coming year, though our
supply chain could be impacted if any of our suppliers were
subject to lockdowns.
OPPORTUNITIES
Our strategy
Our Reimagine strategy and Refocus programme have set us on
an exceptional journey of transformation. They have laid out a
clear vision and pathway to become proud creators of modern
luxury.
The strategy section of this report discusses our approach in more
detail. These actions to transform our organisation will support us
in responding to the external challenges.
Strong demand for great products
FY2021/22 saw the full global roll-out of New Defender and the
launch of New Range Rover. Demand for both of these products
has led to a record-breaking order book of 168,471 at the end
of the year, with Defender making up 24 per cent of the order
bank (40,618 orders) and New Range Rover accounting for 27
per cent, (45,584 orders ).
The recent reveal of New Range Rover Sport aims to repeat the
success of the previous two product launches, and we have
already seen a positive customer response to this exciting new
model.
Collaborations & partnerships
Collaborations and partnerships are at the heart of our Reimagine
strategy, and there have been some exciting new partnerships
announced in FY2021/22.
In February 2022, we announced a new partnership with NVIDIA
that will jointly develop AI-powered autonomous driving and
connected services for all future vehicles built on NVIDIA DRIVETM
.
That same month, we became exclusive partners with BNP
Paribas for financial services across nine European markets, and
revealed the integration of Amazon Alexa on all on all new and
existing Jaguar and Land Rover vehicles fitted with its advanced
Pivi Pro infotainment system.
We will continue to build on collaborations such as these to
deliver modern luxury experiences for our customers.
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GLOBAL RETAIL SALES
RETAIL SALES1
BY REGION
Our retail sales were 376,381 vehicles in FY2021/22, down
63,207 vehicles (14.4 per cent) year-on-year. The decline was
primarily the result of the semiconductor supply shortage which
impacted production from the second quarter.
Retail sales fell down in all markets year-on-year, including
China (down 13.9 per cent), North America (down 17.6 per
cent), Europe (down 9.1 per cent), UK (down 23.6 per cent)
and overseas (down 2.8 per cent), as production volumes were
limited by the semiconductor supply shortage. As the year
progressed, the shortage gradually eased, and the third quarter
saw an increase in production volumes compared to the second
quarter.
Despite an easing of supply, retail sales in the China region were
impacted in the fourth quarter by the reintroduction of Covid-19
restrictions in March 2022.
Total retail sales from our China Joint Venture were 54,035
vehicles for FY2021/22, down by 16.0 per cent from 64,319.
N O RT H A M E R I C A
E U R O P E
U K
C H I N A
OV E R S E A S
FY 2021/22 - 91,305
FY 2020/21 - 110,805
(17.6)%
FY 2021/22 - 72,068
FY 2020/21 - 79,260
(9.1)%
FY 2021/22 - 53,785
FY 2020/21 - 55,322
(2.8)%
FY 2021/22 - 95,785
FY 2020/21 - 111,206
(13.9)%
FY 2021/22 - 63,438
FY 2020/21 - 82,995
(23.6)%
D E C R E A S E
D E C R E A S E D E C R E A S E D E C R E A S E
D E C R E A S E
(14.4)%
JAG UA R L AND
ROVE R TOTAL
D E C R E A S E I N Y E A R
FY 2021/22 - 376,381
FY 2020/21 - 439,588
1
Please see note 3 of the financial statements on page 76 for Alternative performance measures. “Jaguar Land Rover retail sales represent vehicle
sales made by retailers to end customers and include the retail sale of vehicles produce.
ORDER BANK BY MODEL
The order bank for our vehicles reached record highs in FY2021/22, with 168,471 orders at the end of the year. Orders were highest
for the New Range Rover (45,584).
RETAIL SALES BY BRAND AND MODEL FAMILY
Our retail sales declined by 14.4 per cent year-on-year in
FY2021/22. Jaguar retailed 77,381 vehicles (20.6 per cent
of total retails, down 20.8 per cent) and Land Rover retailed
299,000 vehicles (79.4 per cent of total retails, down 12.6 per
cent) compared to FY2020/21.
The semiconductor supply shortage impacted sales of every
model apart from the New Defender and New Range Rover
introduced in October 2021.
Againstabackdropofsemiconductorsupplyissues,weprioritised
higher margin products. Our Range Rover family continued to
constitute the majority of our retail sales mix with 174,940
vehicles (46.5 per cent mix), followed by the Jaguar family with
77,381 vehicles (20.6 per cent mix); the Discovery family 62,343
vehicles (16.6 per cent mix); and the award-winning Defender,
which reached 61,717 retails (16.3 per cent mix ).
RETAIL SALES BY POWERTRAIN
During FY2021/22, we continued to expand electrification across
our 13 nameplates, with PHEVs now available on eight models
and MHEVs available on 11 models, as well as the all-electric
Jaguar I-PACE.
In FY2021/22, electrified vehicles totaled 66 per cent of our retail
sales including 3 per cent for the all-electric Jaguar I-PACE, 9
per cent PHEV and 55 per cent MHEV, and we expect the sales
of electrified vehicles to continue to increase in FY2022/23 and
beyond.
FY 2021/22 - 77,381
FY 2020/21 - 97,669
(20.8)% D E C R E A S E
FY 2021/22 - 62,343
FY 2020/21 - 83,669
(25.5)% D E C R E A S E
BEV FY21 FY22
4% 3%
PHEV MHEV ICE
4% 8%
43%
55%
49%
34%
Q4
81
46
41
NEW RANGE ROVER DEFENDER OTHER
Q3
87
31
37
Q2
33
92
Q1
29
81
0
50
100
150
200
250
FY 2021/22 - 61,717
FY 2020/21 - 45,244
36.4% I N C R E A S E
FY 2021/22 - 174,940
FY 2020/21 - 213,006
(17.9)% D E C R E A S E
168
155
125
110
Numbers in thousands
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In FY2021/22, we continued to see strong customer demand for
our products with a record order bank, however, our sales were
constrained by the industry-wide shortage of semiconductors.
While full year financial results reflect the restricted sales volumes,
the continuing reduction in our breakeven point through revenue and
cost management under our Refocus transformation programme
enabled us to achieve positive margins and cash flow in the second
half of the fiscal year.
In light of the rapidly developing Ukraine/Russia conflict, we have
suspended vehicle sales in the region, and, while the full commercial
effects are not yet known, we remain primarily concerned with the
wellbeing of our people and our wider network.
Our retail sales were 376,381 and wholesales1
(excluding sales
from our China joint venture) were 294,182 vehicles, down year-
on-year 14.4 per cent and 15.4 per cent respectively as a result of
semiconductor supply constraints.
Of those retail sales, 66 per cent were electrified, compared to 51
per cent in FY2020/21.
Our order bank grew through the year to reach 168,471 units as at
31 March 2022 including 45,584 orders for the New Range Rover
and 40,618 for Defender.
Revenues for the year were £18.3 billion down 7 per cent year-on-
year, but average revenue per unit increased compared to the prior
year reflecting the prioritisation of higher margin products giving us
a strong mix, particularly in the Range Rover and Defender families.
Our loss before tax and exceptional items in FY2021/22 was £412
million. Adjusted EBITDA margin1
was 10.3 per cent (2.5 percentage
points lower year-on-year) and adjusted EBIT margin1
was (0.4) per
cent (down 3 per cent year-on-year), driven by lower wholesales,
offset by increased pricing opportunities, lower incentive spending
and a favourable mix.
Refocus delivered £1.5 billion of value, of which over £300 million
has been supported by our InDigital team, demonstrating our mission
to develop our digital capability, to drive efficiency and ultimately
underpin the value creation of Refocus.
We continued to invest in future products with a total of £2 billion
spentoverthepastyear,reinforcingourcommitmenttoelectrification
as part of our Reimagine strategy. Free cash flow1
after investment
spending was £(1.2) billion for the year as a whole of which £(1.3)
billion was the result of working capital changes largely driven by
lower production volumes year-over-year.
We continue to maintain strong liquidity with total liquidity of £6.4
billion at the end of the fiscal year comprising total cash and cash
equivalents, deposits and investments of £4.4 billion1
and £2.0 billion
undrawn revolving credit facility (£1.5 billion after July 2022). We
issued around £1.4 billion of new debt in FY2021/22 including £800
million (GBP equivalent) of new bonds in the second quarter and
a £625 million, five-year loan backed by a £500 million UK Export
Finance guarantee in December 2021. After repaying £556 million of
existing debt, we ended the year with total debt of £7.6 billion and a
net debt1
position of £3.2 billion.
Looking ahead, we expect the ongoing challenges facing the
automotive industry to continue. However, with the order book at
record levels and new products to come, expected continuing gradual
improvement in semiconductor supply and the ongoing execution of
the Reimagine strategy and Refocus programme, we expect to build
on the improvements in business performance we have seen in the
second half of this year.
ADRIAN MARDELL
CHIEF FINANCIAL OFFICER
Jaguar Land Rover Automotive plc
13 June 2022
1
Please see note 3 of the financial statements on page 76 for alternative
performance measures.
CHIEF FINANCIAL
OFFICER’S STATEMENT
“In FY2021/22, we continued to see strong customer
demand for our products with a record order bank.”
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OUR FINANCIAL PERFORMANCE
CONSOLIDATED INCOME STATEMENT
Our revenue and profitability were lower in FY2021/22 compared to the prior year largely due to the limitations on production volumes
caused by the global supply chain semiconductor shortages. Since the low point during Q2, quarterly improvements could be seen in
free cash flow1
, revenue and profitability, primarily as a result of a favourable mix and further cost efficiencies delivered by the Refocus
programme.
REVENUE
Revenue was £18.3 billion in FY2021/22, down 7.2 per cent from
£19.7 billion in the prior year. Wholesales3
, excluding the China
joint venture, declined across all key regions, down 15.4 per cent
year-on-year to 294,182 units, except in the overseas region
where wholesales grew 5 per cent year-on-year. The reduction in
revenue was much lower than the decline in wholesales, reflecting
the strong favourable sales mix and higher average revenue per
vehicle during the year.
ADJUSTED EBITDA1
Adjusted EBITDA was £1.9 billion1
(10.3 per cent margin) in
FY2021/22, £635 million lower than the Adjusted EBITDA of £2.5
billion (12.8 per cent margin) in the previous fiscal year. Lower
wholesales, material cost pressures due to price inflation and
continued reduction in capitalisation rate (reflecting the maturity
of engineering) were offset by a more favourable sales mix and
lower incentive spending (driven by lower inventory levels and
optimisation activity).
ADJUSTED EBIT1
Adjusted EBIT was £(66) million1
with a margin of (0.4) per cent
in FY2021/22, £580 million lower compared to the Adjusted
EBIT of £514 million1
(2.6 per cent margin) in the prior year. This
reflects the lower Adjusted EBITDA impacted by volumes, price
inflation and capitalisation rate offset by favourable mix and lower
incentive spending.
LOSS BEFORE TAX AND EXCEPTIONAL ITEMS (PBT)
PBT excluding exceptional items was £(412) million1
in
FY2021/22, £1,074 million than the prior year (profit before tax
and exceptional items of £662 million1
). This reflects the lower
EBIT, adverse exchange and commodities valuations and higher
net finance expense as a result of the increase in indebtedness.
LOSS AFTER TAX (PAT)
The loss after tax was £822 million in FY2021/22, compared
to the loss of £1.1 billion in the prior year. A tax charge of £367
million was recorded in FY2021/22, compared to a £239 million
tax charge in FY2020/21.
The prior year profit before tax includes non-recurring exceptional
items of £(1.5) billion compared to an exceptional item relating to
our business in Russia of £(43) million in FY2021/22.
1
Please see note 3 of the financial statements on page 76 for
alternative performance measures.
FY 2021/22 / £18.3bn
FY 2020/21 / £19.7bn
FY 2019/20 / £23.0bn
£18.3bn
FY 2021/22 / £1.9bn / (10.3% margin)
FY 2020/21 / £2.5bn / (12.8% margin)
FY 2019/20 / £2.1bn / (8.9% margin)
£1.9bn
(10.3% margin)
FY 2021/22 / £(66)m / (0.4% margin)
FY 2020/21 / £514m / (2.6% margin)
FY 2019/20 / £26m / (0.1% margin)
£(66)m
(0.4% margin)
FY 2021/22 / £(0.4)bn
FY 2020/21 / £0.6bn
FY 2019/20 / £(0.4)bn
£(0.4)bn
FY 2021/22 / £(0.8)bn
FY 2020/21 / £(1.1)bn
FY 2019/20 / £(0.5)bn
£(0.8)bn
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OUR FINANCIAL PERFORMANCE (CONTINUED)
CAPITAL STRUCTURE
At 31 March 2022, we had £6.4 billion1
of total liquidity, including cash and cash equivalents, financial deposits of £4.4 billion1
and
an undrawn committed revolving credit facility (RCF) of £2.0 billion, which will reduce to £1.5 billion in July 2022. Our total debt
outstanding at 31 March 2022 was £(7.6) billion2
, giving a net debt1
position of £3.2 billion.
LIQUIDITY AND NET DEBT
Our total cash and cash equivalents, deposits and
investments at 31 March 2022 were £4.4 billion1
(24.0 per
cent of revenue), compared to £4.8 billion1
at 31 March
2021 (24.2 per cent of revenue). The balance at 31 March
2022 comprised cash and cash equivalents of £4.2 billion,
of which £445 million was held in overseas subsidiaries, and
deposits and other investments of £0.2 billion. Including the
undrawn revolving credit facility of £2 billion through July
2022 (£1.5 billion through March 2024), total liquidity was
£6.4 billion1
at 31 March 2022 versus £6.7 billion1
at the
end of the prior year. As a result of total indebtedness of
£6.4 billion and total cash and cash equivalents, deposits
and investments of £4.4 billion1
, net debt was £3.2 billion at
31 March 2022, £1 billion greater than the net debt position
of £1.9 billion at the end of the prior year.
BORROWINGS AND INDEBTEDNESS
At 31 March 2022, we had £7.6 billion of debt outstanding,
comprising:
• £4.7 billion of unsecured bonds (including £(66.6)
million fair value adjustments and £(21.3) million of net
capitalised fees)
• £2.3 billion of unsecured loans (including £(14.7) million
of capitalised fees)
• £570 million of leases accounted as debt
• under IFRS 16
• £35 million of other debt.
Of the £7.6 billion of debt, £1.6 billion is denominated
in Pounds Sterling, £2.3 billion in Euros, £2.9 billion in US
Dollars and £0.7 billion in Chinese Renminbi. The remaining
£0.1 billion of debt in other currencies relates to leases.
We have a well-balanced profile of maturing debt, with 35
per cent maturing after five years, 59 per cent in one to
five years and the remaining 16 per cent maturing within
one year. We issued £1.4 billion of new debt in FY2021/22,
including $0.5 billion of new eight-year bond, €0.5 billion of
new seven-year bond, in July 2021 and a new £625 million
five-year amortising loan (backed by a UKEF guarantee)
in December 2021. During FY2021/22, we repaid a £400
million bond in February 2022 and £156 million of the loans
guaranteed by UKEF which amortise throughout the year.
1
Please see note 3 of the financial statements on page 76 for
alternative performance measures.
2
Please see note 25 on page 104 for further disclosure on our
loans and borrowings.
FREE CASH FLOW1
Free cash flow1
was negative £1.2 billion in FY2021/22 after the £2.0 billion
of total investment spending, £1.3 billion of working capital outflows, £138
million paid in taxes and £402 million of finance expenses and fees net of
finance income.
TOTAL PRODUCT AND OTHER INVESTMENT1
Investment spending in FY2021/22 was £2.0 billion (11.1 per cent of
revenue), compared with the £2.3 billion (11.9 per cent of revenue) in the prior
fiscal year, supported by our Refocus activity. Of the £2.0 billion investment
spending, £839 million was expensed through the income statement and
the remaining £1,197 million was capitalised. Total engineering and product
spending accounted for £1.3 billion (63.6 per cent) of investment spending,
while tangible and other intangible assets accounted for the remaining £0.7
billion (36.4 per cent).
WORKING CAPITAL
Working capital outflows (including non-cash accruals) were £1.3 billion
during the year, primarily reflecting a £1.2 billion reduction in accounts
payable liabilities driven by lower volumes.
CHANGE IN TOTAL CASH AND CASH EQUIVALENTS, DEPOSITS
AND INVESTMENTS
Cash and cash equivalents, deposits and investments totalled £4.4 billion1
at 31 March 2022, £384 million lower than the £4.8 billion1
at the end of
the previous year. The decrease is explained by the £1.2 billion negative
free cash flow1
offset by £772 million primarily for net increase in debt and
other adjustments. Jaguar Land Rover issued around £1.4 billion of new debt
during the year including a $500 million eight-year bond with a 5.50 per cent
coupon and €500 million seven-year bond with a 4.50 per cent coupon in
July 2021 followed by a new £625 million five-year amortising loan (backed
by a UKEF guarantee) in December 2021. In addition, a £400 million bond
was repaid in February 2022 and £156 million of the UKEF backed loans
amortised during the year.
849
Debt maturity profile
Total
Liquidity
4,398
CY22 CY23 CY24 CY25 CY26 CY27 CY28
Cash and financial deposits Bonds Banks loans Leases (IFRS16) and other
CY29 Total
Debt
502
4,820
381
977
781 533
919
849
Total cash
2,015
undrawn
committed
credit
Gross Debt £7,597
Total liquidity £6,413
229
381
515
undrawn RCF
732
125
339
2,275
(£ million)
Note: CY refers to calendar year in the debt maturity profile above.					
1,500
undrawn RCF
4,782
Net cash/(debt) at 31 March 2022
4,398
Total cash
(6,697)
(7,597)
FY21 FY22
(1,915)
(3,199)
Total debt Net cash/(debt)
FY 2021/22 / £2.0bn
FY 2020/21 / £2.3bn
FY 2019/20 / £3.3bn
£2.0bn
FY 2021/22 / £1.3bn
FY 2020/21 / £(24)m
FY 2019/20 / £244m
£1.3bn
FY 2021/22 / £(1.2)bn
FY 2020/21 / £185m
FY 2019/20 / £(759)m
£(1.2)bn
FY 2021/22 / £4.4bn
FY 2020/21 / £4.8bn
FY 2019/20 / £3.7bn
£4.4bn
PBT EXCL.
EXCEPTIONAL
ITEMS FY221
2,766 (1,336)
772
(138) (2,036)
(384)
(412)
DEPRECIATION,
AMORTISATION AND
OTHER
WORKING
CAPITAL AND
ACCRUALS
TAX
PAID
TOTAL
INVESTMENT1
FREE
CASH FLOW1
CHANGES
IN DEBT AND
OTHER
CHANGE IN
CASH AND
FINANCIAL
DEPOSITS
(£ million)
(1,156)
CONSOLIDATED CASH FLOW
Free cash flow1
was negative £1.2 billion in FY2021/22, after total investment spending of £2.0 billion1
(compared to total investment
spending of £2.3 billion in the prior year). This is lower than the £185 million positive free cash flow1
in the prior year.
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Jaguar Land Rover Automotive plc Board
Audit Committee
Jaguar Land Rover Limited Board of Directors
Risk Management Committee
FIRST LINE OF RISK DEFENCE
Control of risks
Business operations risk management
SECOND LINE OF RISK DEFENCE
Oversight and confirmation of controls
ERM and oversight functions
THIRD LINE OF RISK DEFENCE
Independent controls assurance
internal audit
OUR ENTERPRISE RISK MANAGEMENT RESPONSIBILITY FRAMEWORK
OUR APPROACH TO RISK
OUR APPROACH TO RISK
We endeavour to manage and monitor risk factors that could
impact our plan for long-term sustainable growth.
DEFINING RISK
Risks are uncertain events that could materially impact
organisational objectives – both adversely and favourably. We
recognise that risk is inherent in all business activities and must
be balanced when assessing returns. Successful management
of risk is therefore key to accomplishing our strategic objectives.
We utilise an Enterprise Risk Management (ERM) framework to
identify, assess, manage and continually monitor and report on
key risks that could affect our business.
RESPONSIBILITY FOR RISK
The Jaguar Land Rover Automotive plc Board is ultimately
responsible for the management of risks facing our organisation.
However, the wider organisation is responsible for the proactive
day-to-day management and control of those risks. The Jaguar
Land Rover Limited Board of Directors review key risks to monitor
the progress of remediation actions, whilst the Risk Management
Committee provides oversight of current and emerging risks at
a detailed level that are reviewed against acceptable levels of
exposure. Principal risks and exceptions are reported to the Audit
Committee regularly to assist in the decision making process
and ensure adequate controls are in place to provide sufficient
protection to the organisation.
PRINCIPAL RISKS
We identify, assess and rate risks against a defined set of criteria, considering probability and potential impact to the business. Our ten
principal risks are plotted and ranked in the heat map below:
Low High
IMPACT
PROBABILITY
High
High exposure risks that are more likely to materially impact our
ability to achieve business objectives
Medium exposure risks that could impact business objectives
unless monitored and managed
Low exposure risks that are more unlikely to materialise and impact
our business objectives
1
2
3
4
5
6
7
10
9
8
RANK Principal risk Category
1 Supply chain disruptions Operational
2
Global economic and geopolitical
environment
Strategic
3 IT systems and security Operational
4 Competitive business efficiency Financial
5 Customer experience delivery Operational
6 Manufacturing operations Operational
7 Brand positioning Strategic
8 Electrification transformation Strategic
9
Environmental regulations and
compliance
Legal and compliance
10 Human capital Operational
One risk has been introduced into our principal risks:
• Electrification transformation
Mitigating actions are in place (as detailed on pages 38 to 39)
to address the formation, delivery and cohesion of our product,
business and service-related projects.
One risk has been removed from our principal risks:
• Rapid technology change
Plans and mitigating actions put in place have proved effective in
reducing our overall exposure in these areas to within acceptable
levels.
CHANGES TO OUR PRINCIPAL RISKS DURING FY2021/22
Semiconductor shortage
Throughout FY2021/22 the automotive industry has been
responding to the challenges of the global shortage of
semiconductors. This has been driven by a combination of factors
including supplier production disruption, increased demand from
non-automotive sectors and the long lead times required for
suppliers to install additional production capacity in response to
demand. The impact of the shortages in the past year has had
a significant impact our supply chain and our ability to satisfy
customer demand leading to a reduction in our retail volumes
compared to FY2020/21. 
Looking ahead, we expect gradual improvements in the
availability of semiconductors, driven by increases in installed
production capacity at suppliers. Demand is expected to remain
above supply for some time within automotive and other sectors,
so the risk of supply chain disruption is expected to remain high.
Covid-19
The impact of the Covid-19 pandemic on our business reduced
in the past year as vaccines were rolled out in many countries,
while many businesses found ways to adapt to the new ways of
working that had been imposed upon them. 
The risk that we will see some level of disruption on our business
from Covid-19 remains high as we may continue to see localised
lockdown actions imposed by governments around the world,
which could disrupt our global supply chain or production
facilities.
Economic and geopolitical factors
Inflationary pressures have been increasing with aluminium
prices rising 61 per cent during the fiscal year, while we also saw
high volatility in gas prices across Europe in the fourth quarter
linked to the conflict in Ukraine. This will impact on our business,
as some prices we pay our suppliers are directly indexed to
market rates leading to increased material costs which could
reduce our profit margins. This increasing inflationary pressure
could also flow through to consumer inflation expectations and
drive a response from central banks in the coming year, which
could impact upon the pace of future economic growth. 
In the near term, we have has a level of protection from
immediate commodity price increase through our commodity
hedging programme. We also monitor the impact of changes in
material costs on our margins and may look to adjust sales prices
if we cannot avoid passing cost increases to our consumers.
Reimagine
Our new Reimagine strategy will redefine our business and our
vehicle portfolio, with a value-led approach delivering quality and
profit-over-volume. Whilst we are confident that Reimagine will
deliver a more profitable and sustainable business, we remain
aware of execution risks that such a significant transformation
poses to our business.
MAJOR DEVELOPMENTS IMPACTING UPON OUR PRINCIPAL RISKS IN FY2021/22
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PRINCIPAL RISKS
FINANCIAL CONSEQUENCES MITIGATIONS/OPPORTUNITIES
4. Competitive business efficiency
Delivering on our business and strategic
objectives is key to realising our planned
future profitability and cash generation
through return on our investments. There
are risks inherent in the delivery of our
planned Reimagine strategy as we make
the investments to transition our product
portfolio and increase the proportion of
electric vehicles in the future. This includes
our assumptions around the level of
customer demand for our products and
delivery of our products at a competitive
cost.
If our business is unable to compete
effectively on cost we may experience
lower than expected returns on our
future investments, which may make
us unable to deliver on our financial
objectives in the future. This may also
limit our ability to reduce net debt as
planned, reducing our ability to raise
new debt and invest further in new
products. 
We have launched the Refocus programme to
support the delivery of our Reimagine vision. This
operational transformation programme includes a
focus on ensuring timely new product delivery to
market and management of the cost base of the
business, while also ensuring that we maximise
profitability on our sales. We maintain strong liquidity
in the business to ensure that we can navigate any
funding challenges that may arise in the future. 
OPERATIONAL CONSEQUENCES MITIGATIONS/OPPORTUNITIES
1. Supply chain disruptions
Our ability to supply components
to our manufacturing operations at
the required time is of paramount
importance in achieving production
schedules and meeting consumer
demand. The Covid-19 pandemic
continues to have an impact on our
global supply base and our supply chain
could be severely disrupted as a result
of any subsequent external shocks,
industry specific and company factors in
the future.
Supply chain disruptions, if not managed,
could have an adverse effect on our pro-
duction volume, revenue and profitability,
customer satisfaction and reputation. In
addition to the disruption caused by the
pandemic, the associated supply con-
straints of semiconductors has impacted
many industries including automotive.
As the transition to electrified vehicles
continues, the skills, processes and tech-
nologies required to ensure continuity
of supply will change, so securing these
supply chains is business critical.
An effective supply chain risk management
framework enables early, proactive, engagement
with our suppliers to identify and mitigate potential
disruptions. A key component of our Refocus
transformation programme focuses specifically on
the resilience of our supply chain and the efficiency
of launching our models to market. We continue to
maintain and develop strong partnerships with key
strategic suppliers, including for electrification to
ensure a stable future supply of components.
3. IT system and security
As technology is increasingly central
to our business, safeguarding our
information assets, ensuring privacy and
reducing human risk are paramount. Like
other organisations, we are operating
in a perilous cyber climate, making it
a constant target for cyber crime. We
strive to reduce cyber security risks and
continue to deliver great experiences
for our customers and value for our
shareholders.
Successful cyber-attacks could cause sig-
nificant business disruption, affecting our
ability to deliver products and services
for our customers. In extreme situations
this could affect the personal safety of
our customers and colleagues. Regulatory
and statutory requirements are increas-
ing, and failure to meet these obligations,
such as privacy and data protection law,
could result in enforcement action, fines,
reputational and financial damage.
Information risk and cyber security are managed
strategically, through a cohesive programme of
initiatives, to improve risk and maturity of cyber
capabilities. Significant investment is driving
measurable improvements in cyber defence and
other core security capabilities, such as security
ecosystem, supply chain security, risk governance
and cultural change.
5. Customer Service delivery
To deliver a modern luxury customer
experience and optimise our sales and
service channels, every customer must
receive a seamless and consistent
hassle-free experience provided on
their terms. We must know who our
customers are, anticipate their needs
and respect their privacy on their terms.
Customers must be delighted at every
step. Our retailer partners reflect our
brand strategy and vision, and must ef-
fectively communicate our values, with
trained and capable representatives, to
continue to successfully appeal to new
and existing customers and drive high
customer satisfaction and retention.
Inconsistent customer experience
impacts the satisfaction and retention
of existing customers, and the attraction
of new customers. Failure to deliver an
exceptional sales and service experience
through online and physical retailer
channels will lead to a weakening in
our competitive positioning, potentially
impacting our business and financial
performance as a result.
Market demand is monitored daily to optimise
vehicle and parts deliveries for our retailers and
customers. Online channels have been simplified to
enhance the customer experience. Retailer systems
and tools have been enhanced, supporting Retailer
Sales, Service and Technician representatives to
deliver a seamless and consistent hassle-free
customer experience, increasing our sales and
service customer satisfaction. Furthermore, other
digital solutions have continued to evolve, such as
our Software Over the Air (SOTA) and Features Over
The Air (FOTA) services now in development, to help
strengthen the relationship with our retailers and
customers.
6. Manufacturing operations
Manufacturing operations are at the
heart of our value chain, and any losses
to scheduled production will have a
detrimental effect on both financial
performance and customer satisfaction.
The Covid-19 pandemic and Brexit have
increased our production continuity risk
exposure and we continue to closely
monitor the supply base and supply
chain efficacy and ensure the health and
safety and wellbeing of our people and
there are ongoing threats to our cyber
security.
Any disruptions to our manufacturing
operations and losses in vehicle
production could results in delays to
both retailer and customer deliver, and
potential delays or loss of revenue in key
regions, including China, through loss of
sales.
Manufacturing works closely with the Purchasing
and Supply Chain functions to monitor and manage
suppliers that pose part supply risks to production.
We have embedded new data analytics tools and
processes to identify and manage suppliers in high
risk regions and apply safety stock where feasible.
Having implemented multiple response measures to
ensure our sites are Covid-19 safe working environ-
ments – a phased de-escalation approach is now
being adopted across our sites. A joint approach with
Manufacturing Operations, Employee Relations and
Human Resources with our LLP provider seeks to
improve our supplier and Trade Union relationships to
minimise risk of industrial action. There is an ongoing
programme of Server Estates protection and pro-
posals for the replacement of Legacy IT Systems and
Equipment to reduce threats to our Cyber Security.
10. Human capital
To be successful, our business requires
an engaged workforce, with core
capabilities in new and emerging
skill areas. The safety, wellbeing and
engagement of our employees is
paramount and needs to be maintained
in the face of a challenging external
environment and through the
transformation of our organisation.
If we fail to attract, retain, engage and
develop a diverse workforce with critical
skills and capabilities, our ability to deliver
innovative products and services will be
constrained and we will be prevented
from deploying the agility and speed
of delivery that is essential within the
dynamic automotive industry.
A key aspect of the Refocus transformation pro-
gramme is to develop an agile, capable organisation
and culture through changes to ways of working
and the introduction of a new business purpose
and supporting behaviours. Leveraging our digital
capability and solutions through InDigital enables a
more efficient, focused and productive workforce.
Our Diversity and Inclusion strategy will make the
most of the uniting power of our differences and the
unique qualities that each of our workforce brings.
STRATEGIC CONSEQUENCES MITIGATIONS/OPPORTUNITIES
2. Global economic and geopolitical
environment
We are exposed to changes in the global
economic and geopolitical environment, as
well as other external factors including but
not limited to trade tensions,protectionism,
wars, terrorism, natural disasters, humani-
tarian challenges and pandemics that may
adversely impact our business.
Our international presence and global
sales profile means that our business
could be significantly impacted by
the external environment, globally
or locally. Our global supply chain
could also be negatively affected by
disruption caused by external factors
in the future. As a result, our business
could be adversely affected through
lower sales in each region.
We continue to closely monitor and risk assess
global developments, implementing mitigationplans
as necessary and we continue to maintain a
balanced sales profile across our key sales regions.
Our diverse global customer base gives us the
flexibility to react to regional changes in demand by
adjusting our sales mix into other markets, while we
may adjust product features or content should we
face supply challenges in the future.
7. Brand positioning
The automotive sector remains competitive
with new entrants joining the market,
particularly the electric vehicle segment.
Under the Reimagine strategy, the business
will target growth in our most profitable
segments and continue to drive our modern
luxury vision for both the Jaguar and Land
Rover brands.
Our potential inability to successfully
position, maintain and articulate the
strength of our brands as well as
failing to develop new products and
technologies that meet customer
preferences, or not being able to
sufficiently invest in brand building,
could impact demand for our products.
Under the Reimagine strategy, both of our brands
continue our modern luxury vision to support
our brand position in the market, with Jaguar
relaunching as an all-electric brand from 2025
targeting a more premium segment of the market.
As part of the Reimagine strategy we are increasing
our collaboration and partnerships both within
the Tata Group and with external organisations
in a number of areas to ensure we can meet our
customer expectations.
8. Electrification transformation
Our electrification transformation is
fundamental to our Reimagine strategy and
sustainable future. It is vitally important
to ensure that the product, business and
service related aspects of our business are
cohesive, timely and relevant in the dynamic
external environment.
Our potential inability to ensure
a robust and effective transition
towards electrification, could result in
non-compliance with environmental
regulations, an uncompetitive product
portfolio and a deterioration in
financial performance.
Our Reimagine strategy will deliver three platforms,
including a pure BEV for the Jaguar brand, a native
BEV for EMA and a flex platform for MLA, enabling
an acceleration of our electrification transformation
and our journey towards net zero carbon emissions
target in 2039. Strategic options for our battery
requirements, services and software have been
evaluated and are in the process of being integrated
into delivery plans. We will work with governments,
service providers and infrastructure operators to
ensure our customers have seamless access to
world-class charging solutions.
LEGAL & COMPLIANCE CONSEQUENCES MITIGATIONS
9. Environmental regulations and compliance
We are subject to a rapidly evolving
regulatory landscape with associated laws,
regulations and policies that all impact our
facilities and vehicles. The transition away
from traditional fossil fuels to renewable
energy sources - and the increasing pace
of that transition - creates particular
compliance challenges, in particular tailpipe
emissions for automotive companies and
wider compliance requirements for carbon
emissions produced during manufacturing
and other operations.
We incur additional compliance
costs to avoid facing significant civil
and regulatory penalties, and our
competitors may gain an advantage
by adopting new emissions-reducing
and fuel-efficient technologies before
we do. Furthermore, we may incur
significant reputational damage,
which could materially impact our
brands and sales, if we fail to maintain
environmental compliance.
We have committed to approved science-based
targets as part of our carbon reduction strategy. This
will see us reduce absolute Scope 1 & 2 greenhouse
gas (GHG) emissions by 46 per cent by FY30 from a
FY20 base year. We also commit to reduce Scope 3
GHG emissions from purchased goods and services
and use of sold products by 54 per cent per car
by FY30 from a FY20 base year. These targets are
consistent with reductions required to keep warming
to 1.5°C above preindustrial levels.
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INTRODUCTION TO
GOVERNANCE
STATEMENT OF CORPORATE GOVERNANCE
ARRANGEMENT
For the year ended 31 March 2022, under the Companies
(Miscellaneous Reporting) Regulations 2018, Jaguar Land Rover
Automotive plc (the “Company”) and its subsidiaries (collectively
referred to as the “Group”) has continued to apply the Wates
Corporate Governance Principles for Large Private Companies
(‘Wates Principles’) (published by the Financial Reporting Council
(‘FRC’) in December 2019 and are available on the FRC website).
The following section summarises how the Group has applied
the principles over the past year.
The Group’s website contains further supporting information on
the Wates Principles.
The Group remains committed to ensuring effective governance
is in place to deliver its core values, as this is the foundation on
which it manages and controls its business and provides the
platform for sustainable profitability.
SECTION 172 COMPANIES ACT 2006
Wates Principles provides a framework for the Group to not only
demonstrate how the board of Directors of Jaguar Land Rover
Automotive plc (the ‘Board’ / ‘JLR plc Board’) makes decisions
for the long term success of the company and its stakeholders
(see Principle 6 - Stakeholders, on page 51), but also having
regard to how the Board ensures the Group complies with the
requirements of Section 172 (1)(a) to (f) of the Companies Act
2006. Our reporting against the Wates Principles has been
included below.
During 2022, the Board Members have welcomed new Directors
who collectively are continuing to review, challenge and strive
towards changes to implement and demonstrate the Group’s
improving engagement with its employees and stakeholders.
SECTION 172 DECISIONS
a) the likely consequences of
any decision in the long term
The Board annually approves the five-year plan and monitors its implementation throughout the
year.
External factors are also considered such as economic, political and ongoing challenges within
the market as a part of the five-year plan to ensure both financial and operating strategy is set at
sustaining and achieving the long term success of the Group.
To further enhance and support the long term strategy, the Group entered into a number of debt
funding arrangements during the financial year.
See page 35
b) the interests of the
company’s employees
At Jaguar Land Rover, we are passionate about our people. They are at the heart of our business.
We are committed to fostering a diverse, inclusive culture that is representative of the society in
which we live; a culture in which every one of our employees can bring their authentic self to work
and reach their full potential.
We aim to as part of a five-year plan:
•shape a culture of unity, belonging, inclusion and respect;
•implement progressive policies, benefits and support; and
•engage our employees to accelerate our progress.
The Directors understand the importance of the Group’s employees to the long-term success of
the business. The Group regularly communicates to its employees through presentations, internal
group-wide emails and newsletters.
A pulse survey undertaken annually allows employees to formally provide feedback to further
support the long term plans of the Group in addition to informal feedback sessions held during the
year with various Executive Directors.
Learning and development continues to be an important area of support to employees through
both training days and e-learning modules. Internal networks to support wellbeing have been
created to provide and create communities to discuss and share support on mental health, general
wellbeing and advice on the coronavirus outbreak.
We proudly support the growing number of active diversity and inclusion employee-led networks
both in the UK and Overseas. These include Pride, REACH, Armed Forces, Gender Equality, Shine,
Disability and a number of religious groups.
See page 25
SECTION 172 DECISIONS
c) the need to foster the
company’s business
relationships with suppliers,
customers and others
The Directors understand the importance of the Group’s supply chain in delivering the long-term
plans of the Group. The Group’s principal risks and uncertainties set out risks that can impact the
long-term success of the Group and how these risks interact with our stakeholders. Our suppliers
of production and non-production goods and services play an integral role in our business and help
us to operate globally. For example, we have engaged in strategic discussions with key component
suppliers and chip producers to secure long-term supply agreements for future product
programmes, to increase our resilience. The Group has key objectives and principles which are set
out clearly in the Global Supplier Management policy. Ensuring this policy is followed to achieve
consistent and best practice in our relationships with our suppliers, in addition to ensuring ethical
behaviour, sustainability and health and safety is considered critical to the success of our business
relationships.
The Directors monitor the Group’s engagement with their customers through the use of various
Customer Experience Insight tools which helps collate feedback from time of vehicle purchase
onwards. This process is run internally and enables both the Group and Retailers globally to help
improve customer engagement. Other regular customer feedback mechanisms exists through a
variety of syndicated surveys to provide and offer external and independent feedback.
The Directors actively seek information on the interaction with stakeholders and employees to
ensure that they have sufficient information to reach appropriate conclusions about the risks faced
by the Group.
d) the impact of the
company’s operations on the
community and environment
Further information on the Group’s initiatives and commitment to the environment and society can
be found from page 20.
See page 20
e) The desirability of the
company maintaining a
reputation for high standards
of business conduct
At Jaguar Land Rover we are passionate about our people. We are committed to fostering a more
diverse, inclusive and unified culture that is representative of our customers and the society in
which we live; a culture where every one of our employees can bring their authentic self to work
and feel empowered to reach their full potential. We have identified three strategic pillars to
achieve our goal, which will shape our global D+I activity over the next five years:
- Shape a culture of unity, belonging, inclusion and respect
- Implement progressive policies, practices, benefits and support
- Engage our employees and experts to accelerate progress Collaborate with our networks,
The Board has also approved the Group’s policies on anti-slavery and human trafficking and anti-
bribery and corruption in addition to the gender pay gap report which is issued annually.
All can be found on the Group’s website.
f) The need to act fairly as
between members of
the company
The Group is owned by Tata Motors Limited (“TML”) and collectively are committed to continuing to
build future growth through new models through a roadmap that provides a clear direction for the
business and our two brands.
There is close collaboration and knowledge-sharing with Tata Group companies to enhance
sustainability and reduce emissions as well as sharing best practice in next-generation technology,
data and software development leadership.
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