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ABSTRACT

The main purpose of this paper is to investigate what the critical
factors underpinning successful merger and acquisition process

management are and how organisations can improve their skills on
managing these key factors. To do so, this paper examines similar-
ities and differences between Ford’s acquisition of Jaguar in 1989
and its acquisition of Land Rover eleven years later. It confirms past
results of the literature that learning plays an important role, inves-
tigates major aspects of organisational learning, but additionally
identifies the crucial factors for merger success. It concludes that,
from experience, organisations gain specific execution skills that
are essential to the management of merger processes.
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INTRODUCTION
Companies which have consistent strategies of achieving growth by
acquisition and are experienced in merger activity are more success-
ful than those who have less experience of external growth, or
merely react to a merger. Experience brings execution capabilities
that are critical to the merger process (Testa and Morosini, 2001;
Meschi and Metais, 2006) and, on the other hand, instead of having
to react quickly trying to take advantage of a sudden merger oppor-
tunity, companies are able to plan what resources, competencies,
products and markets they want to develop in anticipation. Where
growth is pursued via a well-worked-out strategy for mergers
and acquisitions, it is easier for firms to scan the industry and
choose suitable targets. Companies that pursue external growth
on an unplanned basis may not have appropriate resources in
terms of people and skills available at the critical time, and may be
unable to take full advantage of all the potential benefits of scanning
opportunities.

In this paper two mergers, separated by a decade, and involving
the same acquirer, Ford, are analysed. During this period the auto
industry was subject to serious macroeconomic pressures. The
major trends of global consolidation and fragmenting consumer
demand, fuelled by rising incomes and increasing development costs
driven by tighter environmental legislation and increasing competi-
tion, provided the backcloth for strategic decision-making. Ford
wanted to extend its market to include the growing and potentially
profitable luxury car sector. The Ford brand itself was, and is, asso-
ciated with mass-market vehicles rather than luxury vehicles. Its
US-based luxury brands, Lincoln and Mercury, do not sell well out-
side the United States and were associated with an ageing buying
population. The option of creating a new brand (as Toyota did with
Lexus) was rejected on the grounds of cost and the time needed to
establish a new brand successfully in a highly competitive market
(Scheele, 2004). The remaining option was external acquisition of
existing luxury brands, Jaguar in 1989 and Land Rover in 2000.

METHODOLOGY
The underlying methodology is that of the case study. Since the
focus of this study is to compare how Ford managed the critical
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merger process in two acquisitions, this methodology seems appro-
priate because it builds from rich qualitative evidence (Eisenhardt
and Graebner, 2007). The primary source of data is a series of inter-
views with senior managers of the companies involved, for exam-
ple, Nick Scheele, former Ford World President and CEO (now Sir
Nick Scheele), Bob Dover, former Chairman of Jaguar/Land Rover,
and John Towers, former Chairman of Rover (see Table 1).

All the interviews were conducted by the authors. Two interviews
took the form of pre-arranged telephone conference calls and the
remaining ones were face-to-face. All the interviews were semi-
structured and a common base interview schedule was used.
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SSiirr  NNiicckk  SScchheeeellee – Former Ford World President and CEO

MMrr  JJoohhnn  TToowweerrss – Former Rover Chairman

PPrrooff..  BBoobb  DDoovveerr – Former Jaguar/Land Rover Chairman

MMrr  MMaarrkk  FFoosstteerr  ––  Former BBC Midlands Business and Industrial
Correspondent. He is the current Jaguar/Land Rover Director of
Communications

MMrr  BBoobb  AAiinnsswwoorrtthh  ––  MP for Coventry (Former Jaguar shop steward)

MMrr  VViinncceenntt  HHaammmmeerrsslleeyy  ––  Former Director of Communications for
BMW/Rover

MMrr  DDeess  TThhuurrllbbyy  ––  Jaguar HR Director

MMrr  KKeenn  GGiilleess – Former Jaguar’s Programme Office Director who covered
the concept planning and introduction of all new model programmes at the
time of the acquisition

MMrr  PPaauull  SSttookkeess  –– Ford Director of Purchasing for the European operations
covering Land Rover, Jaguar, Aston Martin, Volvo and Ford of Europe 

MMrr  RRoobb  LLuummmmiiss  ––  Head of HR at the manufacturing site at Solihull –
Land Rover

MMrrss  JJooyy  BBaattcchheelloorr  ––  Team Leader in the Warwickshire Manufacturing
Group

MMrr  MMaarrkkuuss  SSiinnccllaaiirr  ––  Jaguar/Land Rover HR Policy and Programmes
Manager

Table 1: Record of the Interviews
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Interviewees were given a brief summary of the areas to be covered
in advance. The interview data were supplemented by analysis of
contemporary documentation including industry analysts’ reports,
newspaper articles and company documents. This also provided a
check on the potential bias in interview data.

To follow a comparative case study analysis, we have selected
two acquisitions undertaken by the same acquirer over a period of
time. Since the aim of this study is to develop theory, not to test it,
a theoretical sampling has been chosen. This seems to be adequate,
as the cases have been ‘selected because they are particularly suit-
able for illuminating and extending relationships and logic among
constructs’ (Eisenhardt and Graebner, 2007: 27). The acquired firms
chosen were Jaguar and Land Rover because both were of much the
same size, both were located in the traditional automotive industry
heartland of the UK and both had broadly similar heritages and cul-
tures. Both lacked the scale and resources to develop new models
effectively and undertake the renewal of facilities. Thus we are
positing that, despite the time gap between 1989 (the year of the
Jaguar acquisition) and 2000 (the Land Rover takeover), the two
target companies were broadly comparable. In addition the strategic
intent of Ford was the same in both cases. Given that many of the
environmental variables in the two merger cases are similar, then
the passage of time becomes a major consideration in its own right.
In particular it is asked whether Ford learned anything about merger
processes over the intervening period and how that learning
occurred, for example, through learning from errors and/or gaining
an increased sensitivity for what the critical issues are. It is also
worth noting that Ford made other acquisitions in the 1989–2000
period, notably that of Volvo.

Although the aim of this research is not to evaluate the success or
failure of these two acquisitions, but rather how Ford improved its
merger process management skills, there are some limitations in
terms of merger performance measurement. The main reason is that
there was very limited ‘hard’ performance data available. This was
especially due to the fact that the corporate parent, Ford, only pub-
lish corporate group accounts. To overcome this obstacle the
authors have used the ‘goal’ model,1 where managers were asked to
what extent the merger could be considered a success or a failure.
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The problem with this method is that their assessments might still
carry a high level of subjectivity according to what their expecta-
tions were and they may have tried to put a more favourable inter-
pretation on the merger performance.

LITERATURE REVIEW
Despite the fact that mergers and acquisitions are two of the main
methods of development, most companies fail to realise the gains
from them by not having an overall consistent strategy for growth,
thus missing the opportunity to learn from a continuous and accumu-
lated experience of merger activity (Kitching, 1967; Jemison and
Sitkin, 1986; Krishnan et al., 1997; Inkpen et al., 2000; Testa and
Morosini, 2001; Vermeulen and Barkema, 2001; Hayward, 2002;
Zollo and Singh, 2004; Meschi and Metais, 2006). Testa and
Morosini (2001) claim that a continuous learning approach to merger
activity can increase the chances of success because, from experi-
ence, companies gain specific execution capabilities that are critical
to conducting the merger process (Vermeulen and Barkema, 2001).

Hayward (2002) uses the ‘organisational learning theory’ as the
basis for his empirical research and asserts that managers gain expe-
rience in developing standardised routines so as to make mergers,
which can be applied in future cases. He analysed a sample of 535
mergers accomplished by 100 US domiciled companies between
1985 and 1995 and concluded that experience is the principal means
through which pre- and post-merger skills are gained (Hayward,
2002). The merger process is complex and despite being one of the
main means used by companies to grow, their implementation
has proved difficult and the rate of failure has been around 50 to 60
per cent (Kitching, 1967; Pritchett et al., 1997; Testa and Morosini,
2001; Schoenberg, 2006). The received wisdom is that companies
should carefully appreciate various aspects associated with the pre-
merger stage, which will strongly influence the successful or unsuc-
cessful outcome of the merger. Choosing the right partner, making
a thorough evaluation of its real strengths and weaknesses and pay-
ing the right price become essential at this stage (Jemison and
Sitkin, 1986; Schweiger et al., 1993; Datta and Puia, 1995;
Anslimger and Copeland, 1996; Inkpen et al., 2000; Bower, 2001;
Hayward, 2002; Graebner and Eisenhardt, 2004).
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The post-merger implementation has proved generally to be the
most critical phase in the merger process. Most companies fully
explore the legal and financial aspects of the merger but often fail to
consider thoroughly how the new organisation will be operated and
managed after the deal. Organisational, cultural, personnel and process
issues need to be carefully designed and executed in a way in which
companies can combine their operations and achieve the possible ben-
efits of the merger within the right time (Kitching, 1967; Leighton and
Tod, 1969; Pritchett et al., 1997; Morosini, 1998; Inkpen et al., 2000;
Bower, 2001; Light et al., 2001; Testa and Morosini, 2001; Zollo and
Singh, 2004; Lodorfos and Boateng, 2006; Riad, 2007).

Therefore, it can be asserted that mergers’ success or failure
mostly depend on the capacity of managers to manage these pre- and
post-merger critical success factors in order to be able to take advan-
tage of the synergies that the combination of the two firms offer.
Since cross-border mergers are situations where differences in
national values, routines and repertoires are obviously more likely to
exist than in domestic situations they may be, on the one hand, more
difficult to execute, but on the other hand, they may provide a richer
knowledge base to break the rigidities of firms involved in the
process, through knowledge, skills, routines and people interchange.

CASE ANALYSIS: PRE-MERGER CLIMATE
Unfavourable external macro- and micro-environment factors in
the late 1980s combined with internal problems led the way to
the sale of Jaguar. It has been argued that Jaguar did not have criti-
cal mass, could not fund new products, had basically sapped out
all the investment potential that was in the business and that it
could not have survived as an independent company (Dover, 2004).
Independently of the performance of the company, the then strongly
pro-privatisation Conservative government wanted to sell Jaguar at
a time when its management was extremely concerned about the
future ownership of the company. Simultaneously Ford made clear
its intention of acquiring it (Independent, 21 April 1989). In the
event this takeover proved to be a contested situation. From the very
beginning when Ford announced its plans to take control of the
company, its advances were perceived by Jaguar’s management
team as a hostile takeover (Independent, 20 September 1989).
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Because the potential Ford takeover was perceived as unwel-
come, Jaguar’s management sought to find ways of preventing the
acquisition. They tried to find a ‘white knight’, a buyer who would
make only a partial acquisition and not a full controlling takeover
and leave Jaguar’s current management team in place. The potential
alternatives to Ford were other carmakers such as General Motors
(GM), Daimler, Volvo, Fiat, Peugeot and Volkswagen (VW); of
these, GM was Jaguar’s preferred saviour (Independent, 21 April
1989). When GM acquired Lotus, it invested large sums of money
into the company and left the management team to continue running
the company. However, the resort to both defensive mechanisms,
the government’s golden share and the search for a ‘white knight’,
failed. In an interview with the authors Nick Scheele, former Ford
World President and CEO, who was President of Ford of Mexico at
the time of the acquisition, and who then became Jaguar’s
Chairman and Chief Executive between 1992 and 1999, asserts that
‘when the government removed the golden share we decided that
because of all the strategic reviews that we’d had previously, we
would move to acquire Jaguar. Recognising that Jaguar had talked
so extensively with GM, we decided (a) we had to bid for a hundred
per cent and (b) we had to make it a close-out bid, which is what we
did’ (Scheele, 2004).

In contrast, the merger climate surrounding the acquisition of
Land Rover by Ford in 2000 took place in a very different manner.
Rover was acquired by BMW in 1994. However, six years later, and
despite all the investments made by BMW in the Rover business, it
was still in red and without any prospect of improvement. In a per-
sonal interview Rob Lummis, current Head of HR at the manufac-
turing site at Solihull, asserts that Land Rover was a company, part
of Rover, a group that was losing money and financially struggling
(Lummis, 2004). Consequently, in March 2000 BMW announced
that it was going to dispose of the Rover group in various ways and
BMW announced 48 hours later that Ford Motor Company was
going to purchase Land Rover (Lummis, 2004).

The announcement that BMW was selling the company created a
climate of general surprise: ‘there was some disappointment and
surprise from various groups when it was initially announced and
then people felt that this could be good for us as a business’
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(Lummis, 2004). After the immediate initial shock, employees at
Land Rover generally had positive expectations about the prospects
of working under Ford’s parenthood. The merger atmosphere in
which this acquisition took place was one of ‘collaboration’. This
was because, on the one hand Rover’s parent, BMW, was willing to
sell the company to Ford and, on the other hand, Land Rover man-
agers had a positive regard for Ford. The fact that Ford had been in
the UK since 1911 perhaps gave it a closer appreciation of British
national culture than BMW (Lummis, 2004). However, the way
Ford had handled the Jaguar acquisition eleven years before,
respecting and preserving the ‘Britishness’ of the Jaguar brand, may
also have played an important role. Contrary to the acquisition cli-
mate of Jaguar in 1989, when Ford was initially perceived as an
invasive predator, a positive merger integration experience with
Jaguar created a favourable perception of Ford. Thus the growth
strategy and experience that a company has in terms of merger
activity will affect the way it is perceived by potential partners and
a favourable perception of the acquirer may facilitate the merger
process.

The Logic of Acquisition
Mergers are transactions in the market for corporate control and are
motivated by a variety of reasons, which may differ between
instances. Ford’s acquisition of Jaguar represented a continuation in
corporate growth strategy, following its earlier purchases of Aston
Martin and AC Cars and its unsuccessful attempts to buy Land
Rover, Saab and Alfa Romeo (Flint, 1989; Scheele, 2004). The
rationale behind these acquisitions was that the luxury car market
was the fastest growing auto market segment and buying Jaguar
would allow Ford to strengthen its market presence therein, espe-
cially as its American brands, Lincoln and Mercury, had proved
unsuccessful in penetrating the European market. Scheele (2004)
points out that from a study Ford had done in the early-to-mid-
1980s they concluded that the profitable growth in the automotive
industry would principally come in premium brands because people
were moving up-market. Three options were considered: (i) internal
development using their existing brands, Lincoln and Mercury, try-
ing to move them globally, (ii) internal development by doing what
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Toyota had done with Lexus and create a fresh brand or (iii) exter-
nal development through the acquisition of an existing premium
brand and improving it.

Scheele (2004) argues that the first option was rejected because
Lincoln was a brand that would not naturally lend itself to being a
global product. He asserts that the second option was also laid aside
because it was considered too time consuming and would have cost
about $10 billion. The external option was favoured because it
offered immediate access to an established and prestigious brand,
and the accompanying dealership and market share (Dover, 2004;
Giles, 2004; Scheele, 2004). In a personal interview Ken Giles,
Jaguar’s Programme Office Director who covered the concept plan-
ning and introduction of all new model programmes at the time of
the acquisition, asserts one of the reasons why Ford favoured this
external method of development was because it would be much
quicker than having to develop a new brand from the beginning
(Giles, 2004). Dover adds that Ford wanted ‘to acquire a prestige
nameplate without the trouble of creating the brand’ (Dover, 2004).
Scheele argues that what ‘Jaguar offered was (a) it was a known
brand, (b) it had an image and (c) it had a distribution system’
(Scheele, 2004). He argues that, above all, Ford acquired Jaguar for
its brand (Rubython, 1993: 79; Scheele, 2004).

With regards to the acquisition of Land Rover, Lummis (2004)
argues that Ford had the opportunity to acquire a company that
enabled it to extend its range of premium products because Land
Rover was purchased and placed within the Premier Automotive
Group (PAG) of Ford. He states that ‘the opportunity was there
because BMW expressed themselves willing to actually sell Land
Rover’ (Lummis, 2004). In a personal interview Markus Sinclair,
Jaguar/Land Rover’s HR Policy and Programmes Manager,
strengthens this idea by arguing that Ford had previously sought to
buy Land Rover and had been unsuccessful at the time; therefore,
when an opportunity did avail itself to get into a segment that had
proved to be very profitable, they then sought to take that opportu-
nity (Sinclair, 2004). It can then be argued that Ford acquired Land
Rover for similar reasons it had acquired Jaguar: a product develop-
ment strategy to strengthen its presence in the luxury market and
achieve geographical market expansion. It acquired a company with
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a strong brand and leading products in the European four-wheel-
drive sports/utility Land Rover and Range Rover, models that were
also sold widely in the Far East and the United States. The acquisi-
tion of Land Rover completed the formation of Ford’s PAG, with the
objective of targeting the upper segments of the car market, espe-
cially in Europe. The other companies that were part of this group
were Aston Martin, Jaguar and Volvo. In a personal interview Joy
Batchelor, Project Leader at the Warwickshire Manufacturing
Group, also strengthens this idea by arguing that Land Rover clearly
fitted into Ford’s premium product strategy, the PAG strategy
(Batchelor, 2004).

Evaluation of the Strengths and Weaknesses of the Target
Evaluating the strengths and weaknesses of the targeted company in
a merger exercise has generally been acknowledged as a difficult
process (Kitching, 1967; Hennart and Reddy, 1997). The fact that
these two acquisitions were cross-border mergers would normally
have required an additional effort in the process of evaluating and
understanding their differences in political, economic, legal and
cultural domains, but the fact that Ford had been in the UK since
1911 meant that these were taken as understood.

Time is at a premium during merger evaluation. Kitching (1967)
posits that successful companies are distinguished by their ability to
weigh the strengths and weaknesses of potential acquisitions
quickly. In the case of the Ford/Jaguar acquisition there was not
much time for a thorough evaluation.

Ford literally came in and bought the company within 24 hours.
When they purchased Jaguar, what they thought they were get-
ting they did not get. They thought they had a company with a
solid future model programme and it just was not there (Giles,
2004).

Batchelor supports this point, arguing that ‘the course of events
appeared to be not particularly well thought through. Everything
happened in quick succession, so whether Ford had sufficient time
in the process of due diligence to actually go through everything
with a fine toothcomb is possibly open to question’ (Batchelor,
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2004). In a personal interview Bob Ainsworth, current Member of
Parliament for Coventry and former Jaguar shop steward, strength-
ens this idea, asserting ‘I have little doubt that they thought that
Jaguar was worth a lot more than it was’ (Ainsworth, 2004).
Obviously, this lack of experience and capacity in weighing the
strengths and weaknesses of the target in a short period of time
strongly contributed to a poor evaluation process. This resulted in
the overestimation of the Jaguar brand and the underestimation of
the investment requirements in terms of new model development,
facilities and equipment. Giles asserts that Ford had to make an
investment of over £2 billion in new model developments, new fac-
tories, new paint shops and new work facilities. He argues that
when Ford realised what they had actually bought they discovered
that their analysis of the real strengths and weaknesses of the com-
pany was singularly incomplete.

In contrast, Lummis (2004) states that Ford were more thorough
in their evaluation of Land Rover, even though they had to act
quickly and knew that Land Rover was part of a loss-making group
and suffered from under-investment and serious quality problems
(with the exception of the new Freelander facility). Land Rover was
a company that was part of a group which was losing money and
struggling financially. Lummis portends that it was a company
where the quality of its products was ‘not brilliant’ and, as a busi-
ness, the site required high levels of new investment. It had a new
paint shop and a new facility built to assemble Freelanders, but it
did not really have a proper products cycle plan going forward.

Sinclair (2004) argues that there was a better understanding in
terms of the product portfolio than in terms of the facilities and the
fabric of the business. To support this assumption he suggests that
‘at one stage it was not clear but it appeared to be that they did not
know that they were buying’ the engineering centre in Gaydon
(Sinclair, 2004). One of the reasons explaining this may have been
the speed at which everything happened, since BMW put Land
Rover for sale. Similarly to what had happen in the acquisition of
Jaguar, Ford had to act quickly to take advantage of this unique
opportunity.

The need to react quickly to take advantage of sudden available
merger opportunities did not allow Ford to benefit from any type of
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‘courtship period’ with the target companies. Although the impact
of having a courtship period on merger processes has not yet been
extensively researched, some authors argue that when firms recog-
nise a potential suitable partner and have the possibility to experi-
ment in a courtship period before a definitive deal, the merger
implementation will be much more successful (Chung et al., 2000).
This should be so because a courtship period gives the possibility
for partners to know each other better by cooperating on short-term
common projects, and make an evaluation, not just based on the
usual strategic and financial aspects, but also on the more subtle
cultural issues that ultimately tend to manifest during the imple-
mentation stage.

Before acquiring Jaguar, Ford had not had any courtship period
with the company. This shows that Ford, by not having had a
courtship period before deciding to acquire Jaguar, and because of
its lack of experience and capacity in weighing the strengths and
weaknesses of the target in a short period of time, strongly con-
tributed to a poor evaluation process which resulted in the over-
estimation of the Jaguar brand, and the underestimation of the
investment requirements. Eleven years later, Ford again missed the
opportunity of having a courtship period with Land Rover or with
its owner at the time, BMW (Lummis, 2004).

POST-MERGER INTEGRATION APPROACHES AND
IMPLEMENTATION MANAGEMENT

Mergers are undertaken within different contexts and for different
reasons and implementation strategies should reflect the rationale
behind the merger. Given Ford’s historical approach in terms of pro-
viding strong leadership and the need to generate economies of
scale in production and exploit the economies of scope of the com-
bined company’s knowledge base, it was quick to take an active role
in running Jaguar’s operations. ‘The melding of the two companies
started out deliberately. Jaguar men have been to Detroit, and Ford
executives are starting to swarm around the Jaguar operations in
Britain’ (Flint, 1990). On 27 March 1990, after a brief transition
period of four months, John Egan was replaced as Jaguar’s
Chairman by Bill Hayden, a British executive from Ford (Industry
Week, 1990). According to Giles (2004), the main reason why Bill
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Hayden was appointed to run Jaguar immediately after the acquisi-
tion was because he was a brilliant manufacturing man. Ainsworth
asserts that, ‘For the first time in a very long time, we had a
chairman who really knew what he was talking about. He knew
how a car was built; he lived and breathed car production’
(Ainsworth, 2004). Dover suggests that as a result, several of the
Ford routines and processes, especially quality measurements, were
adopted by Jaguar and Jaguar moved from the bottom of the qual-
ity table to the top very quickly (Dover, 2004). In a personal inter-
view Paul Stokes, current Ford Director of Purchasing for the
European operations covering Land Rover, Jaguar, Aston Martin,
Volvo and Ford of Europe, asserts that another immediate benefit of
being part of Ford was the leverage effect in terms of purchasing
bargaining power (Stokes, 2001).

At Jaguar, Ford pursued the objective of reducing costs through
gains related to purchasing, manufacturing and, especially, market-
ing in the search for synergies through integrating the relevant
departments in both firms (Pritchett et al., 1997). However, total
integration was never attempted, as Ford was well aware of the
importance of persevering with the ‘Britishness’ of the Jaguar
brand. Perhaps this was also to preserve country of origin effects in
overseas markets so that the product would not be confused with its
Blue Oval volume models (Ainsworth, 2004).

However, independently of the integration approach adopted,
acquisitions always represent a huge step in moving into something
new. Testa (2000) argues that change is the usual scenario for organ-
isational activity and, as a result, the need for change becomes an
integral part in the culture of the organisations. The existence of
an implementation management capable of enacting the critical
amount of change is crucial for companies involved in merger activ-
ity (Testa, 2000; Testa and Morosini, 2001; Hyde and Patterson,
2002; Jeris et al., 2002). When Jaguar was acquired by Ford there
were two groups of people in Jaguar with different perceptions of
the acquiring company and different levels of resistance to change:
‘old school’ Jaguar people, viewing themselves as ‘elite’, presented
some resistance to change, but the acquisition was like a breath of
fresh air to those who were fairly new and had yet to become fully
integrated into Jaguar’s almost hide-bound traditional culture
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(Giles, 2004; Stokes, 2004). Within a period of between six and
nine months after the acquisition, three of the four plant directors
that were there when Hayden started were gone (Stokes, 2004).
Though there were also some internal Jaguar promotions, new sen-
ior staff were recruited from Ford to strengthen the management
team, especially in the areas of quality and financial controls (Giles,
2004). Having transformed and restructured the company in terms
of manufacturing, Hayden was replaced by Nick Scheele who,
according to Giles (2004), was the ideal leader to take control of the
company at that stage. With the foundations of manufacturing in
place, especially in terms of industrial relations, Jaguar needed a big
push in terms of the marketplace and, according to Giles (2004),
Scheele was the right person to take Jaguar to the next stage. He
was ‘very good in terms of working with the government, working
with customers, working with the outside world’ (Giles, 2004).

In contrast, the circumstances at Land Rover when it was
acquired by Ford were different from those surrounding the Jaguar
acquisition. Nine months earlier its then owners, BMW, had made
some fairly far-reaching changes in Land Rover’s management
team. Most of the old directors had been removed and replaced with
BMW nominees (Dover, 2004). When BMW sold Land Rover to
Ford the BMW appointees left, leaving the company with almost no
senior management team. This exceptional situation cleared the
way for the introduction of an entirely new team responsible for
integrating the company and enacting the necessary changes. Ford
assembled a very strong team of Ford insiders from around the
globe, and Bob Dover, from Aston Martin, was sent to run the com-
pany. To soften the impact of an international influx of new people
and demonstrate opportunity, internal staff were promoted into sen-
ior management roles, but not at board level (Lummis, 2004).

According to Nahavandi and Malekzadeh (1988), when the
acquired management team has a favourable view of the buying
company, it may be willing to adopt its culture in a process of
assimilation. In turn mergers will be more successful if companies
have the ability to appoint an implementation team from both tradi-
tions who enjoy complementary functional backgrounds capable of
enacting necessary change within the right timescale (Krishnan
et al., 1997). Finally, it is essential to build a leadership team capable
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of implementing change and aligning businesses around common
values in situations in which people from different national cultural
backgrounds can work together (Testa and Morosini, 2001).

The integration approach adopted by Ford for the Land Rover
acquisition differs to that of the acquisition of Jaguar eleven years
earlier. With Land Rover they adopted a more hands-on approach
while with Jaguar they had adopted a partial integration. Both Land
Rover and Jaguar were brands with very strong identities and Ford
certainly wanted to preserve their strengths. However, comparing
the integration approach followed in both acquisitions, it can be
argued that the Land Rover merger was far more hands-on than that
of Jaguar:

When Ford acquired Jaguar, it was very much hands-off – ‘you
carry on doing your own thing’. When they acquired Volvo, it
was sort of fifty/fifty, about 30 per cent engagement and the rest,
‘you get on and do your own thing’. When they acquired Land
Rover, they adopted a different acquisition model which was full
integration as quickly as you can, and I think probably from the
point of view of the impact upon people, then the clarity associ-
ated with that was appreciated (Sinclair, 2004).

In this case the hands-on approach was not perceived as a negative
controlling measure. On the contrary, it was positively perceived as
a clear and consistent integration approach. In this regard Lummis
(2004) argues that, despite taking a more hands-on approach with
Land Rover, the Ford takeover cannot be considered as having been
very rough because Ford did not want to damage the brand at all.
Sinclair asserts that Ford is one of the most international car com-
panies in the world and, therefore, processes a very rich set of rou-
tines, processes and repertories. However, he argues that they have
a very balanced approach and people who can actually interpret and
deploy its culture in a very sensitive manner.

Eleven years later, and having also acquired Volvo in the mean-
time, it can, therefore, be argued that Ford seems to have learned
from their previous experience by having significantly improved
its integration process. This shows the relationship between the
integration approaches with the accumulated experience on merger
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activity. In following this balanced and sensitive approach Ford was
able to introduce a rich variety of routines and processes at Land
Rover as it embarked on turning it round from loss making to oper-
ational profitability (Lummis, 2004; Sinclair, 2004).

Managing Cultural Differences
In cross-border acquisitions the differences between the firms
involved need to be properly recognised and handled in order to
facilitate the integration process and diminish potential conflict.
When conducted properly, acquisitions represent useful means for
companies to learn and benefit from each other’s differences and
complementarities, and to bring about a necessary cultural shift in
order to remain competitive by combining different resources, com-
petences, routines and procedures (Vermeulen and Barkema, 2001).

Despite the commonality of language between the American and
British companies, the differences in terms of national culture could
not be disregarded. Scheele (1998) has argued that the essential
ingredient of Jaguar’s success was its ‘Jaguarness’ and that being
seen to be British was critical. This played an important role when,
contrary to financial logic, Ford decided to produce the X400 model
in the UK, at Halewood, instead of producing it in Germany or
America (Lewin, 1997; Lane Fox, 1998). This was a clear message
that Jaguar/Ford wanted to produce Jaguars in the UK, on the basis
that a car might not be perceived as a Jaguar if it was produced else-
where (Giles, 2004).

Possibly as an attempt to minimise cultural clashes, the two new
chairmen sent by Ford to run the two companies after takeover were
British. Both were career Ford executives and culturally sympa-
thetic to their new employees, a view strongly espoused by Scheele
himself:

We felt from day one that it had to be somebody that was British
because to do otherwise would have been a problem… I mean
there is a question: do you have to have a Brit to run Jaguar? I
don’t think you do but in those initial years it was felt that we had
to because of the political furore that had happened when we
acquired Jaguar and it was felt that it might be perceived wrongly
if we put a non-Brit in there. Today, I don’t think that’s relevant
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personally but I know that a Brit was wanted and I happened to
be in a position to do it (Scheele, 2004).

In a personal interview Mark Foster, the BBC’s business and indus-
try correspondent for the Midlands area, asserts that ‘they put in
people who culturally were sympathetic’ (Foster, 2004). Stokes
strengthens this idea, asserting that ‘Ford brought people that they
had confidence in and at the same time being very culturally aware
of what they had bought’ (Stokes, 2004). This provides evidence
that Ford wanted to send British-born executives to run Jaguar as a
means to manage cultural differences.

Indeed, there is no evidence of serious national cultural clashes
between American and British managers in either company follow-
ing the respective mergers (Giles, 2004; Stokes, 2004). Ford,
though, did in both cases effect corporate cultural change by
emphasising the importance of the ‘bottom line’, focusing on effi-
ciency, costs and quality control to improve profitability, bringing a
new perception to running the business and ending Jaguar’s alleged
culture of running the firm as ‘an old English club’ that provided
cars for an elite market (Ainsworth, 2004; Giles, 2004; Stokes,
2004).

Managing cultural differences is directly related to the type of
integration approach employed and the leadership character of the
implementation management team sent to run the company. Hayden
handled the situation with a very tough approach, by getting rid of
all those who wanted to stick with the old way of doing things and
enacting all the necessary changes to transform the company. In
effect Hayden was quite ruthless, but those who remained to a
greater or lesser extent embraced the new culture, which paid divi-
dends in bringing about a change in attitude at Jaguar. Elitism died
quickly and the workers showed a commitment to their product
whose quality improved incrementally; productivity rose and after
nearly a decade Jaguar returned to profit (Giles, 2004).

By the time Ford acquired Land Rover in 2000 it was experi-
enced in terms of managing national and corporate cultural differ-
ences. Apart from operating in the UK car industry from 1911, Ford
had also previously acquired other British-owned companies such
as Aston Martin and Jaguar as well as a majority stake in Mazda of
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Japan. The fact that Land Rover had experienced several different
owners (British Leyland, Rover and BMW) may also have helped
to prevent cultural clashes because it had been forced to operate
under different leaders and use a diversity of processes and routines
over a short period of time and had become used to change.

What appears to have also contributed positively to the limited
level of resistance from the Land Rover workforce was the fact that
they had a more favourable view of Ford’s American/Anglo-Saxon
culture in comparison to the BMW German culture. Indeed, Sinclair
points out that it was like ‘reverting to some cultural styles that intu-
itively we were more used to’ (Sinclair, 2004). The current human
resources director at Jaguar, but previously at Land Rover, claimed
that ‘they would listen and go away and the view was, all decisions
were taken in Munich and there was no empowerment whereas
Ford allowed more involvement and participation from Land Rover
people’ (Thurlby, 2004).

Despite the lack of significant national or corporate conflict,
Scheele argues that the real cultural differences were between
Jaguar and Land Rover despite being both British Midlands-based
and niche premium product companies (Scheele, 2004). Batchelor
strengthens this perspective, asserting, ‘I only saw the noticeable
difference in culture when Jaguar and Land Rover were brought
together last year [to operate as one company] and there was defi-
nitely a clash’ (Batchelor, 2004). Both Towers (2004) and Scheele
(2004) commented on these differences. As Scheele expressed it:

Land Rover is still in manufacturing terms a child of the 70s. I
mean to suggest that there is something hugely problematic with
not wearing belt buckles, or covering up belt buckles on the line,
because it interferes with individual liberty, in today’s age, is
absolute nonsense. I cannot understand how that can happen. At
Jaguar you would never ever see that happening. It is just incon-
ceivable that the workforce would not say ‘yes’, we have to be
globally competitive and that involves working practices,
clothes, etc., etc. (Scheele, 2004).

This shows that, despite having established a whole new Ford
management team at both Jaguar and Land Rover, and having
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passed Ford’s processes, routines and repertoires on to both firms,
managing corporate cultural differences is a sensitive and continu-
ous issue in merger processes even between firms whose plants are
less than twenty miles apart.

CONCLUSIONS
Table 2 presents a comparative summary of how Ford managed
the key pre- and post-merger success factors in these two acqui-
sitions, providing evidence to support the argument that Ford, as
the result of its accumulated experience of merger activity, had
significantly improved the management of its merger processes
over the period between acquiring Jaguar and acquiring Land
Rover.

Table 2 provides support to the argument that firms with greater
experience of mergers and a planned growth strategy are more
successful than those with less or who merely react to a merger
opportunity. In this case it seems that Ford simply reacted to the
opportunity to acquire a prestigious brand (Jaguar) with the objec-
tive of strengthening its presence in the luxury segment, especially
in Europe. In this instance, the emphasis was on speed of acquisi-
tion which in turn prevented due diligence being undertaken and
so the evaluation of Jaguar’s strengths and weaknesses was poor.
In contrast, Ford was more thorough in its evaluation of Land
Rover.

As argued above, Jaguar preferred GM to Ford because, given its
acquisition experience, it were regarded as being more likely to
be less intrusive than Ford. However, the way Ford had handled
the integration of Jaguar in 1989, respecting and preserving the
‘Britishness’ of the Jaguar brand, had a positive influence on the
acquisition climate of Land Rover in 2000. This time, because Land
Rover had a favourable perception of Ford as an acquirer, a collab-
orative merger climate emerged. It can be concluded that the growth
strategy and the experience that a company has in terms of merger
activity affects the way an acquirer is perceived by potential targets.
Learning takes place on both sides and can influence the reaction of
the acquired firm.

This research also indicates that as companies become more
experienced in merger activity, they gain more specific execution

T H E I R I S H J O U R N A L O F M A N A G E M E N T 49

2. Merger.qxp  8/8/2007  6:32 PM  Page 49



50 Improving Merger Process Management Skills Over Time

Ta
bl

e 
2:

 C
om

pa
ra

tiv
e A

na
ly

si
s o

f t
he

 F
or

d/
Ja

gu
ar

, B
M

W
/R

ov
er

an
d 

Fo
rd

/L
an

d 
R

ov
er

A
cq

ui
si

tio
ns

FFoo
rrdd

//JJ
aagg

uuaa
rr

FFoo
rrdd

//LL
aann

dd  
RRoo

vvee
rr

M
er

ge
r P

ro
ce

ss
 P

re
-m

er
ge

r P
ha

se

AAcc
qquu

iiss
iittii

oonn
  CC

lliimm
aatt

ee
CCoo

nntt
eess

ttee
dd  

SSii
ttuu

aatt
iioo

nn
CCoo

llllaa
bboo

rraa
ttiioo

nn
It 

w
as

 p
er

ce
iv

ed
 a

s 
a 

ho
st

ile
 ta

ke
ov

er
.

It 
oc

cu
rr

ed
 in

 a
 c

ol
la

bo
ra

tiv
e 

en
vi

ro
nm

en
t.

RRee
aass

oonn
ss  

ffoo
rr  tt

hhee
  aa

ccqq
uuii

ssii
ttiioo

nn
EEcc

oonn
oomm

iicc
  rree

aass
oonn

ss::
  MM

aarr
kkee

tt  pp
ooww

eerr
EEcc

oonn
oomm

iicc
  rree

aass
oonn

ss::
  MM

aarr
kkee

tt  pp
ooww

eerr
Ac

qu
is

iti
on

 o
f b

ra
nd

 n
am

e 
to

 s
tre

ng
th

en
To

 s
tre

ng
th

en
 it

s 
pr

es
en

ce
 in

 th
e 

lu
xu

ry
 

its
 p

re
se

nc
e 

in
 th

e 
lu

xu
ry

 c
ar

 m
ar

ke
t,

ca
r m

ar
ke

t b
y 

ad
di

ng
 a

no
th

er
 v

al
ua

bl
e

es
pe

ci
al

ly
 in

 E
ur

op
e.

 A
ch

ie
ve

m
en

t o
f

br
an

d 
na

m
e 

to
 it

s 
PA

G 
(P

re
m

ie
r

ec
on

om
ie

s 
of

 s
ca

le
 a

nd
 o

th
er

 s
yn

er
gi

es
.

Au
to

m
ot

iv
e 

Gr
ou

p)
.

CChh
ooii

ccee
  oo

ff  ss
ttrraa

ttee
ggii

cc  
ppaa

rrttnn
eerr

SStt
rraa

ttee
ggii

cc  
ffiitt

  in
 te

rm
s 

of
 d

ev
el

op
m

en
t o

f
SStt

rraa
ttee

ggii
cc  

ffiitt
  in

 F
or

d’
s 

PA
G.

co
m

pe
te

nc
es

 a
nd

 re
so

ur
ce

s,
 a

nd
co

m
pl

im
en

ta
ry

 p
ro

du
ct

s 
an

d 
m

ar
ke

ts
.

EEvv
aall

uuaa
ttiioo

nn  
ooff

  rree
aall

  ss
ttrree

nngg
tthh

ss
N

o 
m

er
ge

r ‘
st

af
f t

ea
m

’ –
 la

ck
 o

f
Fo

rd
 w

er
e 

m
or

e 
th

or
ou

gh
 in

 th
ei

r
aann

dd  
ww

eeaa
kknn

eess
ssee

ss  
ooff

  tthh
ee  

ttaa
rrgg

eett
ex

pe
rie

nc
e 

in
 e

va
lu

at
in

g 
th

e 
ta

rg
et

.
ev

al
ua

tio
n 

of
 L

an
d 

Ro
ve

r t
ha

n 
th

ey
 h

ad
Ve

ry
 s

ho
rt 

pe
rio

d 
of

 ti
m

e 
st

ro
ng

ly
be

en
 in

 th
e 

ac
qu

is
iti

on
 o

f J
ag

ua
r.

co
nt

rib
ut

ed
 to

 a
 p

oo
r e

va
lu

at
io

n 
pr

oc
es

s.
Ho

w
ev

er
, t

he
 s

pe
ed

 a
t w

hi
ch

 F
or

d 
ha

d 
to

OOvv
eerr

eess
ttiimm

aatt
iioo

nn
of

 th
e 

st
re

ng
th

s
ac

t t
o 

ta
ke

 a
dv

an
ta

ge
 o

f t
ha

t u
ni

qu
e

(e
sp

ec
ia

lly
 th

e 
br

an
d 

co
m

pa
re

d 
to

 B
M

W
op

po
rtu

ni
ty

 d
id

n’
t h

el
p 

th
e 

ev
al

ua
tio

n
an

d 
M

er
ce

de
s)

 a
nd

 o
f t

he
 re

tu
rn

 o
n

pr
oc

es
s.

in
ve

st
m

en
t.

(C
on

ti
nu

ed
)

2. Merger.qxp  8/8/2007  6:32 PM  Page 50



T H E I R I S H J O U R N A L O F M A N A G E M E N T 51

(C
on

ti
nu

ed
)

Ta
bl

e 
2:

 (C
on

tin
ue

d)

FFoo
rrdd

//JJ
aagg

uuaa
rr

FFoo
rrdd

//LL
aann

dd  
RRoo

vvee
rr

EEvv
aall

uuaa
ttiioo

nn  
ooff

  tthh
ee  

iinn
vvee

sstt
mm

eenn
tt

UUnn
ddee

rree
sstt

iimm
aatt

eedd
th

e 
in

ve
st

m
en

t
Ap

ar
t f

ro
m

 th
e 

Ga
yd

on
 c

en
tre

, t
he

 p
ai

nt
rree

qquu
iirree

mm
eenn

ttss
re

qu
ire

m
en

ts
 in

 te
rm

s 
of

 n
ew

 m
od

el
sh

op
 in

 S
ol

ih
ul

l a
nd

 th
e 

fa
ci

lit
y 

fo
r R

an
ge

de
ve

lo
pm

en
t, 

fa
ci

lit
ie

s 
an

d 
eq

ui
pm

en
t

Ro
ve

r, 
ev

er
yt

hi
ng

 e
ls

e 
w

as
 in

 a
 v

er
y 

ba
d

(m
or

e 
th

an
 $

3 
bi

lli
on

).
st

at
e 

an
d 

la
ck

in
g 

in
 in

ve
st

m
en

t. 

CCoo
uurr

ttss
hhii

pp  
ppee

rriioo
dd

NN
oonn

ee .
 V

er
y 

qu
ic

k 
ac

qu
is

iti
on

, i
t w

as
NN

oonn
ee .

 L
ik

e 
th

e 
Ja

gu
ar

 a
cq

ui
si

tio
n 

Fo
rd

al
m

os
t a

n 
in

st
an

ta
ne

ou
s 

bi
d.

ha
d 

to
 a

ct
 q

ui
ck

ly
 to

 ta
ke

 a
dv

an
ta

ge
 o

f a
su

dd
en

 o
pp

or
tu

ni
ty

.

FFuu
ttuu

rree
  cc

oomm
ppee

nnss
aatt

iioo
nn  

ppoo
lliicc

yy
Be

ca
us

e 
of

 th
e 

hhuu
ggee

  dd
iiffff

eerr
eenn

ccee
ss

in
 te

rm
s

BM
W

’s 
m

an
ag

em
en

t g
ra

di
ng

 s
ys

te
m

 w
as

of
 c

om
pe

ns
at

io
n 

po
lic

y,
 F

or
d 

tri
ed

 to
 k

ee
p

di
sc

ar
de

d 
an

d 
FFoo

rrdd
’’ss

  gg
lloo

bbaa
ll  cc

oomm
ppee

nnss
aatt

iioo
nn

bo
th

 o
rg

an
is

at
io

ns
’ t

er
m

s 
an

d 
co

nd
iti

on
s

ppoo
lliicc

iiee
ss  

w
er

e 
fu

lly
 in

tro
du

ce
d.

of
 e

m
pl

oy
m

en
t a

pa
rt 

to
 a

vo
id

 le
tti

ng
 it

be
co

m
e 

a 
di

vi
si

ve
 is

su
e.

M
er

ge
r P

ro
ce

ss
 P

os
t-m

er
ge

r P
ha

se

IInn
ttee

ggrr
aatt

iioo
nn  

sstt
rraa

ttee
ggii

eess
PPaa

rrttii
aall

  iinn
ttee

ggrr
aatt

iioo
nn//

‘‘pp
rree

ssee
rrvv

aatt
iioo

nn’’
..

FFuu
llll  

iinn
ttee

ggrr
aatt

iioo
nn//

‘‘aa
ssss

iimm
iillaa

ttiioo
nn’’

(b
ut

 p
re

se
rv

ed
 th

e 
br

an
d 

id
en

tit
y)

.

IImm
ppll

eemm
eenn

ttaa
ttiioo

nn  
mm

aann
aagg

eemm
eenn

tt
FFoo

rrdd
’’ss

  mm
aann

aagg
eemm

eenn
tt w

as
 ss

eenn
tt  tt

oo  
rruu

nn
Fo

rd
 s

en
t a

n 
eenn

ttiirr
ee  

nnee
ww

  ‘‘ii
nntt

eerr
nnaa

ttiioo
nnaa

ll’’
JJaa

gguu
aarr

(B
ill

 H
ay

de
n 

fir
st

 a
nd

 N
ic

k
mm

aann
aagg

eemm
eenn

tt  tt
eeaa

mm
to

 ru
n 

th
e 

bu
si

ne
ss

Sc
he

el
e 

la
te

r).
 T

he
re

 w
as

 a
 c

ul
l a

m
on

gs
t

fro
m

 d
ay

 o
ne

.
Ja

gu
ar

 s
ta

ff 
w

ho
 re

si
st

ed
 c

ha
ng

e.

2. Merger.qxp  8/8/2007  6:32 PM  Page 51



52 Improving Merger Process Management Skills Over Time

Ta
bl

e 
2:

 (C
on

tin
ue

d)

FFoo
rrdd

//JJ
aagg

uuaa
rr

FFoo
rrdd

//LL
aann

dd  
RRoo

vvee
rr

PPoo
sstt

--mm
eerr

ggee
rr  cc

oomm
mm

uunn
iicc

aatt
iioo

nn
CCll

eeaa
rr . 

To
 d

im
in

is
h 

th
e 

un
ce

rta
in

ty
 c

re
at

ed
VVee

rryy
  gg

oooo
dd  

ccaa
sscc

aadd
ee  

ccoo
mm

mm
uunn

iicc
aatt

iioo
nn

fro
m

in
 te

rm
s 

of
 J

ag
ua

r’s
 a

ut
on

om
y,

 F
or

d 
m

ad
e

da
y 

on
e.

 H
ow

ev
er

, s
om

e 
la

ck
 o

f c
la

rit
y

cl
ea

r f
ro

m
 th

e 
be

gi
nn

in
g 

th
at

, a
lth

ou
gh

ab
ou

t t
he

 in
te

gr
at

io
n 

of
 L

an
d 

Ro
ve

r w
ith

so
m

e 
in

te
gr

at
io

n 
w

ou
ld

 ta
ke

 p
la

ce
,

Ja
gu

ar
 a

nd
 th

e 
re

st
 o

f F
or

d’
s 

PA
G.

Ja
gu

ar
’s 

id
en

tit
y 

w
ou

ld
 b

e 
pr

es
er

ve
d.

CCoo
rrpp

oorr
aatt

ee  
aann

dd  
nnaa

ttiioo
nnaa

ll
NN

oo  
mm

aajj
oorr

  pp
rroo

bbll
eemm

ss .
 D

es
pi

te
 th

e
NN

oo  
mm

aajj
oorr

  pp
rroo

bbll
eemm

ss .
 In

 2
00

0 
Fo

rd
 w

as
 w

el
l

ccuu
llttuu

rraa
ll  dd

iiffff
eerr

eenn
ccee

ss
si

m
ila

rit
ie

s 
be

tw
ee

n 
bo

th
 c

om
pa

ni
es

,
ex

pe
rie

nc
ed

 in
 m

an
ag

in
g 

cu
ltu

ra
l

Fo
rd

 d
id

 n
ot

 d
is

re
ga

rd
 th

e 
im

po
rta

nc
e 

of
di

ffe
re

nc
es

.
de

al
in

g 
w

ith
 th

e 
co

rp
or

at
e 

an
d 

na
tio

na
l

La
nd

 R
ov

er
 w

as
 a

ls
o 

us
ed

 to
 h

av
in

g
cu

ltu
ra

l d
iff

er
en

ce
s.

 F
or

d 
pr

es
er

ve
d 

th
e

di
ffe

re
nt

 o
w

ne
rs

 o
ve

r a
 s

ho
rt 

pe
rio

d.
‘B

rit
is

hn
es

s’
 o

f J
ag

ua
r.

La
nd

 R
ov

er
’s 

cu
ltu

re
 w

as
 c

lo
se

r t
o 

Fo
rd

Th
e 

co
rp

or
at

e 
cu

ltu
ra

l d
iff

er
en

ce
s 

w
er

e
th

an
 to

 B
M

W
.

m
or

e 
m

an
ife

st
 th

an
 th

e 
na

tio
na

l.

PPee
rrffoo

rrmm
aann

ccee
De

sp
ite

 $
3 

bi
lli

on
 o

f i
nv

es
tm

en
ts

 th
e

N
ot

 p
er

fo
rm

in
g 

ac
co

rd
in

g 
to

 in
iti

al
su

cc
es

s 
of

 th
e 

ac
qu

is
iti

on
 is

 s
til

l t
o 

be
ex

pe
ct

at
io

ns
 b

ut
 a

fte
r s

ix
 y

ea
rs

 it
 is

 s
til

l
pr

ov
en

 a
fte

r s
ev

en
te

en
 y

ea
rs

.
to

o 
so

on
 to

 c
om

e 
to

 a
 c

on
cl

us
io

n.

So
ur

ce
: A

ut
ho

r a
na

ly
si

s

2. Merger.qxp  8/8/2007  6:32 PM  Page 52



capabilities through exchanging routines, procedures, processes
and knowledge with their partners. This makes them much more
capable of understanding and managing cultural differences when
it comes to the integration stage. The integration approach of the
acquisition of Land Rover in 2000 seems to have been much better
than that adopted for the acquisition of Jaguar in 1989, revealing
that Ford had significantly improved its integration process as the
result of experience. When it acquired Land Rover it was quicker
in introducing global systems and policies and brought in a new
management team with vast international experience. Ford seem to
have learned that in cross-border mergers it is more beneficial to
appoint an implementation management team composed of people
with different functional and national cultural backgrounds instead
of just sending managers who were born in the country of the
acquired firm.

Seventeen years after the acquisition, it is still questionable
whether or not the outcome of the Jaguar acquisition can be con-
sidered as a successful one. It has certainly been a success for the
Jaguar company which otherwise could just not exist anymore, or
if it did exist, it would not have grown to its current dimension and
would not be as competitive in the executive and luxury segment.
However Jaguar’s financial performance has been disappointing
and its future ownership by Ford is currently under examination.
The Land Rover acquisition is more difficult to assess because only
six years have passed since its acquisition. The company is thought
to be just about breaking even financially and Land Rover is
launching new products and working hard to increase productivity
and quality, working practices and relationships with other stake-
holders. Yet, despite the progress made, Jaguar and Land Rover
have sucked in huge investments from Ford over the last few years
and have not yet delivered the anticipated financial returns
(Thurlby, 2004). Successful merger processes are no guarantee of
financial success.

1 Child and Faulkner (1998) assert that when the access to ‘hard’ performance
data is limited, the ‘goal’ model can be alternatively used. It consists in asking
managers how far they think the merger has met its objectives.
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