
DEFENDER 
90, 110, 130

DIFFERENTIATING BODY STYLES
THROUGH AUDIENCE-LED COPY



Client: JLR

Role: Content Strategist and Copywriter

Scope:
Website audit, tone of voice
development, target market
segmentation, narrative design

Platform: Global DX

THE BRIEF

With the introduction of a third Defender body style, 130, it
became clear that presenting them as a single proposition
made it difficult for users to differentiate the body styles.
The brief, therefore, was to create a structure that would
help users understand:

How each body style differed beyond size
Which body style best suited their lifestyle and needs
Why they should choose one body style over another

Each body style had to feel purposeful, differentiated, and
unmistakably Defender. Auditing the website, I identified
opportunities to speak to user intent (e.g. solo use vs group
travel etc.), and used this as the basis for where we could
diverge the body styles.

Each body style was reframed around how it’s used, with a
tone of voice to match. The result is improved clarity across
the range, stronger emotional alignment between body
style and user need, and a scalable framework for future
derivatives (e.g. Defender OCTA).



A STATEMENT OF INTENT

While all three body styles share Defender’s core values, the
copy was tuned to express them differently:

90: Leans confident, distilled. The intro signals focus and
positions 90 as deliberate.

110: Feels capable and adaptable. The intro connects
capability to real-world use and speaks directly to users
balancing everyday practicality and adventure.

130: Introduces warmth, reassurance, togetherness. Shifts
the conversation from ‘bigger’ to ‘shared’. Makes space
feel purposeful and emotional, not just practical.

This allows each page to feel distinct, without breaking
brand consistency.



DEFENDER 90

We open with a statement that positions the smallest of
the Defenders as versatile: equally at home in the city
as it is off-road. The Defender for a new generation is
youthful, modern.

Within the design section we highlight its heritage,
establishing authenticity. While at the same time
reinforcing the youthful, energetic side.



DEFENDER 110

We instantly establish Defender 110's confidence. The
introduction of the loadspace and versatile seating
reinforces adaptability without overwhelming users
with specs, blending functional detail with narrative
flow. The copy balances 110 as the balanced choice.

The design section doubles down about its versatility
through confident statements, designed to reassure and
excite readers. 



DEFENDER 130

‘Freedom for all’ moves the conversation away from
‘the largest Defender’, reframing size and introducing
emotional language. 

‘Commanding presence’ makes the size feel purposeful,
which is reinforced by the statement ‘form with
function.’ It also establishes that, while 130 is designed
for shared, luxury travel, this is still a Defender, with
customary confidence and capability.



REFRAMING AROUND CHOICE, NOT SIZE

Sets up differentiation without fragmenting the brand
story. Shifts the narrative to intentional choice and
emphasises the model’s versatilility.



BEFORE: SINGLE NAMEPLATE PAGE



AFTER: DEFENDER 90



AFTER: DEFENDER 110



AFTER: DEFENDER 130
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