Macroenvironmental trends in the
LCV Market.

This article critically analyses the current business and communications
macroenvironmental trends within the UK automotive light commercial vehicles
(LCV) sector, identifying implications that could therefore be pertinent to the
successful implementation of an integrated marketing communications (IMC)
engagement campaign for an automotive organisation. This analysis therefore
enables identification of communication imperatives, optimising engagement
through establishing how brand values and positioning may be achieved in this
rapidly changing market (Mason, 2019a).

UK new van
market down by 23.5%

Köllner (2018) identifies political regulatory change, including Brexit uncertainty,
as a threat to automotive stakeholder communication needs. For example, political
environmental change may negate frictionless automotive trade and supplier
relationships between UK and EU stakeholders (SMMT, 2019a). Therefore, whilst
year-to-year growth of UK commercial vehicles remains steady (SMMT, 2019b),
there is an increased necessity to maintain stakeholder business confidence
through consistent communication, ensuring ongoing engagement in light
commercial vehicle investment (Armstrong, 2019).

Demand for
environmental
sustainability.

SMMT (2019c)

Russo-spena et al. (2018)

SMMT (2019c) suggest increased stakeholder economic uncertainty could threaten
large fleet purchases with the UK new van market decreasing by -23.5%.
Therefore, whilst Hawes (2019) suggests sustained commercial vehicle production
growth, Armstrong (2019) highlights consumers are likely to prevent overtly large
purchases until restoring financial confidence. Consequently, a key opportunity to
engage pricesensitive stakeholders could be through communicating economic
value, building dialogue within multi-stage communication (Chaffey and Smith,
2013), increasing perceived security (Armstrong, 2019).
Arguably, CSR demand could significantly influence stakeholder engagement within
the sector (Russo-spena et al., 2018). For example, Duckett (2018) highlights 40%
of UK adults argue organisations should actively engage in CSR initiatives,
demanding cleaner cities (Armstrong, 2019). Therefore, whilst Schütte (2011)
suggests organisations use CSR to prosper at society’s expense, Green and Peloza
(2011) indicate CSR communication could increase engagement, improving
perceptions towards branding, promotional stimuli and trust (Yang and Hsu, 2017).
Consequently, whilst some automotive organisations may currently utilise CSR
communication through below-the-line media including sustainability reports
and a dedicated microsite (Ford, 2018), Akhtar (2015) emphasises opportunity
to increase engagement through overtly communicating CSR commitment within
above-the-line media.

For access to the full article, please contact me at billylittle1998@gmail.com

billylittle.com

References:

Akhtar, T. (2015). How ethical innovations boost brand
perceptions. Marketing Week [online]. Available from:
https://www.marketingweek.com/2015/07/02/howet
hical-innovations-boost-brand-perceptions/.
[Accessed 8 October 2019].
Armstrong, S. (2019). Ford Go Further 2019. Ford Press
Kits [online]. Available from:
http://gofurther.fordpresskits.com/. [Accessed 18
October 2019].
Chaffey, D. Smith, PR. (2013). Emarketing Excellence
Planning and Optimizing your Digital Marketing. 4th
ed. Oxon: Routledge.
Duckett, J. (2018). Tackling Social Issues: Whose
Responsibility Is It?. Mintel [online]. Available from:
http://academicmintelcom.ezproxy.northampton.ac.u
k/display/8907 15/?highlight#hit1. [Accessed 10
October 2019].
Ford. (2018). Breaking the Silence on Mental Health.
Ford [online]. Available from:
https://www.ford.co.uk/experienceford/aboutford/elephant-in-the-transit. [Accessed 9
October 2019].
Green, T. Peloza, J. (2011). How does corporate social
responsibility create value for consumers?. The
Journal of Consumer Marketing, 28(1), pp.48-56.
Hawes, M. (2019). UK commercial vehicle production
grows 47.9% in August. SMMT [online]. Available
from:
https://www.smmt.co.uk/2019/09/ukcommercialvehicle-production-grows-47-9-inaugust/. [Accessed
11 October 2019].

Russo-Spena, T. Tregua, M. De Chiara, A. (2018).
Trends and Drivers in CSR Disclosure: A Focus on
Reporting Practices in the Automotive Industry.
Journal of Business Ethics, 151(2), pp.563.
Schütte, A. (2011). Is Corporate Social Responsibility
"Hypocritical Window Dressing"?. Forbes [online].
Available from:
https://www.forbes.com/sites/arjanschutte/2011
/08/17/iscorporate-social-responsibilityhypocriticalwindow-dressing/#1c8c7b3d5623. [Accessed 8
October 2019].
SMMT. (2019a). UK new van market falls -23.5% in
September. SMMT [online]. Available from:
https://www.smmt.co.uk/2019/10/uk-newvanmarket-falls-23-5-in-september/. [Accessed 7
October 2019].
___. (2019b). Brexit. SMMT [online]. Available from:
https://www.smmt.co.uk/industrytopics/brexit/.
[Accessed 8 October 2019].

___. (2019c). UK new van market falls -23.5% in
September. SMMT [online]. Available from:
https://www.smmt.co.uk/2019/10/new-carmarketdeclines-in-first-nine-months-of-2019-asbrexit-fearshold-buyers-back/. [Accessed 7 October 2019].
Yang, C. Hsu, T. (2017). Effects of skepticism about
corporate social responsibility advertising on
consumer attitude. Social Behavior and Personality:
An International Journal, 45(3), pp.453-467.

Köllner, C. (2018). What Brexit Means for the
Automotive Industry. ATZ Worldwide, 120(3), pp.1015.
Mason, N. (2019a). UK Car Review - UK - February
2019. Mintel [online]. Available from:
https://academicmintelcom.ezproxy.northampton.ac.uk/display/94338
6/. [Accessed 7 October 2019].

For access to the full article, please contact me at billylittle1998@gmail.com

billylittle.com

