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Executive Summary
This report addresses how the PR department of Chocolate Heaven will collaborate with other departments within the organisation to deal with the recall of a new chocolate bar. In order to control this recall, the organisation plans to apologise as much as possible to stakeholders as well as offer them a full refund. The PR team will use platforms such as social media and radio stations to broadcast the recall and will closely monitor the impact of this throughout the duration of the recall. The PR team will collaborate with internal departments such as the sales and marketing team to ensure this recall is addresses correctly. The PR team will develop an internal marketing campaign to update the organisation of key messages and timelines for the external PR activity. This will be mainly focussed around employees as personal incentives will be in place for when targets are hit, increasing sales as a result. To ensure the PR department is prepared for any future crisis’, this report addresses several strategies in which to follow if a future PR crisis were to occur. This includes being proactive and transparent, as well as appointing a specific response team in the event that this does occur. 
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1. Introduction 

After the successful launch of the chocolate bar, Chocolate Heaven, it has come to the organisation’s attention that some of the ingredients were not declared on the label. This has resulted in them having to conduct an urgent recall on all of their chocolate bars. Besides being a public health issue, recalls cause significant economic issues and are the food industry’s biggest threat to profitability (Ries, 2018). They need to ensure that this is dealt with immediately and efficiently in order to protect their reputation and keep their valuable stakeholders. They have already had reports of customers experiencing mild allergic reactions and their trust with different publics has been tainted. The PR department will begin by apologising to stakeholders as much as necessary, whilst firmly reassuring them that they will be compensated and that this will never happen again in hopes that they agree with the way the organisation has handled the situation and decide to give them another chance in the future. This report will address how the organisation plans to deal with the recall of this new chocolate bar.
1. Main Body
1.1. Communication Channels 
Communication is key in order to handle this situation correctly. Communication is one of the most important factors at play during a product recall. The only way to mitigate damages caused by a food crisis is to swiftly communicate the problem to the consumers and to present them with a solution. Proper communication can lessen the adverse impact on a company’s reputation and, possibly, even save lives (Malavoy, 2012). The organisation will be displaying posters detailing the recall in all stores that sell their brand and on social media in order to get their customers’ attention. As well as placing a notice regarding the recall on their website, they believe it necessary to also send this notice to all customers and distributors who have subscribed to their newsletter via email. By doing this, there is more chance that customers will be made aware of the recall and may even feel more inclined to continue purchasing their brand due to the small personal touch of sending an email directly to them. 68 percent of clients leave because they feel the business doesn’t care about them. Compare that to just 14 percent that blame product dissatisfaction and it shows how critical customer appreciation is to a company’s overall health and well-being (Alton, 2018). They want their consumers to feel important and as though they matter to them, during this recall more than ever. The PR department would like to suggest that the organisation put out a short radio advertisement acknowledging and apologising for the recall. On this advertisement, they will instruct consumers to visit the shop where they purchased the chocolate bar from and either receive a full refund or a brand-new chocolate bar in the new, appropriate packaging. Although this will involve having to spend money in order to get their message across, the PR team strongly believe that this is an appropriate step to take and will deter both the brands reputation and future profit from being affected. By proactively reaching out to affected consumers, notifying them of a recall and guiding them through the recall process, organisations facing a recall can maintain their long-term brand reputation and retain customer loyalty (Henareh, 2015). 
1.2. Tools for Monitoring
In order to track how the recall is coming across to the general public, the PR department will use monitoring website, Reputology. Reputology is the review monitoring and management platform that helps businesses monitor, respond to and analyse their online reviews (Reputology, 2020). This will allow the organisation to see what customers are saying about their brand and what they think about how they have handled the recall as a whole. They will also be sending out a survey to all customers who have signed up to their newsletter via email. This survey will consist of questions such as, how do you feel about the recall of chocolate heaven? Do you believe they handled the recall well? What more could they have done in order to improve this situation? And so on. In order to make this survey more appealing, there will be a competition with a chance to win £250 worth of shopping vouchers for completing the survey. This is yet another personal touch that Chocolate Heaven hope customers will appreciate and will also ensure that they feel their opinion is relevant and valuable to us as a brand. And of course, their final tool for monitoring will be sales. This will be the ultimate tracker that will allow them to see how this recall is going and if it has had a huge effect on profit. 
1.3. Repositioning Message

Ultimately, the organisation will need to gain back their customers trust and ensure that they feel comfortable purchasing from them again. The trust between a consumer and a brand is just as important as any other relationship. When a brand is able to make a genuine, truthful connection with a consumer, it creates brand loyalty and this connection provides the basis of a consumer-brand relationship (Zovitsky, 2015). The PR department have proposed that the organisation launch a new television advertisement based around the value of family and the appreciation of small things. For example, they would use the storyline of a young child saving up their pocket money to buy their mother our chocolate bar. This will allow viewers to associate the brand with thought and care and will allow them to get the message across that their brand is for people of all ages. Hopefully, over time, customers will be able to forget about this recall and focus on the new position of the brand.
   
1.4. Collaboration with Internal Departments
When dealing with this recall, the PR team must collaborate with several internal departments, such as the marketing team. The marketing team will ensure that company efforts during a recall are not compromised by consumer advertising or promotional activity and will develop campaigns for consumer trust (Cozlowski, 2012). It will be the marketing team that publicly acknowledge the recall and inform consumers of what they should do next. PR is required to work closely with the marketing department in order to come up with a suitable way of broadcasting the recall that will catch customers attention, both physically and through social media. Although their role will be mainly to get the message of recall across, PR will also be required to work with them to discover a creative strategy that will ensure they don’t lose either customers or profit. They will also need to work closely with the sales team who will be the first point of contact for customers and will support the enquiries of those who decide to return or replace the chocolate bars. It is important for the sales team to be aware of how to successfully handle customers during this time, as mentioned earlier, good communication is essential during a recall. Consumers will be understandably angry and will be in demand of answers to their questions. It is necessary that PR works in conjunction with the sales team in order to come up with appropriate responses to any queries customers may ask. Complaints handling is an invaluable opportunity for an organization to identify areas of improvement. Allowing such expressions of dissatisfaction to be met with positive responses and actioning improvements is crucial to any successful business (Evans, 2013). It is also important that they make the sales team aware that they must treat all customers with extreme respect and care, in the hopes that excellent customer service will be enough to keep their customers returning.
 
 
1.5. Internal Marketing Campaigns
In order to ensure the organisation as a whole is up to date with key messages and timelines for any external PR activity, it is important that an internal marketing campaign is developed. Internal marketing is the best way to help employees make a powerful emotional connection to the products and services you sell. Without that connection, employees are likely to undermine the expectations set by your advertising. In some cases, this is because they simply don’t understand what you have promised the public, so they end up working at cross-purposes. In other cases, it may be they don’t actually believe in the brand and feel disengaged or, worse, hostile toward the company. We’ve found that when people care about and believe in the brand, they’re motivated to work harder and their loyalty to the company increases. Employees are unified and inspired by a common sense of purpose and identity (Mitchell, 2002). The first strategy is to encourage employees to talk freely about the brand online. Studies show that brand messages reached 561% further when shared by employee’s vs the same messages shared via official brand social channels (Goodall, 2015). With more focus on internal marketing, this strategy will give the brand an employee-centred voice and will allow them to naturally become brand ambassadors and, as a result, sales will increase. The organisations goal is to grow sales and improve reputation using their employees and will be measured by the number of customers who follow them on social media platforms. They will look to achieve growing all social media pages, such as Twitter, Facebook and Instagram by 1000 users per month. This is relevant because people use social media every day. By gaining new followers, there will be more individuals who see the brand’s content every day, therefore becoming familiar with the brand. Increasing followers should always be at the forefront of an organisations social media strategy because a large audience leads to increased brand recognition, improved customer loyalty, more opportunities to convert and of course, higher conversion rates (Holtman, 2017). There will not be a set deadline to this strategy as it is important that their social media platforms continue to grow constantly. The second strategy will be to hold incentives to employees when certain targets are met. The organisation wants a ten percent increase of sales every quarter. This will be accomplished by putting incentives and rewards in place for staff when these targets are met, such as bonus’ or more holiday days. The organisation will review this strategy every quarter and it will be measured by how much sales increase. This is relevant as employees will be encouraged to drive sales knowing that they will receive a personal incentive. In order to recover from this recall, the organisation will need to strengthen their position in the market. According to experts, a good brand can lead to better customer loyalty, enhanced company image, and a more relatable identity (Solar, 2018). To do this, the organisations marketing team must be open to make adjustments within their marketing campaigns. This can be achieved simply by becoming more interactive online and perhaps posting more content that consumers will relate to. Similar to their first strategy, this can be measured by the amount of new users or followers on their social media pages. If a certain marketing campaign is not producing the results expected after several weeks, the marketing team must change this in order to produce a campaign that will get their consumers interested whilst enticing new customers to try their brand. Not only will this increase the brands social media presence, but will also allow them to strengthen their position in the market altogether. 
1.6. Recommendations 
In order to prevent their brand getting a bad reputation, the organisation must have appropriate strategies in place ready to refer to when dealing with any future PR crisis’. In today’s real-time world of social media, and with critics everywhere, reputation management matters more than ever, and it can be lost in an instant. The tenets of any crisis communication are to be proactive, be transparent, and be accountable. When put into action it looks like this: acknowledge the incident, accept responsibility, and apologize (Allocca, 2017). Public Relations must also appoint a response team in the event of a PR crisis. This response team will be the first and only point of contact during any future backlash and will be highly trained and prepared on how to handle a variety of different crisis’. It's important that the organization is able to react fast and speak with one voice, which is difficult to achieve when multiple people begin to speak on its behalf (Nierman, 2018). It is crucial that the organisation plans ahead for any crisis that may occur. This will allow them to be ready to handle the backlash if or when it gets to that stage. A detailed risk assessment with pre-approved drawer statements can help you act quickly. As soon as a crisis occurs, they shift into high gear into a predetermined process that has been outlined well in advance. They get the detail of the crisis — what happened, the timeline and who's impacted — and get communication out quickly (Gambino, 2019).
2. CONCLUSION

To conclude, it is evident that the PR department will need to conduct several strategies and campaigns, both internally and externally, to successfully recover from this recall. They will need to collaborate with several other departments within the organisation, such as the sales and marketing teams in order to protect the brands reputation whilst still growing social media platforms and general sales. By using strategies such as adjusting marketing campaigns and offering employees incentives, the organisation will continue to appeal to customers as well as become notorious for the value they have for their employees. Over time, these strategies will allow a complete reposition of the brand and allow customers to associate Chocolate Heaven as a people-orientated brand that truly values both employees and consumers. The PR department hopes that, by following all the proposed strategies, techniques and campaigns, Chocolate Heaven will recover from this recall and go on to flourish within the market.
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