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Executive Summary

The main aim of this report was to discuss Internal marketing and how by collaborating internally with other departments it could help improve with the recall of HIT Chocolate bar, a high-intensity fast performance bar that helps athletes gain energy. The bar had an issue with incorrect labelling on the wrapper and therefore had to be recalled as it could have become a public health issue. To protect the brand and company, initially a slogan was released to customers, ‘Oh *hit we are sorry! How did we manage that? Our main ingredient of Glucose sugar was missing off our label.’ Several key issues were also identified during the initial crisis, including making sure a tactful way of publicising the issue is found, provide useful information for affected customers, create a campaign to recall the product and deal with issues and complaints from customers. 

Internal Department collaboration allows companies to work together to help give customers a high-quality service. For example, the sales team can work effectively with other departments such as marketing, so they understand what is being done to recompense the error as well as the different social media marketing tools used towards the public. However, it is also important that customer relationship management is measured to help understand what the customers think of the company during the PR crisis and sales must make sure that they show themselves in a positive light and are knowledgeable on the situation to help safeguard a customer and company relationship. 

To ensure that all the areas of the business understand the aims to be achieved after the PR crisis, key SMART objectives are being put forward to help manage the crisis, Specific, Measurable, Achievable, Realistic and Timebound. This will ensure that the key message is worthwhile and achievable for staff.  They range from giving all customers with a faulty product a refund within six months after the PR Crisis and Increase customer relationship management score by 20% by building a relationship with the customer and focusing less on making a sale. This is to be completed by 29th February 2020.  These key messages are then distributed by using modern methods of communication via Slack, e-mail or TV screens which will all ensure that all members of staff will get the key messages and the PR recovery will be successful. 

It was overall concluded that various areas need to be addressed if a PR Crisis were to happen in the future such as,  getting ahead of the story faster to ensure that they release their statement before some fake news stories appear online. However, it was also decided that to be well prepared in the future the need for completing a PR crisis communication plan is needed. This will allow the company to address all issues internally and externally as well as allow preplanning of various situations, their key messages and how to handle them successfully.
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During the production of the company’s new HIT Chocolate Bar, a high energy bar that helps athletes gain energy, an ingredient was not published on the labelling; which can result in a public health issue, therefore it is time to recall the product. 
With a recall key issues must be identified; making sure a tactful way of publicising the issue to the public is found, provide useful information for affected customers, create a campaign to recall the product and deal with issues and complaints from customers.  Stakeholders were also involved in the crisis and were told how they would be reacting in their departments; distribution was told to check all current bars in the warehouse are free from any errors and the sales team know how to address customers to help them gain refunds or exchanges on their product.
After identifying key messages and stakeholders It was decided that the main message for recall would be ‘Oh *HIT WE ARE SORRY!’  How could we miss that!? The main ingredient, glucose sugar is missing off our label! This slogan was used as the issue is not as serious as the product is already known for its high sugar content. This message will also not alarm customers in returning to product hastily. A donation to diabetic research was also announced as by eating the faulty product it could have caused some issues for customers. 
Several communication methods were also discussed, using social media, Twitter, Instagram, and Facebook to promote the message using #Oh*Hit! As well as using the website. This would be monitored by using Keyhole Software to track Instagram and Twitter for keywords and impressions and if they are in a positive or negative light (Sims, 2017). Google (2019) Analytics will allow the tracking of website traffic and help evaluate marketing and how content is performing during and after the crisis.
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When dealing with a PR crisis it is important to include stakeholders such as the sales department in how to give refunds and returns on faulty products. This is called internal department collaboration and was first developed as a solution to giving high-quality service. There are various meanings related to Internal marketing, what it is, what it is supposed to do and how it is done.  (Internal Marketing, 2002).  Liljander (2000) mentions that a company will not be successful if it doesn’t take care of internal marketing in employees as it affects job satisfaction and whether they will be engaged and happy during work which will reciprocate in customer satisfaction. 
Internal department collaboration is a key area in making the PR Crisis a success, by collaborating with departments in a company such as compliance, sales, IT, Customer service, Finance, and marketing it will make the PR Crisis much easier to handle. The Sales team is an area of business that is responsible for the sales of products or services (Entrepreneur Europe, 2019). The sales team's main objectives are to increase sales, profits, number of customers, upsell products, convert leads into sales and know customers well (Pipedrive, 2019). During a PR crisis, they would be the first point of contact for customers to regain a refund on their purchase or speak to suppliers about sending order batches back and receiving new ones. Therefore, they must be informed about the current processes for refunds, what the company is doing to recompense the error in packaging and social media marketing tools that are being put forward by the marketing team . Customer relationship management, a practice which focuses on customers and their relationship with a business is how data would be retrieved on how the company is responding to the PR crisis and whether it is successful in regaining back positive PR (Buttle, 2004). Sales must use CRM while speaking with customers as this will help safeguard their relationship together. Customers are the objective of any business and keeping them happy is the main priority to keep the business profitable therefore this department must be kept up to date about the PR crisis to give customers the best experience. 
Marketing, a key factor in helping manage various important connections between customers and the business, including connecting the customer to the product, delivery of service and financial accountability (Moorman and Rust, 1999).The marketing department's objectives are to create marketing campaigns, produce and promote marketing materials and create content for search engine optimization (Hartford, 2019). They collaborate with various departments including finance and compliance to ensure money for the campaign and it is legal.  
There are various roles in marketing, including, a digital marketing manager, who manages the company’s website, search engine optimization, and web design. Marketing co-ordinator, who conducts research an analyses customer behaviour including tracking online systems for customer reactions on marketing campaigns. A Brand Ambassador, a spokesman for the company and networks to gain the trust of customers, they provide feedback to marketing about customer incites (Steimer, 2019).  These job roles are especially important as they contribute to getting data back from external sources to test how the public is reacting to the PR crisis campaign.
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Internal marketing campaigns are about ‘selling the brand inside’ the company to employees who make the brand interesting and vibrant for customers to enjoy.  They can make a powerful connection with products that get passed on to customers (Mitchell, 2002). Therefore, businesses must make a connection with employees to create a happy and innovative workplace to succeed.  
For employees to understand effectively what has happened the use of an internal marketing campaign would be advantageous. This includes realising new key messages, which can achieve specific outcomes and create a positive position in the businesses (James, 2011). SMART objectives, Specific, Measurable, Achievable, Realistic and Time-bound should be used to gain the most out of key messages. The acronym was first created in 1955 by Peter Drucker and is used by managers all around the world to help set objectives in aline with management systems (CMI,2011). 
For example; the first SMART objective is to, Give all customers a faulty product a refund within sixth months after the PR crisis. This will ensure all employees do their best to give customers their refunds of the product they have purchased and gives employees in sales a clear message about the timing people can claim back their refund. Another key message to distribute is to Increase customer relationship management score by 20% by building a relationship with the customer and focusing less on making a sale. This is to be completed by 29th February 2020.  Customers are key stakeholders in a business and contribute to a firm’s reputation, therefore it is important that they are looked after well and why they should be a part of a key message for employees (Ferrell, 2004).  
Distribution issues of key messages can affect employees greatly.  Each working group, i.e. Marketing, Finance all have their own communication system via people who all work in the same office, as well as have a grapevine which information flows down from hierarchy to departmental staff which can result in inaccurate information (Harrison, 2000). To ensure all employees get accurate information, modern methods of communication and tools for monitoring effectiveness will be used (National Academy Of Sciences, 2007). 
Methods include; e-mails, which according to a web survey of 400 employees is the most preferred option of communication regarding planned meetings and interpersonal communications with their managers (Men,2014). Intranet services, a private portal that allows employees to communicate internally, information posted on here stays, unlike emails which are easily deleted. Social media allows companies to communicate with their employees via Facebook group and  Slack (2019),  a messaging app which organises different communications by channel sections. Digital signage would also be a useful tool as TV screens are usually placed in workplaces to highlight real-time news updates or weather forecasts. However, it can also be used to promote the company while at work, therefore would be an appropriate place to put key messages for the PR crisis (Wagstaff, 2018). Overall the best form of communicating key messages is Slack because it would make the system of sharing the key messages easier to all users and make the process more efficient and successful (Sopact, 2019).
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Throughout the PR crisis, the company has gained valuable intelligence on how to react to a future PR crisis successfully.  Including getting ahead of the story faster; it was discovered during this PR crisis the company halted any communication with the public until a relevant strategy was in place and company bosses knew how to handle the situation. This led to the company being unable to start apologising and announcing plans to refund customers straight away allowing the greater release of ‘fake news’ to enter social media. 
Also, the crisis and call to action must be made clear, some customers felt that they were unable to identify what the company was willing to do to recompense the error in packaging. This was to help refund or exchange faulty products to affected customers, as well as donate money to diabetic research due to the issues the mislabelling could have caused some customers. In future issues, the call to action will be clearer and more concise allowing customers a clear understanding of what is happening.  
Finally, avoid the use of knee-jerk reactions; during the crisis, the company felt they had to respond quickly to any issue put on online after the initial statement was released to counteract any negative press. In the future, they would not react as quickly and keep company silence. This would allow monitoring of the situation to assess and respond to allegations and queries effectively.  (Forbes, 2017)
To overcome these issues in the future the use of a crisis communication plan will be put in place to get a head start. When a crisis occurs the need for communicating to both staff and customers is imminent to avoid potential harm to the business. Customers want to know what has been affected and how it affects them, outside bodies such as the Food Standard Hygiene Agency must also be made aware to release warnings to consumers (FSA, N.D). By preparing a plan it can enable a business to respond quickly, accurately and confidently during a crisis. (Ready Gov, N.D). The basic crisis communication plan includes a varied amount of information such as who is the core response team? Who is media trained and can be a spokesperson? Monitoring and reporting coverage, press release templates, key contacts and messages as well as potential scenarios.
Bernstein (2013) discusses the ten steps of a crisis communication plan they include, anticipating issues by being proactive and brainstorming all potential crises and how to handle them. Identify the crisis communication teams, this will create a list of the top team to handle the crisis. It can include, CEO, PR executive, and Chief Marketing Officer. Training an appropriate spokesperson to represent the company is also needed, however they must have exceptional communication skills to get the right response from consumers.  Identifying the stakeholders that are involved in the PR crisis is important, so they are aware of what is going on, this includes staff and customers. By completing a list of stakeholders, it will allow a quick access repertoire of who to contact during a potential crisis and discuss potential ways to act. To be well prepared in a potential crisis a detailed crisis communication plan must be put into place to ensure that if an event of this kind were to happen in the future information will be available to help put ease to the crisis as soon as it hits.
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The main aim of this report was to discover the best way of marketing the PR crisis internally to all members of staff, so they can understand clearly the main aims that need to be achieved while the PR crisis is going on. A wide range of issues was looked at to help achieve this, including collaborating with other departments, designing an internal campaign to help sell the brand and create a connection with employees giving them the key, SMART messages to stand by during the PR Crisis. In conclusion, a PR Crisis campaign plan should be put together with names and details of the appropriate team, with several different scenarios and their clear key messages to be pre-planned and put together as well as how to release them. The plan will show appropriate methods to handle the situation and a clear structure of how to handle all areas internally and externally. 
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