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1. Executive Summary

The purpose of this report is to detail what the response will be to the PR crisis recently suffered and to set out what the next stages will be in relation to department collaboration and internal communication. In terms of what the PR departments responsibilities are, they can be defined as “an intermediary between the organisation that he or she represents and all of the organisations publics”(Newsom et al, 2000). The idea of a crisis can then be inferred as the breakdown of the relationship between the organisation and its public or “a PR disaster is anything that causes embarrassing or negative publicity for any given organisation or entity”(McCusker, G, 2004). This means that the following report will aim to show what action should be taken in order to limit the damage caused by the crisis, however the particular focus should be on what is happening within the company as opposed to what the outward projection to the public will be at this moment. 
In terms of what this report will do, firstly it will detail exactly what went wrong with relations to the recent recall of the chocolate bar released. Then, the departments whom will be the key components within the message and dealing with the crisis will be illustrated and how exactly they will be communicated to. Next, the plan for what internal marketing, that is set to be implemented will be specified and finally any further action including recommendations for any similar future problems should noted
















2. Introduction

2.1 Overview of Issues

The reason that there was the recall of the recently launched chocolate bar is due to the lack of ingredient hazel nut being noted on the wrapper which has caused the following issues for customers. The first is that this ingredient is an allergen set out by the Food Standards Agency as being one of the top allergen types. This means that this is a serious issue and by neglecting to inform customers via the wrapper of this product, makes this is a hazard for those who suffer with this allergy and unknowingly consume this product. This is also then become an issue of legal matters as it is a legal requirement to list the known allergens on the wrappers of products according to 2014 EU Regulations. 
The next issue posed by this mistake would be the fact that customers have lost trust with the company. This is due to the lack of transparency with them as they were sold the idea that the product was nut free, however it then wasn’t. A similar issue happened in 2004 with Coca Cola’s launch of water named ‘Dasani’ which made the promise of being one of the purest waters available on the market at the time, when in fact it was tap water that they had filter, resulting in the product being removed from shelves in just five short weeks. This relates to the issues that is currently being dealt with within this company as customers saw that there was a deceit by the company when they were led to believe something else.
The final issue that has arisen by this mistake is that there has been a sales decrease, resulting from customers being put off by the fact that the company withheld information from them. This means that competition is getting any potential new customers that could have invested into our company. This loss of sales may have a longer lasting effect in terms of making a profit on this product


2.2 [bookmark: _GoBack]Internal Department Collaborations

The main way in which to deal with this crisis is through means of internal collaborations with key departments to ensure that the crisis is dealt with in the most effective way and that they are all aware of the message that is being sent externally to customers.
The first department that will be collaborated with is marketing to ensure that they run a campaign in response to this disaster which is cohesive with the message that is being communicated to the public. The role of the marketing team is to work alongside departments such as sales as a large part of their role is directed towards customers, with Bull (2000) putting focus on the fact that any plan this department formulates starts with the customers as the sole focus hence why they are important to customer communication. The collaboration between both the PR department and the marketing department will be focusing on how the message in delivered using social media. This is because they are a customer driven department whom are more aware of the types of messages which the customer will be responsive to and so will play a key part in crafting this message. They are also acutely aware of the way the company is perceived, so will provide valuable research into the rebuilding of reputation. 
The next department is the sales department whom is the most important department to ensure has a clear message especially as they are the ones whom deal with aspects such as suppliers and distribution as well as the customers. In terms of the importance of their relationship with distribution and suppliers, they will be aiding the recall of the chocolate bar. The distribution department are responsible for buying from the manufacturer and then selling on to suppliers meaning that they can hold valuable information as to what the customers opinions as they form a direct link to them. The sales team is also important for gathering the figures from sales, meaning that they are able to help measure the success of the campaign in addition to seeing the failure from the initial launch as part of their role is to set quotas which may not be met following from this disaster. This means they are the most informed department to be able to help craft what message should be put out to the public as they are aware of the effects of this crisis. This department will also be able to help with key monitoring of social media in order to answer the customers complaints and questions on social media alongside the marketing team. 
The IT department will also be used during this campaign as one of the measures is setting up a question and answer portal on the website which will directly answer any of the most important questions and provide the key information for customers in the quickest way. This department will also be responsible for the monitoring of website traffic which will feedback the amount of engagement with this incident. 

2.3 Internal Marketing Campaign

When it comes to the collaborations, the way in which to achieve this is through the use of an internal marketing campaign, using internal communication which is essentially communications that are kept within the organisation and differ from the types of message being sent externally to divisions such as customers and stakeholders. 
The most imperative piece of information to this campaign before starting it, is the message that is being expressed to the public. The decision has been made that this should be apologetic, honest and hold the company accountable yet be delivered with a humorous tone which should then humanise the company. It was also noted by Smith (2008) that keeping “messages to both audiences consistent. This would hopefully result in the kinds of credible publications, website, videos, etc that staff will want to read. It is also more likely that the PR professional will have the ear of senior management and the right level of credibility to ensure they can argue their case more successfully” in reference to both the staff and customers. This sets the tone of the importance of having the message that’s relayed to the staff and the consumer to be as consistent as possible in order to allow there to be more engagement from both parties and understanding. The message should be delivered via social media mostly with a question and answer page set up on the company website. In terms of social media interactions, the aim is to increase this and answer any questions customers have in an honest way building back the trust with customers. This differentiates from the standard response to a PR disaster such as that by Dove during their 2017 crisis where the company came were criticised for a campaign as it was perceived as racist and then further criticised for their response which resulted in them taking down and subsequently reuploading a statement. This will again make the company seem more human and that it is accountable for problems that may occur. 
Prior to the start of the internal campaign, it is essential to set out the aims , which can be done using SMART objectives, which stand for being specific, measurable, achievable, realistic and timely. This guarantees that the campaign set out will be as effective as possible as this type of objective ensures that the objectives are a fully formulated ideas especially as they need to be able to be achievable. The use of SMART objectives establishes that any campaigns will be monitored which is key as if a PR crisis occurs, these are often time sensitive to ensure that limited damage occurs to the company reputation. With a SMART objective, the rest of the campaign can also begin, as the action has already been set out. The smart objective for this campaign will be to see an increase in sales of 15% over the next three months. This fits the idea of a smart objective as it specifies that sales will be increasing, gives a measurable amount of 15%, is achievable through the use of collaboration internally and a united measure externally, is realistic as sales should hopefully increase with the redistribution of chocolate bars and is timely as there is a time frame of three months. This objective will now set the tone of the campaign as there will be the focus on sales and increasing these, which means that most of the internal communication will be sales driven.  
After setting a detailed objective plan, the internalised campaign can start to be put into place. According to Lipiäinen (2014), one of the most important ways as deemed by employees is face to face communication as this develops relationships and makes for more clarity then more formal communications such as emails. This means that the idea of face to face meetings could be implemented at this moment, when it is of importance for a clear message to be transferred to multiple departments. 

2.4 Recommendations for future crisis

In terms of the next stage, Coombs (2007) put into place a post crisis plan. He details that the focus will start to shift from the crisis however that it is important to continue to update the company about what is happening and what stage of the post crisis plan they are in. It should be noted that, there is not a specific requirement for how long this process is, as this is specific to what damage suffered by the company. The recommendation for this crisis would be around four months, with the option for flexibility for this timescale. This would also be the opportunity for the repositioning message in terms of how the company will be perceived within the market. The next stage would be preparing for future crisis. According to the Forbes Council (2017), “Anticipate potentials crisis scenarios and establish internal protocols for handling them”. This means the company should begin to set up what to do if a similar situation happens by ensuring that all departments are briefed, including the specific departments that have been key members of this crisis as they may play a similar role into the next crisis. This also ensures that the future issues may be dealt with in a faster manner as there will be the procedures in place. In terms of the recommendations for this issue, one of the ways in which to deal with a crisis like this is the future is to employ the use of SCRUM agile methodology which will enlist a specialised team in order to be used to deal with future crisis. This methodology uses the idea of someone overseeing tasks, named the backlog which they will work on over a period which using this methodology is called a sprint. This method also employs the use of constant updates and reviews at the end of each sprint which determine if the task is complete or not. This would be a good method to employ to help with future crisis as it ensures that there is scrutiny of work and the insurance that tasks are completed and reviewed to reduce the risk of a disaster. 
2.5 Conclusion
To conclude, the best way in which to respond to the PR crisis includes the use of internal collaboration to ensure the message in demonstrated concisely to the public and to use an internal marketing campaign in order to detail the objective and subsequently chose they best method of communicating to those within the company. Furthermore, the report aims to provide the best method in order to deal with future PR crisis. 
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