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Executive summary
Report remit
Following on from the PR campaign that recently occurred, myself and PR team have been asked by the senior management team to submit a report on how we will collaborate with other departments within the organisation to deal with the recall of the new chocolate bar recently brought to light.

Introduction

My PR team and I have recently been involved in a PR crisis campaign undergoing problems and solutions in relation to external factors. When the CEO come to me to explain the situation at hand my team and I brainstormed and processed the key issues we were going to face. With the company identifying that the product they have just released 5 years after their last product, doesn’t have sufficient enough listing of ingredients, my team realised we had to work fast. The biggest risk was to the public. My team and I identified the following to be key issues:
· Risk of allergic reaction – Potential death - Due to traces from manufacture
· Law guidelines
· Duty of care – Customer – Staff - Stakeholders
· Reputation
· Consumer dissatisfaction
· Sales
· Future consumption 
We knew that this would affect numerous people including stakeholders, public but also the staff. We had to set the right message, so my team and I produced a plan covering all aspects of the PR campaign.
Using marketing tools, we started to get our message across to the public and everyone who was crucial to know at this point. We would monitor this by using tools such as google analytics, looking at the number or chocolate bars returned and by using the direct line my team created to monitor and deal with any problems efficiently.
The headlining message we set across was ‘Just like the enjoyment of how chocolate taste, we get enjoyment of making sure you’re safe!’ Following on from this my team created an idea to turn this PR crisis into an advantage and have a positive effect on the organization so to do this we decided we were going to give away free advent calendars. Why? Research shows we will outlay more by giving away a free advent calendar than our initial plan of giving away a free chocolate bar. ​
Consumer research has proving that by doing this there is a 79% rate of future consumption and returning customers as well as new. ​
My team feel this is great as we are already at the face of the media so we will use it to our advantage; intro to future releases, use the data collected of customer satisfaction to improve future products. will also enable us to use this product every year. Already proving more profit/revenue.

What internal departments will we collaborate with?
Given everything that my team and I have worked hard for when dealing with external factors it is important to not under estimate the power of departments within the organization (Tynan,2018). There are different department that will be used for different aspects of the campaign. The main two internal departments my team will collaborate with are the marketing team and the sales team. My team and I will work closely with the marketing team to ensure they are developing marketing materials to suit the vision we have (IESE Business School, 2015). The marketing team are crucial to the development of campaign and how it is conducted. After all, businesses that actively engage in integrated PR and digital marketing tactics are more likely to capture the attention of customers and prospects and achieve the kind of business results that create long-term success (Walkersands, 2020). The marketing team will be responsible for conducting any advertisement and take necessary measures as requested by myself.
The second department we will work closely with is the sales team. It is important to motivate and incentivise the sales team in order to get the benefit of more sales and more business across the board (Goodman, 2018). This is why my team and I have created incentive leagues to really push the sales driven from the team whilst maintaining our vision and prospects. It is also important to ensure the sales team are kept up to date step by step throughout the campaign as ultimately without them there is no business (Walkersands, 2020).
Whilst these two are the main departments we will work with, I have set out task to my team to liase with numerous other departments such as; finance, compliance and of course I will work with the senior management team.


How will we deal with this internally?
In order for the overall campaign to be a success it is vital my team and I set up an internal campaign. Along with the campaign my team and I will ensure the relevant departments and staff are kept up to date with the key messages and the timeline both internally and externally. The human brain consists of problem-solving abilities, setting goals help channel brain power into finding solutions (Soto, 1996). After all, transformational leaders and managers are visionary, inspirational and are able to go after their goals ensuring they are motivating their team with a strong emotional appeal (Jackson, 1993). To ensure we are setting our aims and objectives specific and as accurate as we could to the organisations, we used a SMART acronym. ‘A SMART goal should be specific, measurable, achievable, realistic and time-bound’ (Techtarget, 2019). Below you will see the outline of the SMART goals set out to everyone internally:
Specific – It is important to set specific goals so staff can be educated and motivated as to what they are working towards. This is why each department will have specific goals. The marketing teams’ goal is set tot reach 1000 people to start with through social media (Consulting success, 2018). As digital marketing is now become one of the biggest platforms, I felt this is the perfect place to start. Where as the sales team will have a goal to sell over 1000 of our products (Hastorf et al, 1970).
Measurable – A goal without a measurable outcome is like a sports competition without a scoreboard or scorekeeper (Zahorsky, 2019). Therefore, my team and I put tools in place to ensure we were able to measure the effectiveness of the campaign. We will measure how many sales the sales team make, the amount of social media interaction, the number of chocolate bars returned, google analytics and many more (Sands, 2020).
Achievable – Can the information be used to improve performance? If the objective doesn’t change behaviour in staff to help them improve performance, there is little point in it (Chaffey,2019). This is why when I set the goals I had to take into consideration if the staff were going to be able to achieve them.
Realistic – Achievable business goals are based on the current conditions and realities of the business climate. There is no point in setting goals that aren’t realistic. All an unrealistic goal will do is demotivate staff, costing wasted time and money (Hofstede, 1980).
Time-bound – Each department will work on the time line of the externa campaign. The internal campaign is marketing based so it is essential that the internal teams work alongside what happening and do their best to pre-empt any further issues. Also, to make the transition from the crisis as smooth as possible. As a PR crisis is crucial with the time taken to act upon the circumstances arisen the teams time line will be kept short and on an asap basis whilst maintaining a high standard of work (Shaw, 2010).
Whilst these were the expectations set out by my team and I, we understand that there are certain tools that will need to be used to make this campaign a success. Communication channels and tools will also be used to monitor the effectiveness of the guidelines set out.


What would I recommend for future strategies when dealing with PR crisis management?
Throughout the duration of the campaign my highly trained team and I used different strategies to help the outcome become a success. 
Group development and progression is a key factor in the success of a project or campaign (Mullins, J. L, 2013). According to Tuckman and Jensen (1977) there are four main successive stages of group development and behaviour. These are: forming, storming, norming and performing (YouTube, 2014). Following more research Tuckman developed a fifth stage ‘adjourning’ (Mullins, 2013). This model is shown below:

[image: Tuckman Model: Forming, Storming, Norming and Performing]
(Source: Firovia, 2012)


These are five of the key foundations to have when creating a project, plan or campaign. It enables any team to cover all aspects of the fundamental factors to ensure success, regardless of the situation.
As PR manger it was vital to decide what roles were suitable to each individual. Effectiveness as a leader requires knowledge about how to undertake the process of decision making and what tools you need to succeed as a decision maker (Hollenbeck, 1992). A leader must determine task specific outcomes the team are to accomplish (Hersey et al, 2001). Due to this, another model I would recommend using is the rational decision making model shown below:
[image: image]

(Source: Boundless Management, N.D.)

Forbes are known to be one of the best business phenomenoms out there. They use an amazing stragedgy when dealing with pr crisis management. Using their 13 golden rules (Forbes, 2017). These are:
1. Take responsibility
2. Be Proactive, Be Transparent, Be Accountable
3. Get ahead of the story
4. Be ready for social media backlash
5. Remember to be human
6. First apologize, then take action
7. Monitor, plan and communicate
8. Seek First To Understand The Situation
9. Listen To Your Team First
10. Develop Strong Organizational Brand Culture
11. Turn Off The Fan
12. Avoid Knee-Jerk Reactions
13. Be prepared


Conclusion
We have identified the problem at hand and have been pro-active. ​My team and I have also Implemented procedures and vital tools to ensure we combat this problem in the short term as well as establishing more rigorous manufacturing measures to eliminate future problems as much as humanly possible. ​ We will Re-instate our reputation and anticipate improvement by utilizing our crisis management pack successfully. ​
We have and will continue to shift focus by overcoming objectives whilst turning a negative into a positive whilst generating further sales and new products for the future.

Whilst doing all this I have made sure the external and internal campaigns have and will continue to run as smoothly as possible. Every relevant department has clear expectations to ensure the success of the organisation with the help from tools and models I have ensured they had.
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