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Executive summary 
Effective internal communication is the backbone to any organisation’s success 
Evaluate and implement results into a plan for a future crisis. This report shows how the vision for the organisation on dealing with the crisis must provide the framework for all internal communications and as a result this report will se measurable objectives that can later be used to evaluate.

Introduction 
We have a chocolate bars that have sold very well but we have hit a problem with ingredients not being labelled on the wrapper. Key for this report is to create a proper planned and executed internal communication strategy and how we will monitor those communications. First needed to highlight are the key issues caused by the labelling mistake then the identification of the internal departments public relations will be essential to collaborate with and the tools that will be used to communicate internally and how we will monitor those communications

Main findings
The vision for the organisation on dealing with the crisis must provide the framework for all internal communications. Davis (20017) claims vision addresses the big picture; what the organisations aims to be like with in a stated period… he goes on to say it creates a clear shared direction. Internal communications must be used by our organisation to make sure everyone is on the same page, to keep the vision universal throughout and the also to keep motivation high.
The purpose of a vision statement is to set out unmistakeably the planned destination
Issues
· Are any of the of the ingredients dangerous?
· Will anyone in the organisation be out of work?
· How will anyone in the supply chain be affected?
· How will our reputation be affected?
· How can we protect our reputation?
Externally
What message are going to put out?
Internally 
· How can we be unified in our message?
· How best to communicate our campaign through the organisation?


Organisation collaboration  
Pamela mounter (2003) “suggests successful businesses know they need effective internal communications to get employees aligned with company goals”
what Pamela suggests is this is important to keep the campaign team on the same page this is paramount to create a unified message to be delivered externally as part of the campaign . The message of our campaigne must be the framework for all internal communication and With that in mind this part of the report will established internal communications to be made with Public relations 
· Public Relations - Campaign management
· Senior management team- give weekly updates too
· Sales 
· Marketing including media team and social media team 
· Legal/ Compliance = Check that everything is compliant, legal and above board
· Supply Chain = retailers, delivery drivers, factory workers 
· Finance =create a budget spend plan
· IT = data on decision making- What advert should I use? update the website put out our message.
· Customer service Unified campaign messaging. Important to inform customer services about your campaigns so they can correctly respond to queries


Communication Tools
· face to face = management briefings, lunches Team briefings, focus groups
· email and intranet
· video conferencing 

Setting goals and objectives
As public relations department taking position of campaign project management  it will be our job to set appropriate and effective goals and objectives to each department and to measure the success on each objective. Objectives should be clearly defined, measurable and quantifiable Watson, Noble 2007  
SMART GOALS-
Specific
Measurable
Achievable
Realistic
Timely

· Create a budget spend plan with finances (This week)
· Receive employee feedback (Weekly)
· Employees and management to be kept informed with daily updates (Daily)
· Create a public message (Today)
· Increase employee knowledge of message (By end of week)
· Create a #NoHorse campaign for social media with marketing (Tomorrow)
· Create employee feedback forms (50% more responsive than when not in crisis)

Also …..
as well are making sure the whole organisation is on the same page when it comes to our external campaign, communicating also creates the right attitude. Management can be clear on their message from trop down and employees can give feedback on what concerns they may have (Gregory 2003)

· Make sure a unified message and understand through organisation
· Enhance a positive employee attitude toward the organisation
· Reassure employees and customers to organisations commitment to them
· Restore a positive public attitude toward the organisation.
· Maintain media good will, be responsive and transparent
Having measurable objectives will also come in handy for later evaluation and planning for future campaigns.

Message must –
· Be open and transparent with the media.
· Demonstrate concerns for staff and public affected
· Reassure stakeholders 
· Be genuinely apological  

Measure success and evaluation of the campaign 
To be a learning organisation that can plan ahead for any future crisis there first must be ways to measure the success of this current crisis. 
· Lengthily enquiry 
· Feedback forms and questionnaires etc 
· Media kit, audience targeting
· Hits on intranet briefs 

[bookmark: _GoBack]Future planning 
Henslowe (2003, P81) suggests “lack crisis management or planning can have a devastating effect on an organisations image; its credibility; its reputation and on the morale of its employees”
Plan, prepare train , modify (henslow page 84
Important to create a culture where employees vision of the organanisation is one where they feel safe that in crisis we will back them by whilst being transparent with them at every step and also be able to restore organisation public opinion 

Conclusion 
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