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Executive summary: The role of the employees in any organization is relevant to the success of the organization. In this report, the PR team have a crisis on their hand to fight with. The crisis arises due to a product related negligence and now it’s causing defamation of the organization.  
Internal marketing is an excellent tool to fight with this type of crisis within the organization. The definition of internal marketing, strategies to implement it is given in this report. 
Internal marketing campaigning process is discussed in this report.  
Collaboration among the departments in this type of situation is necessary. How PR team can work together with sales and marketing team has been shown in the report. 
The importance of communication channel and its uses is presented here. Maintaining a proper communication channel can help the management team a lot to fight the crisis. 
These type of PR crisis can emerge anytime. Recommendations on how to take steps for the future PR crisis is given in this report. 
 
 
 
 
 
 
 
Introduction: The success of any business is connected with the efforts which is necessary for pleasure and maintenance of the employees of the business. IM which stands for internal marketing is an equivalent management of staff or workers as well as outside clients in sense of practical rules to gain industrial aims (Woodruffe, 1995). The efficient communication between the different departments of the organization helps to solve any kind of issues arose through any channel. When a company is facing any problem regarding a product then an effective internal marketing strategy can solve it. In this paper, a brief description of internal marketing, how to collaborate with different departments inside the organization will be shown.  
 
Anything that have the ability to defame the brand or the organization is called a PR crisis. This crisis can cause loss of trust. The issue with the recalling of the product is a PR crisis for the company. 
PR crisis management: The issue raised can be dealt with proper management process. The PR team can take the following steps to manage the crisis. 
· Appoint a response team. 
· Plan a strategy  
· Crafting the message 
· Identification of the affected people 
· Monitoring the situation 
· Reviewing and learning from the situation 
 
Internal marketing: Internal marketing (IM) means the application of marketing within the employees of the organization. “Every department and every person is both supplier and a customer, and the organization's staff works together in a manner supporting the company strategies and goals”. IM relates to all functions within the organization, but it is vitally concerned with the management of human resource (Collins;Payne,1991, p. 261). Internal marketing is basically promoting of the firm and its products to the employees. If the strategy has to be successful, it needs to achieve the top level management’s embracement.  
 
Internal marketing strategy: The internal marketing strategy should be implemented following few steps. The internal marketing strategy must have messages that will push the employees to help the organization to meet any specific goal. 
· Determination of the goal: The first step of the internal marketing strategy is to determine the goal to achieve by following the strategy. Here, the recall of a product of the FMCG company is the problem. The goal is to create a message to the employees within the company to fight the situation and regain the best image. 
· Determination of ways to reach the goal: There should be a solid plan to successfully implement the strategy. The FMCG company should create presentations on current situation. And it should approach by determining the expansion limit in the different departments, to help the growth of the business and to meet the marketing goals. 
· Engagement of the employees: To successfully implement a marketing strategy and to execute it is a hard task. Employees must be aware of the situation and should get the incentives to work harder. The company should offer different incentives and bonuses to the employees so that they work willingly to help the company to regain its reputation. 
· Create materials: After doing all this the team have to create materials which will have information about the strategy. Different departments of the company have to work together to solve the situation. There should be arrangements like internal newsletter, in person meetings and other methods of communication.  
· Determination of time frame: There should be a time frame of how the company is willing to resolute the emerging problem. People must be there to properly evaluate and follows how the strategy is evolving around the company. There should be an assessment of how the strategy is performing with time and is the goals set by the company are achieved by time or not. 
· Execute: After all this there comes the process of execution. All the hard works would go in vain without a proper execution of the strategy. The management team should always have a look on the execution of the strategy. A proper execution of the strategy will bring the goals the company has hoped to achieve.  
 
Collaboration of the internal departments: When the company is facing a crisis, the internal departments need to collaborate and communicate with each other to achieve the goal. As the FMCG company us facing a problem of recalling of a product, the PR department must collaborate with the sales and marketing department. Sales and marketing department within a company are integrally linked. The marketing departments aim is to create the requirements of actual and prospective customers, and promotion of the product or services of the company. The sales department actually sells the product or services of the company to the customers. The job of the PR department should be grouping up with the sales and marketing department to form a strong bond.  
The job of the marketing department would be to come up with the ideas to lift the image of the company. They should create materials and promote it through different channels to uplift the image of the company which has been affected by the recall of the product. The sales departments’ job would be to come up with ideas of how they will approach to the buyers. A good collaboration among these departments can lift the work to a new level and the goal of the company can ne achieved within a short time. 
 
Internal marketing campaign: To overhaul the situations created through the recall of the chocolate bar, an internal marketing campaign is necessary. Sharing the view of the company and future plans regarding a product can have a huge impact on the employees.  
· Planning of the campaign: An internal marketing campaign is as valuable as the external one. The aim of the campaign is to create an emotional connection between the employees and the product. Employees should get into the campaign not only by emails with presentations, but also physically. That will have a higher engagement rate than the previous one. The campaign is to uplift the image of the product produced by the company.  
· Sharing the vision: The employees should know about the policies and plans of promoting the product. They should know all the details and should know the ideas the hierarchy is thinking about launching of the product. There should be a clear message that there was a fault in the previous product launch and now it’s the time to fix it and work hard to lift the 
image again.  
· Visual representations: A company and a product can  have a good impression if a solid visual representation is done. It includes everything visual, logo, design, advertisements, videos etc. It would create a good first impression of the product. 
· Creating some hype: This is an psychological thing which works really great. As the product has been recalled, there is an existing negative atmospheres around the organization. Creating some hype to regain that image and come up with the product in a new way can be helpful for an successful internal marketing campaign.  
· Maintaining teamwork: The internal marketing campaign cannot be done alone. This would be successful only if the departments collaborate together and works as a team. It’s a duty of the relative departments to work as a team to regain the image of the brand.  
 
Reviewing the strategy through SMART objectives: SMART is an acronym of the words specific, measurable, achievable, realistic and time-bound. This is an system to analyze the goals set by the organizations. The internal marketing campaign can be analyzed through the SMART objective analysis.  
· Specific: The objectives of the campaign should be specific. Company should try to find the answer of the question “what is to be done?” The internal marketing campaign is planned to raise the image of the brand raised by the company. The messages coming through the management should be well documented so that everyone gets the specific information. Here, the objective is specific. 
· Measurable: This part would need the answer of how the expectations are meeting. The strategy has to be measurable. There should be terms and conditions which can be measured and show an proper statement about how the progress is ongoing. This actually means that the process should refer to the extent to which something can be measured against some fixed standards. 
· Achievable: This portion needs the answer of can this goal be achieved or is the strategy achievable. The internal marketing campaign is planned to raise the brand image of the product. And there are solid marketing strategies and campaigns ongoing. So, the goal of regaining the image of the brand and works distributed to the departments is quite achievable. 
· Realistic: This part needs the strategy and planning to be realistic. The campaigning is going to pass a message to the employees and to regain the image of the company. This planning is realistic, cause the processes taken to achieve the goal has real objectives and has the credibility. 
· Time-bound: The objective or goal should have a particular time limit into it. When a planning is done, it must have a time limit for achieving this. The internal marketing campaign should be done in two weeks and the results should be verified. After that the company can move to plan the external marketing planning and that should also have a standard time limit. 
 
Use of Communication channels: Communication channels play a vital role in transferring of information through the different departments of the company. As a part of the internal marketing campaign the communication channels should be used properly to pass the message to all the employees. The message about regaining the brand image has to be transmitted through all the communication channels to achieve the goal easily. 
[image: ]
 
· Formal channel: Formal channel means the formal reports published by the company. It includes annual report, business research, documents, performance analyses and all other information’s generated formally by the company. To promote the internal marketing campaign the formal channel has an important role. The hierarchy should create reports, data, analyses and send it formally to the employees.  
· Informal channel: A fine balance between formal and informal channel can bring up good results. Even in a formal working environment, an informal communication Channel prevails. It includes lunchtime chats, group work, different training program etc. The message of the internal marketing campaign can be passed through the informal channels so that can engage the employees to a next level to the brand. 
· Unofficial channel: This channel depends more on the interpersonal relations among the employees of the organization. During different social gathering or meet ups, employees can share their information among each other. Good management find a way to pass the message to the employees through this channel as the information passing here is more personal which will drive the employees to work more. 
Conclusion: Internal marketing campaign is an effective way to promote a product. As discussed in this report, there was a negative effect on the company for recalling the product. Internal marketing campaign process is discussed here to regain the image of the brand. All the employees should get the message properly and they should be engaged with different works following the strategy. This report represent ways which can be followed to regain the image of the company. An proper implementation of internal marketing campaign and its proper execution can uplift the brand image and companies should value their worthy employees.  
 
Recommendations: It is normal for the businesses to fall into PR crisis. Anything that can damage the reputation of the organization is a PR crisis. Company should take some steps to fight the future PR crisis. 
· An effective marketing planning for both external and internal people should be there. Company have to be ready to face any critical situations.  
· In case of any future crisis, hierarchy should maintain proper communication Channel to pass the message they want to pass through the employees.  
· In any crisis moment, both internal and external audiences would look for the answer of the management team. The management team have to attend the crisis management program so that they can prepare themselves for future issues. 
· Company should have a proper analytical team, who will try to find the data and information from the customers. That will help the company to make correct assumptions of how a crisis can arise. 
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