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[bookmark: _Toc3439_WPSOffice_Level1]1.0 Exec Summary
As we all know, internal marketing is increasingly attaching important to modern corporate, it is the promotion of a company’s objectives, products and services to employees within the organization. The purpose is to increase employee engagement with the company’s goals and fostering brand. (Margaret Rouse, 2019) It is believed that only by actively marketing in the internal market can batter serve external market, after all. In this report, I will review the issue FMCG’s chocolate bar and describe how to coordinate and communicate with other departments to deal with this recall, our marketing campaign including SMART objectives, main communication channels and monitoring methods, last but not least, some experience and strategies from this project. 
2.0 Brief
Because the ingredients on the chocolate bar packaging are incomplete, SMT made me the recall report about the chocolate bar. The key issue with incomplete labelling is that some people who are not clear about the composition of chocolate will cause allergies after eating chocolate bar, so we must organize a recall committee immediately to minimize the loss to the company from this incident.
3.0 Internal Departments
First of all, we should establish a recall committee, the general manager organizes the establishment of a recall committee, including general manager, factory director, product manager, sales manager, marketing manager, compiling an internal emergency contact list including methods that can be reached at any time, one member of the Recall Committee shall be retained.
The sales department compiles a customer directory, and each customer includes at least two relevant personnel's emergency contact methods to ensure that they can be contacted quickly when problems occur (especially during holidays);
The marketing department compiles a supplier directory, and each supplier includes at least two relevant personnel's emergency contact methods to ensure timely contact.
The sales department is responsible for recording all customer complaints, customer feedback, customer communication and market information from sales staff or from other sources. The product manager should be notified immediately when there are signs that the product has caused an allergy.
[bookmark: _GoBack]When the product manager receives the information from the sales department, he should ask the quality department to prepare a "Product Recall Notice". The notice should indicate the name, specifications, batches, problems and severity of the recalled products. The product manager requested the general manager to issue it in the form of a "product recall notice". The quality department sent the "product recall notice" to the distributors in the corresponding area, asking the distributors to stop selling the products to be recalled, and to remove these products from the shelves. Seal it up and ship it back to our company as soon as possible. For the products returned to the company, the warehouse should be isolated, sealed and labelled.
If the product has flowed into the hands of the consumer, the company should announce to the consumer through the media and the company's internal network the relevant information about the product to be recalled, such as the production date, product name, reason for non-conformity, etc., as well as the outlets and channels of the product recall. At the same time, declare to consumers not to consume the product.
The marketing staff tracked the regional markets where the products should be recalled, as well as the terminal stores and customers, based on the records provided by the quality and sales departments. According to the situation, determine the scope, quantity and weight of the recalled products, arrange the corresponding storage and transportation, and make an emergency recall within the first time. It is required to be timely and efficient. At the same time, relevant countermeasures or remedial measures should be actively taken to minimize the company's losses.
Factory director is responsible for organizing vehicles and personnel to carry out product recalls and take inventory of the quantities to be recovered. It must ensure that 90% of the relevant batches of products are quickly and completely recalled. If the product cannot be recalled in time due to traffic factors, the product manager of the company must obtain the written consent, and under the supervision of the company's designated personnel, take local destruction in accordance with legal methods, but the entire process of destruction must be recorded and photographed. If the product cannot be recalled, the specific quantity and relevant situation shall be recorded in detail, and further tracking shall be conducted if necessary.
The accounting department needs to calculate the customer's loss costs based on the number of products returned, and report to the company's general manager in the form of a written report. Once approved, the loss costs will be refunded to the customer.
After the product recall is completed, the quality department shall organize an emergency team and relevant departments to summarize the situation of the product recall. In the summary, the cause of the recall accident should be identified, the sales area and product type involved in the product recall, the processing results of the recalled product, the impact of the recall on the company's credibility, and the economic loss caused by the recall. Handling opinions and suggestions for preventive measures.
4.0 Internal Marketing Campaign
4.1 SMART objectives
After the sales department receives the recall notice, the internal emergency contact list and customer directory must be prepared within four hours.
The product manager will report to the competent department within 5 working days and will effectively notify the seller to stop selling the defective product designed within 10 working days.
According to the sales records, the Quality Department will issue a "Chocolate Bar Recall 
Notice" to distributors, commercial organizations or individuals to whom the products are sold, as well as the responsible units in transit within 48 hours as soon as possible, requesting that the sales or use of the product be stopped immediately. Ninety percent of the merchants within the hour received the notification to qualify.
The public relations department spread the recall notice through social media within one day, calming the customer's mood and reducing the customer complaint rate to 1%
The marketing department collects the supplier list after one hour and completes all product recalls within five days.
The factory director organized personnel to take inventory of the quantities to ensure that 90% of the relevant batches of products were quickly and completely recalled within the seventh working day of the recall.
The accounting department completes all compensation to the customer within two weeks. If a customer sends an email after that and does not receive the refund fee, it is a failure.
4.2 Communication Channel
Email: The general manager and project leader can use email to publish tasks to each member. Email can reduce the time for leaders to listen to reports and issue instructions face-to-face. It also facilitates repeated review and follow-up work. It also serves as a project Function of historical archive.
LinkedIn: In this event, members of the marketing team can set up internal discussion groups on LinkedIn. LinkedIn's ability to push industry news also facilitates internal company employees to exchange information with each other to alert market trends.
Telephone: It is more suitable for employee-to-employee, department-to-department communication. It is more convenient to contact the relevant personnel than the telephone after an emergency.
Reporting: Business reports can convey information to the person in charge to help make business decisions and also check the employee's work process. Business reports are actually the most basic and important part of conducting business activities.
4.3 Monitoring Tools
1) Assign a product recall coordinator to monitor the progress of the current recall
2) The marketing department keeps a record of the number of products returned (modified).
3) The factory director calculates the percentage of the recalled product.
If the initial recall response is low, you should consider investing more resources in the recall process, such as through more publicity or more detailed distribution
5.0 Strategies Recommendation 
The corporate crisis is always sudden and unexpectedly erupts. Whether it is a well-known company or an unknown company, it is inevitable that there will always be product, price, talent, information, finance, credibility and other crises. This has become a must for modern enterprises. Important issues, the following points are suggestions for handling future unexpected events that have been summarized after this crisis.
1) First of all, the speed of responding to the crisis is of course as fast as possible, but the team should remember that it is important to make a decision about the recall as soon as possible. However, decision-making does not necessarily mean taking action. Recalling too early could make unsubstantiated allegations credible. For example, in 1993, PepsiCo faced the possibility of a recall because reports of syringes found in canned cola beverages led to rumours that someone tampered with the product before it was sold. However, Pepsi's rapidly accumulated data after these reports did not confirm the rumours. Although PepsiCo launched a public relations campaign with the US Food and Drug Administration to inform consumers of caution, authorities soon discovered that criminals inserted it after it was sold. PepsiCo managers did not initiate a recall, and their decision was a good one.
2) Second, companies should have the courage to acknowledge the internal crisis. After the corporate crisis, failing to acknowledge the existing crisis will make the company fall into a worse situation, and at the same time, discuss with the company's lawyers quickly how to deal with the crisis. Many crises involve legal issues and disputes, and lawyers can foresee all of them, so actively discuss crisis management plans with them, and adjust based on their recommendations.
3) The role of information communication management in this information age is crucial. The media is the main channel for crisis transmission. In the face of customers, when a crisis occurs, it is necessary to immediately establish a cooperative relationship with relevant mainstream media, promptly release positive information and tell the public about our communication process, and effectively guide public opinion to guide and calm the public mood. Facing internal marketing, the media can make the communication between various departments more effective and faster, increasing the possibility of internal cooperation.
4) An effective crisis management system is essential. It can not only successfully prevent and deal with crises, but also enable the company to recover and develop in a crisis. As an enterprise manager, it is necessary to establish a strong sense of crisis, conduct training and drills on crisis events for employees, and establish a crisis committee. When some very practical problems inevitably occur, the crisis committee must respond in a timely manner to minimize the damage to the company caused by the crisis.
5) The team should also figure out how to get the product back to market and pay more attention to reintroduction plan. In 1990, competitors were developed as Source Perrier reportedly struggled to recall its bottled water worldwide because of the benzene in the bottle. Perrier's vulnerability has made Evian a major player in the market and also provided new life for San Pelegrino, LaCroix, etc.
6.0 Conclusion 
The goal of internal marketing is to organize and serve internal customers, so that all internal members work to achieve common goals. The essence of internal marketing is that before the company achieves its external goals, it effectively conducts communication between the company and its internal employees, so that the company can better serve its employees, improve employee satisfaction, and provide the prerequisites for the company to achieve its external goals. Through this market activity, we successfully carried out the recall of chocolate bars, mobilized the enthusiasm and initiative of employees, promoted the coordination and cooperation between personnel in various departments, enhanced the cohesion and centripetal force of the enterprise, and allowed the crisis to hurt the company in a manner minimized.
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