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GETTING THE PROPER MESSAGE ACROSS FOR THE RECALLING OF CHOCOLATE BAR
INTRODUCTION/ OVERVIEW OF THE CASE STUDY
Everything, including cultural icons changes with time. That doesn’t mean leaving their strengths behind, rather acclimatizing with the changing environment (Balmer, 2008). The business world faces many pressures or forces for change such as:
· Changes in legal requirements like new environmental policies which reduces uncalled for packaging
· actions of rival markets over a new item
· Shifts in customer demand like their seeking top sophisticated products.
Intelligent firms owing to this, utilizes market research to guide them in ensuring that clients’ demands are met via relevant brands and services (Alkibay, 2007). To accomplish positive influence, modifications to the 4ps of marketing mix like in, product, price, and advertising information ought to get to the publics. In this situation, we highlight how SMT skillfully utilized public relations to grab a positive support to recall of chocolate bar and its existing clients when it recalled the chocolate bar.
PUBLIC RELATIONS
PR refers to a planned as well as sustained effort which a firm makes to develop, establish, as well as build a relationship with the many target markets (Banora, Stropkov & Kazak, 2017). It comprises of providing, consistent, positive and clear communication with the public, including:
· customers
· clients 
· the community
· government
· other specific interest groups like nutritionists, health associations, as well as British Dental Association.
PR is modeled to build upon, and modify the peoples’ perception of the firm in question, items or services. It could be utilized in supporting both long-term product development and short-term sales campaigns (Cheng, Blankson, and Chen, 2005). PR activities comprises of:
· working with different mass media in disseminating news
· sponsoring sports as well as cultural events
· Management and resolution of cases which potentially could affect the brand reputation negatively.
 CHANGING CHOCOLATE BAR
The world sweetmeat market is valued at over £3.5billion per year with more than 50 related to chocolate products. Recently, sales growth within the chocolate confectionery slowed while rivalry for market quota increased. In the last 30 years, the chocolate tastes are being extended to other modified categories, like ice-cream as well as seasonal products such as Easter eggs, and advent calendars (Cendrowski, 2012). SMT created have been striving averagely as one of the top selling chocolate bar in its market sales. Nevertheless, in the vital chocolate confectionery marketplace, chocolate bar sales started declining at a very fast rate than its whole market segment (Das, 2014).
Accordingly, to recall its position, SMT needed having the marketing mix elements revised. SMT, decided on revising the marketing mix which could be revealed and announced at the recall. This comprises of new advertising as well as packaging, together using renewed internal store and customers promotions. Much money was utilized in PR related actions (Cheng, Blankson, and Chen, 2005). When designing the recall, many successful elements were retained of the old bar’s especially its long-established brand heritage. This is not to alienate the loyal client’s base who have been the most resistant of changes, actual or perceived, to familiar friends (Boisot, 1986). While considering the changes required, some vital amount of qualitative as well as quantitative study was conducted to:
· examine the emerging duties of the bar in the clients’ daily lives
· Establish techniques of revising the marketing mix factors that affect consumption.
Prior to decision-making arose the knowledge that social change is playing a great role in the community (Richard, 2008). One of such significant changes lies in the growing importance of the female society being income earners. Recently, nearly half of our workforces are female with a large number of women leading busy tasking lives which impacts the snacking attitude of the populace generally. Traditionally, the chocolate bar was campaigned as energy-giving snack for men while women eat more. Given that, boosting bar eaters were aged at 25 years and above, while the younger ages that were enjoying before are no longer interested. This issue had to be tackled (Walsh, Shiu, Hassan, Michaelidou & Beatty, 2011).
The main factors of the recall lie in:
· Recipe change; there was a slight change while the bar’s composition is unchanged. 
· Packaging; The wrapper model was modified for more classy but friendly product image and modification of in-store eye-catching visibility.
· Advertising message; The strapline reflects an indescribable taste as well as immeasurable day-to-day enjoyment which customers gets from it. New advertisements were targeted all young people, and focus was mainly on emotional contentment correlated to the clients belief that the bar makes them feel good (Boke, 2003).
Public relation explains the diverse techniques organization utilizes to distribute information concerning its services, its products, as well as absolute image to the customers, stakeholders, employees, suppliers and those who are interested in what happens to the community. The major aim of public relation lies on making the masses respect the item from the company and also the firm. Some usual tools for public relation include; press conferences, news releases, community service schemes and speaking engagements (James, 2012).
GOALS OF PUBLIC RELATIONS
Some of its goals are to; maintain, create, enhance its image, secure the firm’s reputation as well as present an adorable image. Study on consumer’s behavior has highlighted reputation of a company as one of the bases for customer’s purchases. This could have influence on revenue and sales. Public relation may be an integral aspect of a company’s optimum marketing strategy. If the company is profit oriented, PR and marketing ought to be combined to ensure relatedness in achieving similar objectives. Public relation tends to develop good will for an organization which includes roles like relationship between media and communities, workers, investors and stakeholders (Hoops, 2008). It functions to educate specific audiences concerning varieties of vital things to the company. These things might comprise of new legislation, techniques of utilizing a specific item, and the business as a whole. PR could help in overcoming misconceptions as well as prejudices (Martech, 2016).
PUBLIC RELATION CAMPAIGN STEPS
Efficient PR needs an understanding based on knowledge and analysis of the overall elements that influences the people’s behavior towards the company. While a special public relation campaign or project might be embarked on reactively or proactively to control some image issues, the initial fundamental phase in either of the cases involved research and analysis. This is carried out to find out all the significant elements of the condition (Fiverr, 2016). During the first phase the organization acquires knowledge and understanding of the numerous constituencies as well as major factors which affects the way they see the company (Martin, 2015).
The second phase involves establishing an overall law in accordance with the campaign. Here, the company determines the objectives and desired results and constraints the campaign will face. It is vital to develop such laws to examine proposed tactics and strategies and the general progress of the outreach (Matthew, 2008). The third stage involves outlining of the organizational tactics and strategies. Utilizing the idea concerning their niche as well as the company’s established policies, they formulates special programs to accomplish the planned objectives. At the fourth stage, actual communication is involved with the selected niche. The firm will adopt a specific PR method like special events or press conferences, to get to the targeted audience (Mayers, 2016). The fifth stage involves the organization receiving feedback from the targeted market as to how the people reacted towards the PR campaign (Das, 2014). Were there some uncalled for developments? And finally, the firm evaluates the program for vital adjustments.


SCOPE OF PUBLIC RELATION
As a multifaceted activity which comprises of different audiences and diverse kinds of firms, having different objectives and goals, there are many components of public relations. Product public relations which functions together with marketing to promote an old product, new one or services.it works in promoting idea of a new product, creating awareness for it, differentiation of the item from other similar ones and altering customers behavior (Banora, Stropkov & Kazak, 2017). It helps to introduce fresh products via staging diverse events and tackling sensitive conditions. For instance, a company introduces a fresh item in the midst of millions of items, in other to differentiate it from others; they might host a program in honor of some respected sector of the targeted niche. Public relation uses trade exhibitions, licensed tie-in-products, press party as well as window display to boost awareness (Cendrowski, 2012).
Public relation is used to give an existing item a recall to publicity, through advanced publicity, media events, trade promotions as well as media interviews (Priya, 2017). Other PR programs for recalling an existing brand is secondary demand stimulation, and finding new uses derivable from the product. PR could interest the social media in known brands and services in several ways like; organizing journalists programs, organizing an importance occasions for media, and giving the media printed copies of materials like backgrounders to brochures and booklets. Making changes in old products helps PR chances to concentrate on consumers’ attention (Banora, Stropkov & Kazak, 2017). A proper PR campaign could aid in properly positioning an item and overcoming negative perceptions of the public.
EMPLOYEE RELATION
They are another aspect of the company which should not be neglected. A company need to uphold their goodwill as it will help to maintain the firm’s reputation and image among them. The need for good worker relation schemes is to keep workers informed as well as provide them with routes of communication to higher management levels (Fiverr, 2016). A good company might publish a yearly report to keep workers informed over the activities of the company. Those companies utilize survey technique to find out employees idea of what is useful or not. Other communication tools could be utilized such as; tabloid, magazines, local newsletters, quarterly video magazines, bulletin boards, call-in phone services with live presentations about the firm.   Another technique of PR is suggestion systems which aims at improving employee-management communications (Hoops, 2008). Other PR schemes on workers includes; educating them to be the company’s PR representatives, offering education to them, letting them know the merits, volunteering and citizenship chances as well as staging specific events like open houses and picnics for them. PR schemes can include ones that will boost performance, motivations and those that will increase workers pride. Public relation can also recruit new workers, handle reorganizations, mergers, and relocations as well as resolve labor conflicts (Walsh, Shiu, Hassan, Michaelidou & Beatty, 2011).
FINANCIAL RELATIONS
This comprises of communicating to company’s stakeholders and a wider society of prospective investors and financial analysts. Building a good investor link will help to increase the company’s worth and stock, making it easy to increase capital. It involves special gatherings with financial analysts to overcome negative publicity, adverse perception concerning the firm or investors lack of interest. It could be a kind of formal presentations, full-day briefings, or luncheon meetings (James, 2012). Going through a firm’s facilities could help in generating greater interest of financial community. Using mails and steady communication could aid visibility among targeted financial analysts and investors (Robert, 2017).
WHY PUBLIC RELATIONS
Market survey showed that all departments are importance in terms of boosting sales volumes. It is vital to collaborate with these departments about the recalled bar to attract many consumers for building further bar’s popularity (Richard, 2008). To achieve an internal communications objective, SMT needs the PR to deduce the top way of collaborating with all departments and the general public via diverse modes and traditional media like TV, outdoor posters, magazine or press advertisements. For the departments involved, constant meetings, and steady internal communication with opinion sharing is needed. Collaboration will lead to general understanding of every rationale behind the recall and, ultimately, customers and employees acceptance. When making key changes to products, it is vital to communicate to every department involved like the sales, customer’s service unit, marketing department, compliant units and so on clearly:
· what changes took place
· why these modification are occurring place
· How the consumers, will benefit.
The aims of the PR campaign prior to bar recall were to:
1. Communicate the recall of the bar and guarantee understanding for reasons for changing the item, re-packaging as well as advertising strapline, to lead consumer’s acceptance.
2. Gain trade assistance among retailers for smooth transition of different packs in shops globally and support promotional actions and effective via-the-line communication at selling place.
CO-ORDINATING THE RECALL
A general like internal and external media relations plan implemented could deliver vital messages to units like the trade, marketing as well as consumer press (Banora, Stropkov & Kazak, 2017). The PR could communicate positive and real messages concerning the recall over a little period. When designing the correct mixture of messages, the Public Relation programs considered the any audiences getting this recall messages (Richard, 2008).
TRADE
The major magazine identified as top trade title for larger and multiple sector were given exclusive interview. Other trading publications units were informed later.
MARKETING
Reaching the marketing press, to communicate them with specific modifications to the product positioning as well as advertising target was essential. Ensuring a pick-up of the recall story in regional and national newspapers was done. An exclusive survey was given to every leading magazine, marketing with interviews and press release with diverse magazines (James, 2012).
CONSUMERS
A fashionable interview is to be created with the top journalist within the mass media sector of some mass media units. Press releases as well as interviews with radio stations operating in the nation will be released (Das, 2014).
EVALUATION
With massive collaboration, the exercise could be judged as successful one when the bar’s market quota and reputation increases and enhances.
What will happen?
Knowledge of recall will become rampart in the firm and every key newspapers as well as almost all regional paper with the help of radio stations. TV interviews involves the major channels and human interest tales were utilized in the state press  Independent research proofs shows that collaboration of public relations actions with the vital departments brought millions of opportunities for all to hear, see or read about this recalled chocolate  bar (Cendrowski, 2012).
CONCLUSION
Recalling of a super brand is expensive, as it involves changing manufacturing procedures, and technologies, methods of packaging and communication. It involves detailed planning all through. Nevertheless, all is money well-spent if the net result is to recall and re-position the brand appropriately, you cannot measure the cost. The substantial PR collaboration and media coverage in marketing, trade, and client titles reached large audience who got the news fast.
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