


Introduction

Throughout this report I will be writing a detailed campaign strategy for the chocolate bar recall, I will be specifically be including all departments no longer just the PR department, on how we can positively and hassle-free bring light to the recall. The aim of the report will be to state how I intend on turning the situation around, including SMART objectives, communication channels and tools for monitoring effectiveness. The report will include strategies for future reference, if another recall was to ever happen again, as previously mentioned this will also include the sales team and marketing team. SMT (Senior Management Team) requested the report to be carried out so therefore I will be writing this in form directly to them, and to show how the recall overall will affect the organisation as a whole. 

Main Body

1.1 Issues

Following on from the previous presentation based on this chocolate bar recall, I will highlight some of the key main issues that have risen during the recall. To start, the detrimental effects that will impact the organisation greatly is the principle of loyalty from our customers, we have a number of various consumers purchasing from us for a number of years and this recall may encourage them to look elsewhere in the industry for similar types of products, causing not only our sales to decrease but our following on social media and how the public and loyal consumers support us (Bernazzani, 2020). This is also known as customer retention. We intend to keep our customer retention as high as possible in order to keep our sales at a profitable and manageable scale. Another factor in continuing the loyalty of our customers is long term solutions, the consumers from this point onwards will consistently doubt our products and the ingredients in them no matter how we re-campaign ourselves so we must take every step we can to make sure this sort of situation never happens again.  Even though we have recalled the actual products, that hasn't stopped the people who have used and tested the product to be affected. Many cases of allergic reaction and diet disturbance have occurred, simply meaning the ingredients in the product have been physically harmful to consumers or caused some form of disturbance to a person's chosen lifestyle and diet. The major key issue of this recall is our finances, how we're going to control the budget, funding the recall in concerns with returning them to the manufacturer, compensating the affected consumers, advertising and marketing the recall, refunding retailers who have batch bought our product and the release of the new and improved campaign which needs to be bigger and better. 

1.2 Collaborating with departments

In order to receive the best results and to ensure the organisation has the best outcome, we must all work together and efficiently by sharing and negotiating our ideas. Our prioritised department to work with is the marketing team, the team will be the main source of communication with consumers via call centres and surveys. They will create posters, messages through social media accounts and send publishing documents to all major newspapers, magazines and retailers who sell the products. They will keep track of their own budgets and send their final audits to finance when it's due, they will produce plans for long term marketing campaigns and cost-effective strategies (Verdoy, 2020). The sales team will also be majorly involved, as they will have to keep track of all sales and returns, monitor finances from all aspects of the organisation and ensure retailers and website have the right protocols in place for when customers return the product. 

1.3 Internal marketing campaign

The organisation will begin with recalling all products and ensuring these are all back in on time, we will honestly publish the negatives to the public and how we intend to regain their trust and ensure they know that honesty is our best policy. We will compensate for the wrong in the recall and release some form of competition to win a year's supply of chocolate bars, this will be down to the marketing department to handle the advertisement for it and to make sure all the appropriate communication channels are used to publish the news. The main communication channels that will be used are traditional newspapers and magazines, inside and outside of the retail shops that stock our products using laminated posters, on all of our and partners social media accounts and release a statement on every major radio station in the UK. Also arranging a televised press conference by SMT, explaining the recall and our steps to regain control. Now we have received all faulty batches we will return to the manufacturer and allow them a period of time to discover where and how they went wrong and rule out the ingredients to ensure it never happens again, until we receive a compensation from the manufacturing company for the inconvenience, we will be looking into going elsewhere for the next product development. Goals are part of every aspect of business/life and provide a sense of direction, motivation, a clear focus, and clarify importance. By setting goals for yourself, you are providing yourself with a target to aim for. A SMART goal is used to help guide goal setting. SMART is an acronym that stands for Specific, Measurable, Achievable, Realistic, and Timely. Therefore, a SMART goal incorporates all of these criteria to help focus your efforts and increase the chances of achieving that goal (Corporate Finance Institution, 2020). The SMART goals for the recall are; the main goal is to make sure the campaign is shown in the most positive way possible, to do this it will involve all major departments from the organisation including the sales and marketing team. We will know we have reached our goal when we analyse our sales numbers and audits and see if they are in the right region, also we will view our social media to see what the consumers are writing and we will check the call centres to see what responses and calls have been recorded. The organisations have the capability to achieve the goals and we must utilise our resources to the best of our ability to ensure every target and step is met on time and correctly, so we are able to move on within the industry. There will be no time limit set to achieve the goal in, when we are at a comfortable stage sales and reputation wise that is when we will consider our goal to be completed. Although our goal does not have a deadline, we do not wish for the effects to be long term and complicated for future launches or marketing as it could cause us more stress and strain as an organisation and then lead us to use more than our allowed budget. As previously mentioned, but just to firmly highlight what communications we'll be using and why are newspapers, magazines, social media platforms and phone call recordings, we'll be using these because they are most effective platforms to use to reach all ages and backgrounds.


1.4 Strategies for future 

In this section I will be providing some examples and instances for future situations where strategies for negative PR are needed. We can assess where there is potential for bad publicity within your business and do what you can to resolve issues before they become a problem - for example by returning poor quality products to a supplier, introducing stricter health and safety procedures or speaking to unhappy staff. Give staff the authority and tools to deal with minor complaints and issues before they have the chance to escalate. Be aware of the phenomenal speed at which information spreads, especially via social networking sites, and take quick action to counter bad news. Monitor your website, social network profiles and any channels you have set up to allow customers to give feedback. Remember you will not be the first to face trouble. Improve your strategy by looking to other companies who have successfully handled crises. Keep people informed - staying silent encourages gossip and speculation, so proactively keep your employees, customers and suppliers up to date. Counter inaccuracies. For example, if you are aware of a Twitter campaign against you, tweet your version of the story. Contact editors if incorrect information has been published and ask politely for a public retraction. Also use your own website and social channels to dispel misconceptions. Be prepared to say you are sorry. This does not amount to an admission of guilt but will demonstrate that you take your responsibilities seriously. It can also defuse a situation before it gets out of hand. 'No comment' implies you are hiding something. Designate a spokesperson and ensure all of your staff knows that they should direct media enquiries to that person. This should be somebody who can stay cool under pressure and handle possibly awkward questions. Offer a written statement if appropriate. Ask what deadlines journalists need to meet and try to offer at least a holding statement until a fuller explanation is ready. Understand the media's need for a story. You may be able to deflect bad publicity by pointing out a bigger story elsewhere. Consider hiring a PR firm. In the case of true disaster - e.g a faulty product that could be dangerous, an employee lawsuit, or even a fatality - you will need professional help. When the dust has settled, review what has happened and consider ways you could have acted differently which would have led to a better outcome. Rebuild your firm's reputation by generating good PR - for example, through supporting charity or doing good work in your community. Build relations with journalists, so if there is a 'next time' they will have some prior understanding of you and your business. These tips and strategies should help and create a guideline for the organisation and teams within. 

Conclusion

To conclude the report, PR can make a massive difference to an organisation and can either see it through to its success or decline. If the PR is negative it can cause detrimental effects for the organisation in relation to the reputation, sales and brand style and form and can cause consumers to shop elsewhere. Whereas on the other hand PR can really be the root of success for an organisation and is what they owe their popularity to it. A loyal customer is hard to come by especially when there are so many similar products out there that they could buy, so to avoid any negative PR would be essential. The solutions mentioned are a simple and easy way to gain efficient work and to reach the SMART goals as quickly as possible, a recall is never easy for an organisation to bounce back from and as previously mentioned can really determine how well an organisation does in the long term. Nowadays with so many different diets starting such as vegan and keto, people are looking for the perfect product that suits all their needs whether it be because they have a dietary requirement or an allergy issue, the product needs to be suitable for all types of diets and people. Whilst departments can come together and work towards achieving an end goal together, personally I feel that the marketing team are the most important set of people within the organisation as they are the soul of everything, all sectors relate back to them. The advertising and the getting the message out to people is what needs to be the main priority of the organisation, if the public do not know about the recall or why the product is being recalled can create big problems. Legally speaking if anyone was to have an allergic reaction to a product, the organisation would be liable for the compensation as its the company's name on the packaging and the manufacturing have no mention on the brand or social media on a daily basis.
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