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[bookmark: _Toc29564655]1- Introduction
This report is going to be discussing how the PR manager of a fast-moving consumer goods company will collaborate with other departments within the organisation in order to deal with the recall of a recently released chocolate bar. The report will be briefly discussing some of the issues that could arise following the release of the product as well as identifying the internal departments that will need to be collaborated with. As well as this the report will also be developing an internal marketing campaign in order to update the organisation of any key changes as well as discussing SMART objectives. Finally, the report will be offering recommendations that will help in the event of a future PR crisis.

[bookmark: _Toc29564656]2- Brief Overview of Key Issues Identified
There are a few key issues that would have been caused by the release and subsequent recall of the product. As the product was released with ingredients missing off the packaging the most important key issue is the fact that the products are potentially hazardous to some of the consumers. If somebody was to consume the product and develop an allergic reaction, which “can be a life-threatening emergency” (NHS, 2019) then this would have a very negative impact on the company as consumers would lose trust in the brand. If consumers were to lose trust in the brand, then the organisation could lose loyal customers and the reputation of the organisation would be tarnished as a direct result of the product recall. This would also lead to a loss of money as consumers wouldn’t be purchasing any products from the organisation. Finally, if somebody was to consume the product and was to become unwell as a consequence of the missing ingredient then it is likely that this could lead to legal issues for the organisation.

[bookmark: _Toc29564657]3- Identification of Internal Departments
In order to deal with the recall of the product, it is vitally important that there is involvement from internal departments of the organisation. There are four internal departments that are going to be collaborated with in order to recall the product effectively. The departments that are going to be collaborated with are the marketing department, Finance department, Sales department and the Legal department.
[bookmark: _Toc29564658]Marketing Department
The marketing department will need to be collaborated with in order to complete two main tasks following the recall of the product. As the marketing departments main role is to “promote your business and drive sales of products and services” (Johnson, 2019) the first thing that the marketing team will need to do following the recall is to visualise the impact that the recall has had on the organisation so they are able to evaluate how they will promote the business in a positive way following the recall. In order to do this, the marketing team will use information such as sales data and profit data to see how the recall has affected the business.
After this, the marketing team needs to focus on removing any adverts or promotions for the recently recalled product and change them so they focus on another product from the brand. This will ensure that the recalled product won’t be so obvious and therefore will not cause customers to lose trust in the brand. 
[bookmark: _Toc29564659]Finance Department
The finance department is another department that is going to be collaborated with. The finance department will need to ensure that each department is spending within budget following the recall, in particular, the marketing department. This is because “Administering recalls and managing recall consequences can be very costly to companies, both financially and in terms of reputation” (Bapuji, 2011). As the marketing department will need to create a recall campaign it is important that they keep the extra costs for this as low as possible, while still ensuring that all the necessary information is included in the campaign. The finance department will also be used in order to understand how the business has been affected since the recall by looking at profit data. They will then be able to see if the recall has caused them to lose money.
[bookmark: _Toc29564660]Sales Department
The sales department is the final department that will need to be collaborated with following the recall of the product. The reason why the sales department will need to be collaborated with is that one of the things that they are responsible for following the recall is customer services. Customer service is a vital part for any business to ensure that the customers are happy with the service that they have received, according to Forbes “when customer service gets done right, it can tremendously boost a company’s bottom line” (Forbes, 2018) this suggests that there is a link between the customer service and the overall success of the business. This is important because if the customer service is good then the overall brand image will not be affected as a result of the recall.
[bookmark: _Toc29564661]Legal Department
The final department within the organisation that needs to be collaborated with is the legal department. The purpose of the “legal department is to manage or perform all legal matters of an enterprise. This includes formal legal relations among the enterprise, its shareholders and the various supervisory boards” (Kolvenbach, 1979). As there is a chance that there will be legal issues relating to the recall the legal department is going to be a vital department to collaborate with during and after the process of the recall to ensure the smooth running of the organisation.

[bookmark: _Toc29564662]4- Internal Marketing Campaign
Following on from the recall, an internal marketing campaign is going to be necessary in order to keep the employees of the company updated with any key messages about the recall and the development of an updated product. The recall of the product would affect both the internal and external side of the business, “Although employees are part of the internal environment rather than the external environment, activities directed at the external environment will often impinge on employee attitudes” (Blyth, 2012). Internal marketing is defined as “viewing employees as internal customers, viewing jobs as internal products that satisfy the needs and wants of these internal customers while addressing the objectives of the organisation” (Ahmed and Rafiq, 2002). Internal marketing within the company is important because it allows “employees to make a powerful connection to the products and services that you sell” (Mitchell, 2002). The reason why this is important is that if the employees have a genuine connection to the products and services then they are going to be working extremely hard to ensure that the best possible outcome for the product is achieved.

[bookmark: _Toc29564663]Smart Objectives
As part of the internal marketing campaign, there are going to be some objectives that need to be met in order to understand the consequences of the recall and to allow the company to improve.
The objectives are:
· To release an updated version of the product and increase company sales by 10% within three months.
· To replace all recalled stock with the new product in retailers by January 31st, 2020.
The objectives stated above are Smart objectives. A Smart objective is an objective that is “Specific, Measurable, Achievable, Realistic and Time-sensitive” (Thomas & Housden, 2017). By using smart objectives, it allows the organisation to clarify any ideas, focus any efforts and ensure that time and resources are used efficiently in order to reach the objective that has been set out. Both of the objectives mentioned above cover all of the stages of a smart objective and therefore make good objectives for to organisation to follow.
[bookmark: _Toc29564664]Communication channels
In order to keep employees updated on the key messages and timelines of the external activity, it is important to use internal communication channels. According to the Harvard business review “companies that optimize internal communication improve efficiency, compliance, and customer satisfaction” (Harvard Business Review,2018). All of these things are vital to an organisation following on from a product recall. This report will look at two internal communication channels that are going to be used to keep the employees updated on any messages as well as discussing the advantages and disadvantages of each.
Email
The first communication channel that is going to be used is email. There are many advantages and benefits of using email for internal communication within the organisation. Emails are a good way to communicate with employees within the organisation as email allows employers to quickly and easily share information with a wide range of employees without having to send multiple messages. O HowHowever, emails are only effective when they are used correctly. If emails are overused then it is likely that employees will begin to ignore emails, this could lead to vital information being missed by the employee.
Digital signage
The second type of internal communication channel that is going to be used is digital signs in offices. Digital signage is a very good way to communicate information internally as they are very obvious and hard to miss. Digital signage is said to have an “83% recall rate” (Screen Cloud, 2017), this makes the digital signage a very effective way of communicating important information with the employees as they are more likely to see the messages and they are more likely to remember what the messages were. The digital signs will be displaying information about the recall and any updated messages, so the employees are aware of what is happening at all times. Again, this allows the employees to have a connection to the product as they know what is happening at all times.
[bookmark: _Toc29564665]Tools for monitoring effectiveness
In order to see how effective, the objectives and communication channels have been the organisation is going to conduct employee feedback in the form of employee questionnaires. Employee feedback is useful because it allows the organisation to see how successful the internal marketing campaign has been for the employees.

[bookmark: _Toc29564666]5- Conclusion
In conclusion, this report has found that in order to successfully move on from the product recall it is vital to collaborate with certain departments within the organisation. It has also found that in order to be successful it is important to develop an internal marketing campaign that sets out objectives and key messages that can be communicated to the internal departments of the organisation.
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