






Report on how you will collaborate with other departments within the organisation to deal with the recall of the new chocolate bar.
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Introduction.
This report will outline the current situation, beginning with the positive aspects of the launch, and then focussing mainly on the issues due to this situation, the individuals involved internally and the collaboration required to deal with the recall. This report will also include an internal marketing campaign explaining the SMART objectives, as well as the different strategies for dealing with any future crisis and Public Relations activities. Many companies face a recall of a product, but it is the way they react and cope with the challenge that impacts on their business. “A company with a good reputation has an advantage in times of crises.” [Anthonissen. P. (2008)].
This report will also look at the numerous monitoring tools that are used in this situation in addition to the useful communication methods that keeps every stakeholder involved and updated, which is vital. 
An overview of the issue.
This was the First Chocolate bar for the company to launch in 5 years. Even though the chocolate bar had seen positive sales and a successful launch. Unfortunately there was a need to recall a batch of chocolate bars due to some ingredients not being declared on the labels. Even though this was alarming and a risk to the company in terms of public health and food safety, the decision to recall the product and maintain the brand’s good name relied heavily on how the PR team would manage the recall and deal with the negative PR successfully. “Product recalls are just one of many possible crises that PR specialists have to prepare for. In the age of social media, handling all these potentially damaging events requires both precision and speed” [Handling product recalls. (No date)]. 
Identification of the internal departments.
With a complication like this, the internal staff must cooperate to work through the issue and rely on collaborative working. These collaborations include the PR team, designers, product development staff, as well as the marketing and sales team and business investors. Staff from every different department have to work as a team to identify the key audiences involved and agree a clear message to their customers. The importance of creating and agreeing a clear communication strategy internally as well as externally ensures that the company reaches the target audiences. The amount of internal departments involved proves the importance of ensuring that the messages reach everyone within different sectors of the industry in order to manage a successful recall. “The safety of consumers is paramount and the effectiveness of the product recall process is reliant on communication.” [British Retail consortium. (2003)].
The identified relevant departments that will be of most help and best suited to deal with negative feedback following the recall must communicate regularly and work closely together. It is important that they all discuss what is happening throughout the comeback and share information. Many companies have faced problems with poor internal communication and have not successfully managed a recall well or maintained the reputation of the company. “A study showed that 39% of employees believe that people in their own organization do not collaborate enough but, at the same time, 3 out of 4 employers rate teamwork and collaboration as "very important".[blogin.co. (No date)]. To secure a strong communication between internal departments there must be a strong information flow between those involved, there should not be a physical separation between anyone and no involvement of conflict between the different departments. With all these points in mind there should be a clear understanding on what needs to be done to have a positive recall of the product with no misunderstandings or confusion. 

An internal marketing campaign to update the organisation of the key messages and timelines for the external Public Relations activity.
As a result, the main key message in managing this recall is simply to communicate clearly to everyone internally in order to ensure a full understanding of the process in place. To ensure a positive updated organisation, it is a must to develop an internal marketing and communication campaign. “Success today requires marketers to apply the discipline of campaign development to better our chances to be heard.” [Gospe. M. (2008)]. As well as an internal marketing campaign, it is important to create an external marketing campaign also so that the public are well informed and to regain their confidence in the product and brand following the recall. Many can lose faith when a public error is made. Creating a strong message or strapline to reinforce the public faith in the product is a good strategy to have. “The best way to restore consumer confidence once a recall is announced is to effectively respond to and manage it”. [How To Restore Consumer Confidence During A Product Recall. (2012)].
 These campaigns and straplines stand out in the marketing industry. A popular example would be the campaign for the company ‘NIKE’ which includes the saying- “Just Do It”. It illustrates a strong concept of the company’s confidence in the brand by using a catchy and appealing campaign. 
In order to create a plan and break the task into sections internally, it is important to set out a clear plan which includes SMART targets and objectives. These will include specific, measurable, achievable, realistic and timely objectives within the process. “The power of SMART Goals helps to clarify goals redefine our relationship to work and effort”. [Conzemius. A, O’neill. J. (2006)] 
SMART Objectives.
The SMART objectives are helpful for prioritising work, monitoring progress and to control achievements. “It is an optimal situation to achieve the implantation of specific actions.”[Steffens. G. (no date)] The SMART objectives for this particular case will feed into the strategic outcomes  following the recall – Specific, the recall is visibly going to cause a major setback to the sales, therefore they will need to define the risk, raise awareness of the hazards, apologise to anyone who was affected and therefore articulate their work that is needed.  Measurable, the company will simply measure the sales to gauge the impact of the setback, and monitor the complaints and the finances of the business. Achievable will be proved by keeping their sales up in the hope of the same income or higher that will be coming in. They will be aware of this success if there is no loss from their sales. The Realistic objectives will question the businesses’ gain in profits following the recall and questioning their reputation in the longer term.  Lastly, timely will focus on the time it takes the business to get back to normal, but it is realistic that it will take time to get this right again.
Tools for monitoring and Communication Channels.
It is very important to monitor exactly what is happening throughout the process. There are a variety of tools for monitoring these issues. It is important to set a clear wok plan with timely targets to solve the issues effectively and timely. These targets will involve the quality control systems to ensure this mistake will not happen again. Due to the loss of sales, it is principal to monitor the profit and finances by comparing projections against income, holding regular finance meetings and monitoring profit against loss. The need to include risk assessments from the impact of both internal and external involvements are vital. “Risk management helps a company to evaluate its strengths and weaknesses. Risk management is a tool that makes a company grow strong.”[Sadgrove.K. (2015)]
It is also important to contain damage limitation and offer full refunds to the customers as a gesture to simply show good will. Monitoring public responses are also important in preserving the company’s reputation. Monitoring tools such as social media, public reviews and press releases are an effective way of measuring the public’s response to the recall. This will also assist with identifying the effectiveness of the marketing and communication strategies and if these need to be adjusted. “Monitoring is used to track changes in project performance over time against measurable indicators defined well in advance, as well as to progress and measure any goals” [Monitoring and evaluation. (2016). Though the monitoring tools may be in place, clear communication channels are also required to ensure the strategy is working. These include, regular updates such as weekly updates on emails internally, face to face meetings with the internal teams if required, as well as the use of  ‘mentions’ on Social Media and reviews on the company’s main website.  The significance of communication channels allows the organisation to understand what is happening internally and the steps the company are taking to rectify the issues i.e. such as the customers affected, communicating with external stakeholders, investors or even the buyers involved, and understanding the current process. “The results show clearly that key stakeholders take multiple roles affecting the organization”. [Getz.D. (2006)]. (See appendix)
Make recommendations for strategies when dealing with any future crisis in the Public Relations activities.   
Crises management is divided into three phases which are, Pre-crises, Crises response and post-crises. “As a process, crisis management is not just one thing.” [Crises management and Communications. (2007)]. 
The main recommendations for strategies when dealing with any crises are to simply take responsibility and to prepare for any repercussions especially Social Media reviews. It is important to never lose confidence after experiencing a crisis as an example a recall of a product. It is vital to be proactive, transparent and accountable, and to do this you must monitor every detail and plan and communicate with everyone involved from each department. 
In this scenario, the strategies include, to gather information the company has of the crises including the objective and guidance to be able to develop a clear picture of the situation the company is currently facing. Secondly, to engage all the key stakeholders that will assist in analysing the key issues. This will make the internal communications more effective. The main strategy in this situation is the ability to the learn from experience, evaluation is key. Once a company experiences such an issue, it is unlikely to go through it again, however, should this reoccur there is a full understanding of how to deal with it. Lastly, the evaluation. Evaluating a company’s work is essential. It is important to evaluate every detail throughout the crises to be able to avoid any potential issues and to ensure success and quality. “If you have the proper crises management plans in place before a crises, then you have valuable time to limit the damage.” [Jordan. J. (2011)]
Conclusion.
To conclude, a recall of a product can affect a company hugely, especially if a company cannot plan or prepare for such a challenge. It really tests a company’s capability. A recall can have a huge impact on all the different departments and stakeholders, as well as the public. It can affect the company’s good reputation and the confidence of customers and their faith in the company’s brand which in turn could result in poor sales, a bad name and sustainability issues. It is vital that individuals involved internally in the company and external partners work in collaboration to deal with the recall, using the necessary tools for monitoring progress and impact, such as feedback and figures and financial projections which provides a picture of what is going on in the company and the effect of the communication strategy. “At every stage, you encounter this challenge. You’re accountable for seeing that results are achieved”. [Arredondo. L. (2011)]. 
 It’s vital to plan and have strategies in place for dealing with any future crisis such as recall of a product as well as updated risk registers that identify internal and external risks to the company. These registers allow managers to monitor any risks when external changes happen, as an example a competition, a drop in sales etc. It is proven that the effective approach when dealing with any crisis is to directly take responsibility and action, be pro- active and to be prepared for any of the repercussions that could happen, but to control the impact through continuous communication both internally to the company’s staff, and externally to stakeholders and to the public. Sincerity and confidence assist with gaining customer’s confidence in the company. “It’s in your best interest to under-promise and over-deliver when it comes to all forms of customer expectations” [DeMers. J. (2017)].
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Appendix.
Internal Marketing Campaign.
	Task (specific)
	Target (measurable) 
	How we are going to do it (Achievable)
	How often (realistic) 
	Objective (Timely)

	Inform staff/ teams of product recall
	All members of staff, stakeholders, investors. 
	Social media, press, letters, phone calls, website.
	End of January.
	All staff are aware of the process.

	Hold team meetings
	Relevant teams, i.e. product designers, finance. Etc. 
	Face to face meetings, skype.
	Fortnightly.
	Everyone is aware of the key messages.

	Regular updates on progress
	All internal teams
	Emails / newsletters.
	Weekly.
	Keep everyone informed of any changes/ updates. Share external information.

	Monitoring complaints/feedback
	Customer sales department
	Phone calls, emails, website, social media.
	Weekly.
	Ensure the key messages are reaching the audience. Measure impact of recall.

	Monitor finance / sales
	Finance department management
	Meetings, income, profit.
	Weekly. 
	Monitor financial impact to the company.







