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Introduction
Our organization has recently launched our newest product in five years in the form of a chocolate bar.  Our initial sales were positive but unfortunately some of the ingredients were not declared on our packaging meaning that a few batches must be recalled. Our goal is to recall the defective batches whilst maintaining the customers trust and confidence in our brand. In order to pursue this we will work with our company’s internal departments to successfully recall the product, liaising with marketing to ensure consumers will not be put off by this small misshap. We will collaborate with the sales team to ensure no future business is affected by the recall and also the production department to fully ensure this mistake will not happen a second time. 

Working with our PR team
Our number one priority for this recall is to certify that no one will come to harm from the fault on our packaging. This could be from allergies to certain ingredients and vegans could eat the chocolate thinking that it doesn’t contain any animal products such as milk and eggs. To avoid this we must ensure that we get the word out fast and get the affected batches of product off the store shelves as fast as possible. It is vital to keep accurate records of our products so that we know where they are shipped to and who will receive each batch, this way we can narrow down our efforts to the affected areas (PharmTech, 2011). The FDA state that keeping records of everything whilst a product recall is underway is critical and that a press release should be number one priority if the product is food related (FDA, 2014). 
Due to the fact that we kept adequate records of our inventory and sales we know where the defected batch of products was sent. This has allowed us to quickly get into contact with those stores notifying them of the issue and letting them know to remove the product from their shelves. To communicate effectively with the stores our recall notification letters and emails were flagged in large bold print to draw attention and to show urgency. Our written communication with the stores had the title “URGENT:  SALTED CARAMEL CHOCOLATE 500G BAR RECALL” to meet the FDA requirements (FDA, 2014). 
Once we are certain that the product is off the shelves we need to set up direct communication lines so that consumers can contact us regarding the defected product. Our PR team will release a public statement to address the recall as well as setting up a website and it’s own phone line where dedicated and trained personel will handle calls immediately from affected consumers. Honesty is vital in all steps of the recall process and that should be outlined in the public statement. Customers will appreciate the immediate attention from these communication channels which will hopefully retain their confidence in our brand (5WPR, No date). 

Collaborating with the marketing department
Once the defected product is safely off the shelves and communication channels are set up our priority turns to regaining our customers trust and confidence in our company. Marketing plays an important role in product recalls as potential future clients and existing clients may lose trust in then brand. In this day and age quality is a top priority when someone is purchasing goods, having a product recalled gives the sense that the qulity of the product is subpar which can be enough to throw off any potential or existing consumers and even shareholders (60 second marketer, 2018). 
The recall team’s first “marketing” strategy should be to evaluate the situation and determine the speed, scale, and type of recall (Kiykioglu et al, 2018). Our marketing team will take full advantage of our social media following to firstly notify our consumers about the recall but also post news and real time updates on the situation. Similarly to a marketing campaign, a recall  campaign should continually monitor theprocess, checking with consumers to gather every response so that we can try and judge how the situation is going from their point of view. Social media has helped many large companies successfully recall products such as Ikea, using it to effectively communicate with consumers to share updates about its recall of collapsing Malm dressers (Ikea, 2016). 

Collaborating with the sales department
When we have successfully removed all defected product from the stores our sales team will be tasked with attempting to regain any business lost due to the recall. It is important that our sales depertment show understanding and honesty as customers may be put off by the recent mistake (Henareh, 2015). Although sales shouldn’t involve conflict, the ‘accommodating’ conflict handling model is a suitable technique to handle sales situations after a product recall because it uses unassertive and cooperative tones (Mariama-Arthur, 2015).  It is commonly used in situations where the ‘customer is always right’ to preserve relationships and to increase the chance of repeat business. This model is selfless and may involve “giving in” to the customer in the form of better prices or deals but in order to build credibility and goodwill with customers during this time I feel this method is necessary and we must ensure our sales team is trained for this situation.

Collaborating with our financial department 
During the process of the recall we expect that our profits will decrease. In order to cut expenditure we have decided not to employ an external company to handle our recall. Our financial department will need to reimburse all consumers that have been affected as well as determining the cost of the whole incident. As new points of contact will be required in the form of a new website page and new dedicated phone lines our finance team will be required to source the funds for these immediately as speed and efficiency is key (Georgia Institute of Technology, 2009). To update shareholders throughout this process it is important to obtain accurate costs and projections for the expected outcome. 

Internal marketing campaign
In order to ensure all of our staff are up to date and informed about the process we have developed an internal marketing campaign. Our specific goal is to recall the defected chocolate bars as soon as possible to avoid any harm and to maintain customer trust and loyalty in our brand. Due to having accurate records we were able to identify exactly where our defected products were sent which allowed us to promptly notify the affected consumers to remove the product from their shelves. As a result of our fast actions and efficiency we have calculated that of the 100,000 defected chocolate bars only 500 were sold to the public. Our marketing department is targeting the affected locations to create awareness of the situation with the aim of retrieving the 5,000 defected chocolate bars in circulation. We think this is an achievable goal and have set a target of a week to reclaim the products. Taking into consideration that chocolate bars sometime get eaten as soon as they are bought we have set up a dedicated phone line and website where consumers can contact us directly to issue their concerns if they have already eaten the product. It is important that our dedicated team record all of these so that we can have an accurate number of how many are still in circulation. Figures suggest that British people are the largest consumers of chocolate in Europe with the average person eating 8.4kg or 187 45g bars of chocolate a year (Blake, 2018). This research allows us to calculate that the average time it takes to eat a bar of chocolate is two days, however as there are many more factors to consider we have allowed a timeline of up to a month for anyone to come forward and contact us regarding the recall. 

Strategies for future product recalls
To handle product recalls as efficiently as possible certain strategies need to be in place to ensure nothing is overlooked. Speed is one of the most crucial factors in a product recall as the more defected product that gets sold to the consumers the more of a mess there is to resolve. Keeping open lines of communication with customers is vital to regain their trust from a recall, it is also a very effective way to improve the consumers loyalty as they experience the level of professionalism and notice how eager the company is to resolve the issue(Olenski, 2016). 
Food product recalls are a major threat to food businesses. The average cost of a food recall on a company is $10 million according to a study by the Food Marketing Institute and the Grocery Manufacturers Association (GMA) in the US (2017). To aid in any future recalls a budget should be set aside to cover the costs of extra staff and to refund consumers instantly. Recalls quickly eat away at liquid cash; so financial executives need a cash-flow framework that includes cash going in, loans and insurance costs. That way the company can monitor all of the costs as the recall develops.
Another way to prepare for recalls is to rehearse the process: how to get the product back, how to destroy it and what’s needed to enter an insurance claim, with prescribed roles for each department (Laursen, 2017). Launching a voluntary recall rather than waiting for regulators to order it is where the best chance of gaining consumer loyalty is. By doing this, customers know that the company has them at mind and are eager to resolve the issue. 
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