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1.0 Introduction
Due to some ingredients on our new product packaging are incomplete, we must recall a batch of chocolate bars. Our biggest crisis is losing customer loyalty and brand recognition, to restore it as soon as possible, we need to take the following steps: make an apology statement, guide customers to distinguish food packaging from the food itself, form a monitoring team, and relaunch our product. Internal marketing is especially important in this process. The attitude of employees towards our chocolate bars directly affects the success of this PR crisis. Internal marketing is the foundation of external marketing. It allows employees to better understand the company’s product and goals, to ensure that employees can actively invest in their work, to achieve the goal of re-branding. This article will discuss which internal department should we work with, how to launch an internal marketing campaign, and how to respond to a similar crisis in the future.

2.0 Collaborative internal departments
Internal marketing is usually targeted measures to deal with special situations, such as adapting to market changes and overcoming a crisis. More importantly, internal marketing is the process of constantly sharing and exchanging work information with employees while affirming the results of their efforts. By communicating with employees about their current goals and strategies, the company can better respond to market changes, give employees a sense of belonging, and improve employee motivation and work efficiency. Therefore, in this PR activity, it is necessary to carry out internal marketing. If employees do not trust our brand due to the chocolate bar, it will be more difficult to calm the angry of the public. (Auman, 2017)

The object of internal marketing is not only the sales department and the people who provide direct services to customers. It includes all employees. This is a continuous process, and any part is critical. To put employees in the position of managers, before the company’s external market goals are achieved, it is necessary for the departments to fully and effectively exchange information. Forming a recall management team is an effective way to recall products. Before the project begins, a paper recall plan must be written, including the company departments involved, the purpose of the plan and more. Members should include heads of departments such as customer service, quality, sales, marketing, warehouse, IT, legal, HR management, even SMT. (Caramela, 2018)

First, SMT approves the product recall documents, comprehensively leads the recall work, and determines the urgency and coverage of the recall task. The entire process requires SMT to monitor and make decisions. Besides, the progress of the product recall must be unified with the customer by phone or fax to ensure that the product can be recalled smoothly. At the same time, the customer service team provides customers social media, email and other communication channels, understands customer needs by receiving customer complaints, and collects customer feedback as soon as possible and inform other departments. (Kadic-Maglajilic, 2018; Boso, 2018; Micevski, 2018) As soon as the recall document is approved, the quality department will draw up a recall plan, and communicate with FDA, report the entire recall process, submit a recall report and an investigation and evaluation report. Organize employees to report the recall progress to the recall management team. Then, the sales team is responsible for proving sales records, communicating with supplier distributors, and counting product quantities. Meanwhile, communicate with customers to explain the reasons for product recalls. The marketing team cooperates with the sales team to collect, check and analyze product information and maintain sales channels. Manage after-sales service, resolve customer problems and complaints, improve customer purchase experience, and create brand effects instead of product effects. What is more, use the original products for new marketing planning, such as store activities or online discounts, to attract customers while making up for the huge loss of profits caused by the product recall. (Hart, 2019) After the sales department inform the statistical data to the warehouse, the person in charge of the warehouse cooperate to complete the product recall process and is also responsible for the transportation channels and the arrangements of the transportation personnel for the recalled products. The person in charge of the warehouse shall timely check the quantity and quality of the receiving and sending products, and carry out strict registration, isolation, storage and custody of the recalled products. Finally, report to SMT in real-time. (Heneghan, 2015)

At the beginning of the recall, the IT team must set up a platform within the intranet for all departments in the organization to upload work progress and share information on time. In the meantime, responsible for improving the brand's website and closing the sales channel for chocolate bars. Adhering to the principle of honesty and openness, the process of food production and selection of food ingredients is uploaded to this brand website to facilitate public supervision. The most important thing is that the legal department must follow up on the recall process in real-time, because during the recall process, there is a lot of information and data to be submitted to the FDA, including product names, labels, codes, violations, reasons for recalls, health hazard assessments, number of recalled products and so on. In the process, we need a compliance team to ensure that our event plan is legal, including the communication with the FDA, customers, and more. (Good, Micheal. 2017) For make each department to carry out the work actively and effectively, the human resources management team needs to train employees about company current goals and strategies. They need to detail the recall decision and let employees follow it. Second, motivate employees to work more actively and rigorously. Every staff needs to recognize that they are part of the company, and it is the common goal of everyone to make the company better. For example, monthly performance rules can be set for salesmen, and rules for rewards can be formulated at the same time. Employees with higher than the specified performance can get bonuses and provide promotional opportunities. Besides, some success celebration activities can also be held to create an active working environment, so that employees will voluntarily promote the company’s products and we can turn employees into potential customers. (Kukreja, 2017)

3.0 Internal marketing campaign
3.1 SMART objectives
Internal marketing is the foundation of successful external PR activity. It is necessary to set SMART objectives for each department, it allows each department to know clearly when and where they should do what. SMART objective represents 5 words, specific, measurable, attainable, realistic and time-bound. (Bernstein, 2018)

As the leader of the team, the objective of SMT during the recall is to convene a group member and hold a one-hour meeting within 30 minutes to 1 hour after the recall plan is approved. Count the attendance time and number of participants to ensure that the personnel are in place and accurate. Communicate with at least two investors or other clients every day for the next 4 weeks to ensure that they will not divest. And ensure that SMT can receive the recall progress report within 24 hours, and be ready to hold emergency meetings at any time. The warehouse will store the remaining products separately within one week, identify them, and provide the recalled product inventory to the sales team. The sales team needs to draft the recall notice within one hour, make statistics on the distributor’s contact information within two days, and notify all distributors to stop selling the recalled products. In the next 4 weeks, count the number of products sold and the sales regions. Coordinating distributors for product recalls must guarantee 100% product recalls after 4 weeks. The customer service team informs customer problems to the marketing team within 3 hours per day. The marketing team must formulate a new sales plan for the original products within the next 4 weeks and reduce the profit loss caused by the recall by 30%. IT closes the online sales channel immediately and upload the product production process within one day. The quality team is responsible for collecting recall information every 2 hours and filing out recall records. HR manager department training employees on the company’s current goals. A group of 20 people, each group is 3 hours. (HEFLO BPM, 2019)

3.2 Communication channels
Email and intranet are the most convenient communication channels between various departments in the organization. Its real-time performance is good, but it will also cause missing information and unseen. An update meeting is particularly important. The leader of the team must grasp the whole situation and hold a meeting promptly when the information held by everyone is inconsistent. Most of the time members in the organization are not together, especially some distributors may be overseas. When the team makes important decisions and cannot gather members, the webinar is a good communication channel.

3.3 Monitoring tools
To easily check the implementation progress of each department, firstly the implementation progress can be sent by email to each department for half a day or one day. Second, a timetable can be designed on the intranet, and each department uploads the task planning timetable and ticks one item after completing it. In this way, not only let team members know the work progress of other departments but also motivate employees to improve efficiency and keep the overall progress of the team consistent.

4.0 Strategies for future PR crisis activities
Although public relations crisis does not frequently, they are very serious once they occur, because the product coverage is wide and public is influential. Thus, it is necessary to prepare strategies in advance. According to 5s crisis management, make the following strategies.
Sincerity: when an event occurs, instead of covering up mistakes and deceiving the public, the company must truthfully tell internal employees and external audiences.
Speed: set up a special team as quickly as possible, listen to the opinions of various departments internally, and quickly issue a statement to the public.
Shouldering: regardless of whether this matter is right or wrong, we must bear the responsibility for it. After determining the type of crisis, let the stakeholders see our sincerity and determination.
Systematization: Dealing with crisis is a comprehensive and orderly task, so the team must consider the whole not attend to one thing and lose another. Establish crisis management steps, and which department should do what should be reached from senior managers to employees in each department. The team should set clear goals for each department. For example, the marketing department conducts product research, the public relations department communicates with social media and holds press conferences.
Standardization: The company’s legal advisers, government officials, and even the public are required to supervise the crisis handling process in real-time to ensure the legality and rationality of each step. When a crisis occurs, it is only a company apology is useless. Asking an authoritative person to support us can regain the trust of customers. (A professional PR Blog, 2017)

The establishment of this scheme can ensure that the company can promptly recall the product and deal with the crisis quickly when a huge event occurs, minimize the loss of company profits, consumer harm, maintain the company’s image, and improve after-sales service. (CHEN, 2018)

5.0 Conclusion
The company must implement internal marketing, which allows the company to form partnerships with employees rather than subordinate relationships. Through the training of employees and the communication with them, the employees’ sense of identity and belonging can be enhanced. Only when employees are satisfied with the company’s products, customers can be satisfied. Through the development of internal marketing, it is possible to enable the various departments of the company to cooperate well, to allow the company employees to understand the company’s development status, and to clearly understand their current tasks. The internal marketing is the cornerstone of the success of external marketing. Nevertheless, both internal marketing and external PR activities are important for companies to survive a PR crisis. It is to establish the trust between people and companies, and the trust between people and brands. The PR crisis is a double-edged sword, understand the truth of the event, strengthen the company’s position, and use the crisis to bring opportunities to rebrand the brand image. Only when all members of the company work together can we successfully cope with a public relations crisis.
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