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Introduction

Different departments within an organisation would need to come together to communicate and establish a plan when a crisis arises. The current crisis at hand is that a fast-moving consumer goods company produced a new chocolate bar which was the first new product launched in five years. The launch was a success and sales soared. Unfortunately, some of the ingredients where not declared on the label and therefore the company now have to recall the batch of chocolate bars. The report will identify various internal departments such as the marketing, legal and human resources (HR) departments, as well as the public relations (PR) department. SMART objectives and communication channels, as well as tools that monitor the effectiveness of the PR campaign will also be assessed in the report. Finally, recommendations will be given of the various strategies an organisation can adopt in a future PR crisis. 

Brief overview

I was asked by senior management to come up with a plan of action on how the public relations (PR) team was going to navigate the negative PR the organisation will get from the recall. The first step we took was appointing a response team, the second step was to devise a strategy and brief the team​. Crafting a message was the third step, identifying and addressing the affected parties was the fourth step. Monitoring the situation was the fifth step and the final step was reviewing and learning from the situation. When crafting the message, we ensured that it was open and honest and done in a timely manner, as well as ensured that everyone portrayed the same message. We also identified the stakeholders both internally and externally. We made sure we apologized profusely and reassured our customers that such an event would not occur again. The organisation informed employees, stakeholders, business partners, customers and the media about the situation. We ensured that when releasing our message, we sent it to known and friendly press contacts that would portray the story in a fair and favourable light. We monitored the situation by using social media monitoring tools to turn complaints and the negative feedback into positive publicity. We ensured we did a post action review to see what we could do, and how we could improve. We ensured that we repositioned ourselves by spreading positive news about the organisations brand, to build our creditability and reputation again, which was a vital step in this process.




Departments involved 

The different departments one would need to collaborate with would be the marketing, legal and human resources (HR) departments. It is important to ensure that one’s team is diverse as it will give one different perspectives, as stated by Talkwalker, 2020.  In a PR crisis one’s chief executive officer (CEO) should lead the crisis team along with the head of PR and legal. Depending on the nature of the crisis, one would need people with knowledge related to the current crisis. 

Internal marketing campaign 

One can use the acronym SMART to put together an action plan for our internal marketing campaign, which would inform the organisation of key messages and timelines for external PR activity. The “S” in smart stands for specific. The question we would ask is what are we going to do for whom? “M” stands for measurable, is it quantifiable, and can we measure it? “A” stands for achievable. We have to determine whether we can complete the objective within the allocated time frame, and if we can do so with the resources we have. “R” refers to the objective being relevant. We have to determine whether the objective will have an effect on the strategy or goal. ”T” stands for time bound. This looks at when we would expect the objective to be accomplished (Grossman, 2018).

A well-coordinated use of multiple channels will be needed to ensure maximum impact. There are numerous communication strategies. Face-to-face communication is best for overcoming resistance to change and making a personal connection. Meetings are best when communicating more complex ideas, or when one wants input from fellow team members. Email or an internet page is ideal for those who have regular access to computers. The most effective way to build a culture of collaboration amongst dispersed team members could be internal social media. Video is best to use when one wants to appeal to audio and visual senses in order to tell a story. Fliers, handouts and bulletins are the best when details are important, or specific dates need to be referred to. 

There are numerous communication channels one could use, the first being social media monitoring and measurement. Ways in which one can measure the return on investment (ROI) can be by the number of likes, comments, retweets, shares and replies. The real payoff is finding out how these likes and shares turn into sales. One can use all this information and more to compare where one’s brand falls in the hierarchy, and then determining where one has fallen short. Website traffic provides an idea of how a PR campaign performed. By measuring the websites traffic before and after the campaign, one can determine whether or not the campaign was a success. In order to fully benefit from analysing website traffic, one must look further by evaluating the demographics to ensure one is meeting one’s target audience.

Market surveys can be used prior to a PR campaign to determine awareness and the customers perceptions of the brand. Once the campaign is completed, one should conduct a further survey to determine how attitudes, awareness and perceptions have changed (O'Sullivan, 2018). PR professionals carry out market research to gather information on market trends and possible opportunities when planning a campaign. O'Sullivan (2018) states that a PR campaigns success can be tracked by carrying out qualitative research. Backlinks are considered vital for achieving a high search engine ranking. PR activity can be measured by gaining a better search engine placement. Google assigns greater value to genuine backlinks from sources that are trustworthy (Šapic, 2018). Creating innovative and engaging content can be a crucial factor when obtaining backlinks. Higher ranking for specified keywords can mean more website traffic, which in turn would lead to increased sales. If one does not rank for the most relevant key words, a decrease in website traffic will occur (Chris, 2016). Monitoring one’s brand coverage across various media channels is essential to evaluating the success of a PR campaign. According to Agility PR solutions (2020) media monitoring is listening to who is saying what about one’s brand, one’s competitors, one’s industry and any other topic that is important to one’s operations. Organisations have different wants and needs when it comes to media monitoring, and there are many different types of media monitoring options. These are free and cheap options, paid media monitoring tools and premium media monitoring tools. Here are some of the best social media monitoring tools to consider. Keyhole, which helps one monitor Instagram and Twitter accounts. Hootsuite is a popular tool that tracks activity across various social media platforms, some of which include LinkedIn, Twitter, Facebook and Google+. Twitter Counter is another tool that is used to specifically track twitter stats. Sprout Social gives one analytics one needs to increase social media engagement. If one wants to know what the public is saying about the product in real time, one can use Buzzlogix. Buffer enables one to schedule content that one wants to post, and it can do so automatically through one’s chosen social media profiles (Sims, 2017).

Measuring the effectiveness of a PR campaign depends on having a solid PR objective, and key performance indicators (KPI) that are agreed to by stakeholders at the beginning of the campaign. None of the tools will provide a full picture of the PR campaigns success, but together they will reveal the effectiveness of the PR campaign.

Recommendations

There are various strategies one can implement if a future PR crisis arises. One strategy is to implement monitoring, in order to prevent a disaster before it occurs. It is important to have the correct knowledge ahead of time so one is well prepared for any future crisis. Another strategy is to fully understand the whole situation at hand before releasing any statements. Providing just enough information to the general public so that they understand your response, while giving a greater level of detail to those who are actually impacted by the crisis is another strategy used to ensure the organisations reputation is preserved. Another strategy that can be used is to be open and honest. One should work with the assumption that the truth will come to light regardless of what one says. The public will forgive mistakes and failures quicker than they would forgive being lied to by the organisation. One of the final strategies that can be used is learning from the situation and conducting a post crisis analysis in order to improve one’s response to the next situation. 





Conclusion

In conclusion PR crisis’s are inevitable, therefore PR managers must ensure that they have a crisis management plan, with a team who have the relevant knowledge and experience from different internal departments within the organisation, that can bring their area of expertise and aid the organisation during a crisis. It is important that all departments speak with one voice and act swiftly in order to contain the crisis. By conveying the key message and responding to the negative PR the organisation can try preserve their reputation. 
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