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Executive Summary

This report will look at the recent crisis the P.R. team faced with a batch of chocolate bars missing ingredients and the risks caused from this. The report outlines the main issues this has caused mainly the risk customers may have from this and the potential brand loyalty risk this may have caused. 
The report highlights the departs the P.R. team will work with, these are the marketing department, to help convey the message they are trying to get to the customers. Also, the sales and customer service teams as these teams will be talking to the customers more than anyone else. It its then important that everyone is conveying the same message. 
The report will then look at the campaign used from the recall using SMART objectives to help monitor it. With the first objective looking at the recall itself and how the team will monitor the recall, looking at how we will know if it is successful and what time span used. The second part of this will concentrate on the aftermath of the recall and trying to regain brand loyalty. 
The report will conclude with the recommendations from the P.R. team for any future crisis that may happened. 

Introduction
This report will look at the recent recall crisis the P.R. team has faced with the recall of a new product. The report will focus on what departments will need to lease with the P.R. team to resolved and monitor the situation. An internal marketing campaign will be developed with the key messages of the recall and timelines for external P.R. activity will be briefed focusing on. The report will conclude with recommendations for the P.R. team to deal with potential P.R. crises. 
The crisis
The crises arose after the launch of new product for the first time in many years. As a result of the new product launch a batch of the new product had some ingredients missing off the label. This is obviously very dangers for customers especially ones with allergies as this can prove fatal as happened with Pret a Manger in 2018 when two people tragically lost their lives due to product not being clearly labelled, explained in this article by The Guardian (Morris & Mohdin, 2018). This will also have consequences on the brand image as it’s is the first product the company have launched in five years it may lead to a consumer lack of trust with the brand which is arguably more important than ever. (Mitchell, 2018) explains that with so much choice of many different products, the customers trust in a brand has never been so important to the survival of the brand. With this in mind it is clear that the P.R. team need to react quickly efficiently and effectively to rebuild brand loyalty.  
Collaborative Departments
The main departments involved with the recall would be the marketing department, the sales team and the customer relations team. These will be the main teams working with the P.R. team to monitor the recall using SMART objectives and monitoring communication channels to see how the customer feels about the brand. One of the main teams involved in this is the marketing team, the P.R. team looks after the brand image when the marketing team focus on the awareness of the brand and the product or service. It is important that they work closely together as a lot of the channels the P.R. team will use to convey the message about the recall will be done using the marketing. (Frantz, 2018) explains the importance of the marketing team and P.R. team working together with the main reason being that the marketing team can amplify the message by the P.R. team through using advertising channels to reach more customers. The method and channels used will be discussed in further detail later in the report. 
The other departments that will be heavily involved with the P.R. recall are the sales team and the customer relations team. These teams will be responsible for talking directly to customers about the product recalls and then also trying to sell more products to the customers. (Mhlanga, 2016) explains as the sales team are the ones directly talking to the customers that they need to be clear on the message the P.R. team need to convey. It could also be argued that the sales team through this know the customers more than anyone else in the business as they spend more time talking to them. It could also be good for the P.R. team to use the sales team to understand how the customers are feeling and to better react to the situation at hand. 
Marketing Campaign 
This section of the report will focus on the internal marketing campaign the P.R. team will role out to the company using SMART objectives and communication channels to monitor the recall and brand loyalty. One of the main aims the P.R. team wants to achieve is to ensure the safety for the customers that have bought the product, to ensure all the batch without the ingredients listed on them are returned or destroyed. There needs to be a clear understanding throughout the company that this batch could be harmful to a customer and that honesty is key to our customers. The first step will be to contact the suppliers used to sell the chocolate bars to ensure the batch will be recalled, any supplier used that has one of they batches will be sent a new batch immediately to keep a strong relationship. The P.R. team along with the marketing team will warn trading standards of the error, also use social media channels and  news outlets to warn customers about the error with the batches and with the information needed on how to check to see if that product is part of the recall. (Peachey, 2019) in a recent article for The BBC stated that these were the methods used by Whirlpool is the recent recall of watching machines. 
 This will be measurable by knowing how many chocolate bars were in that batch and how many customers or suppliers have been in contact then cross-referencing them to make sure all have been disregarded. This is a very realistic plan as the P.R. team are communicating directly to the customers and supplies, there are, however, some practices that should be considered to ensure a smooth running of the recall. (Olenski, 2016) highlights five best practises that should be considered when dealing with a product recall. The first is owning up to the mistake and offering full refunds when possible, the second is to always have communication available for the customer to ensure any questions can be answered straight away and in this case the customers safety is important. The third is to make sure the customer knows of the hazards, so with the batch of missing the customer needs a full list of ingredients to guarantee they don’t have an allergic reaction. The fourth is to be prepared that all products will be returned and there is enough to replace all of these. And lastly to co-operate with third party, in this case it could be trading standards, again honestly is important. All these skills will be delivered and run in house by the P.R. team, 
This recall is very important to the future of the company as the we want customers to continue buying products and continue to launch successful new products. A successful and honest strategy for the recall could also lead to further brand loyalty. The aim is to know if the recall was successful by the next quarter in three months’ time, this will measure if all the chocolate bars have been accounted and the cost it has taken and the business. In that time the P.R. team again with the marketing team will launch a new campaign to focus on brand loyalty, which is the next objective. 
For the next objective the P.R. team along with the marketing team want to increase brand trust and loyalty. This is to ensure that the brand still has a strong customer base after recall. This can’t be simply going back to what the brand wad before, it needs to be new and exciting to ensure we keep our die-hard customers but also make new customers through this. (Bewick, 2016) explains methods used to when customers lose faith in a brand, the main one to take away again is to be honest, not to try and deceive the customers that it will never happen again when it could, rather focus on the positivity of the brand. This campaign will be measured in sales over after the campaign is launched. If for example during the recall sales were down, however, when the new brand loyalty is pushed sales go back to what they were or higher it will be deemed a success. 
It is very achievable for a brand its image after a crisis, an example of this is Samsung with the exploding phones in 2016. (Tsukayama, 2018) of The Washington Post describe how Samsung didn’t let the crisis affect them despite losing £26 million off their market share, they worked continuously over the next year to rebuild the brand to make sure consumers trust the brand once again. The article made it clear that Samsung made sure that the products were replaced as soon as possible also not to let the customers to switch brand by replacing the phones with reliable. (World Trademark Review, 2017) listed Samsung customers as the most loyal among android users in the UK, this was only a year after the exploding phones crisis happened. Increasing brand trust is very important to continue trade, grow and improve the brand. The company doesn’t want consumers to turn to a competitor and then lose that customer, through building strong brand loyalty this ensure the customer stay with this brand. The time frame on this will run immediately after the three-month period when we get our position of the recall up until the end of the year. To maximise effort now for the rest of the year it should put the company in a strong position going forward. 


Recommendations 
The recommendations the P.R. team would make in future crisis is to clearly identify the problem. This would be to narrow down exactly what the issue is, who the issue is affecting and what are the potential risks and repercussions to the customers and the business. The next recommendation would be to have a realistic plan of how to dissolve the situation and how to best assist to get the message out of the recall to the consumers affected. The last recommendation made would be to have a strong plan in place to bounce back and to use it to learn from mistakes to make the brand stronger than it previously was. These could be thought ahead, so, there might be a contingence plan If a certain issue arises. 
Conclusion 
In conclusion, this report looked at the issue of a batch of chocolate bars missing ingredients off the packaging and the way the P.R. team would react to the situation. The report suggested that the main issue is the recall followed by the relationship the brand now has with the consumers. 
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