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1. Executive Summary

The purpose of this Internal Marketing Report is to ensure that all staff are effectively executing a product recall in accordance with company values and brand. This report will analyse the key issues related to a product recall whereby a key ingredient was not printed on the label of a chocolate bar and put into place internal communications plan and internal marketing campaign so that staff are effectively working together to deal with this error. 

2. [bookmark: _GoBack]Introduction
Oxford Dictionary of Marketing defines internal marketing as “The advanced uses of communications to inform, persuade, motivate, and often change staff behaviour within a company.” (Doyle, 2011). This Internal Marketing Report will identify the departments within an organisation which would need to work together during a PR crisis in relation to a key ingredient not being printed on the label of a chocolate bar, in order to effectively deliver a product recall with a plan of how to implement this. The ingredient, in this case, is milk, which may cause issues in relation to allergies as well as possible financial and reputational issues for the company.  





3. KEY ISSUES

With a possible allergy risk, there might be legal implications in relation to the product recall as according to the UK Government, a food product with 2 or more ingredients should be labelled with all Ingredients clearly identified with any potential allergens highlighted (GOV.UK, n.d.). Due to allergies being potentially life-threatening (nhs.uk, 2019), there might be possible lawsuits in relation to this if not dealt with quick enough. There is also a risk of reputational damage, during KFC’s PR crisis in 2018 they received media coverage criticising their crisis and asking how they will re-build their reputation from this (Topping, 2018).  Competitors are also a concern as they are likely to take advantage of a PR crisis to promote their own brand or criticise the crisis. There may also be financial issues as spending would temporarily need to be increased to cover the costs of marketing and recalled product, in 2019 Whirlpool had to set aside £80million for the cost of recalling their faulty Whirlpool washing machines. Sales could drop if the reputation of the company is diminished as a result of the error. 








4. INTERNAL DEPARTMENTS
This section will identify the departments involved in a product recall and describe how they should work to effectively deal with a product recall campaign.  
Marketing
Research by Siomkos and Kurzbard suggested that a voluntary recall of a product produced by a reputable company is unlikely to affect future purchases of their products (Siomkos and Kurzbard, 1992), and so it is important that the Marketing department is involved in a PR Crisis campaign in order to quickly produce recall-related marketing materials in order to minimise the risk involved in the PR crisis as a result of this error, Whirlpool was criticised for the press when they delayed the recall of their washing machines in 2019 (Poulter and Leatham, 2019). They will need to create campaign with a repositioning message to regain the trust of the consumers and try to retain the reputation of the company or control the negative impacts of a reputational loss caused by the error. According to Regester and Larkin, reputation is a vital asset to commercial companies as it influences such as who we buy from and invest in (Regester and Larkin, 2008).  
Sales & Customer Services
Research by Eilert et al suggests that stock markets punish recall delays (Eilert et al., 2017) and so it is important that the sales and customer services teams work quickly in order to refund customers and retailers in a timely manner and deal with any queries or complaints. Sales will also be responsible for ensuring that retailers and customers continue to purchase the products after the recall has been announced. 

Finance
The financial department will also need to work alongside the marketing and sales departments as there might be a temporary loss of sales and increase of marketing budget and so the sales forecasts and budgets will need to be altered in relation to this to keep track of the company’s current financial situation.

ICT

The ICT department would need to update the website and online promotional materials to align with the recall campaign and repositioning message as well as track any activity to see if website traffic is affected by the recall and how many people the recall message reaches. 

Legal
As it is a legal requirement that ingredients are printed on the labels of food items, the legal and compliance department would need to report the incident and work within the guidance of the Food Standards Agency (Food Standards Agency, 2018)  in order to make sure that the recalled product meets any legal requirements once re-produced and sold to consumers.  The legal team would need to work alongside Marketing and Sales to make sure that the labelling on replacement products and any advertising in relation to the recall, meets legal requirements.  

In order to make sure that all departments are working together, all staff involved should be contacted and given the information needed to run the product recall campaign legally and consistently in relation to the branding of the company  A team-building exercise could be considered, as according to Scudamore team building encourages communication and increases collaboration (Scudamore, 2016). 

5. INTERNAL MARKETING CAMPAIGN

The internal marketing campaign will concentrate on regaining revenue, reputation and customers who may have been lost as a result of the PR crisis, although it is hard to measure the actual impact of the PR crisis due to other external factors which may influence sales, profits and social media following, the company should focus on improving the following three areas:
SMART OBJECTIVES
· Increase sales by 10% by the end of the financial year
· Increase Profits by 5% by the end of the financial year
· Increase social media following on the company’s Facebook and Twitter pages by 1000 more followers on each page within the next 6 months. 

It is important to keep a track of sales and profits following a brand recall as there may be an increase in spending and a drop in sales due to reimbursement costs, potential lawsuits and any other expenses that the company might incur as a result of the recall (Ni, Flynn and Jacobs, 2014).   

It has been suggested that Social Media is an effective way of building and monitoring reputation (Shad Manaman, Jamali and AleAhmad, 2016) and so setting targets for and monitoring this should be an efficient way to build the reputation of the brand and regain customer trust. 

Communication platforms: 

Research by Welch suggests that employees preferred method of Internal Communication is Electronic Format (Welch, 2011). Forbes Insights and Zoom suggest that video communications are currently a preferred tool for communication within the workplace (Forbes.com, 2020). Other current forms of communication that could be considered to be used include: 
Newsletter: Tools such as ContactMonkey (ContactMonkey, n.d.) allow businesses to track sent newsletters to see if they have been read and can be scheduled and sent in mass. 
Email: Richard and Denton suggest that email might be an effective contact method within the workplace as it is widely used within companies, however, they also suggest that it might be possible that messages could be miscommunicated when sent through email as it is difficult to portray emotion using emails (Derks and Bakker, 2010).
Instant Messaging: Broadman suggests that Millennials would be in favour of introducing Instant Messaging as a form of communication within the workplace (Broadman, 2017), however as not all ages of employees will be comfortable with this form of communication it might not currently be the most effective communication to use. Although there is an 8% rise in Instant Messaging use within the workplace, older generations are reluctant to adapt to this technological change (Shellenbarger, 2018). 
Face-to-face Meetings: Although face to face meetings are an effective form of communication they can be costly and time consuming if not run efficiently (Perlow, Noonan Hadley and Eun, 2017). 
Standing Meetings: In some organisations, short standing meetings could be an effective way of cutting meet times and increasing meeting productivity, although if they are to run for longer periods of time, staff might begin to tire (Taparia, 2014). 





Monitoring Tools:

Sales Reports: The Sales team could create up to date sales reports using a CRM solution, this allows the company to keep track of products sold and customer relationships (Dynamics.microsoft.com, n.d.).

Google Analytics: The ICT team could use Google Analytics to track website visits, advertisement insights and collect a vast range of data about people who connect with your brand online (Google Marketing Platform, n.d.). 

Social Media Insights Tool: Social media insight tools such as Facebook’s own social media insight software could be an effective way to track the demographics and volume of people interacting with a company’s social media posts allowing them to see who their target audience should be (Facebook for Business, 2014). 

Social Media Mentions Tool: Social media mention tools such as Mention. Allow you to keep track of when people are talking about your brand on social media (Mention, n.d.), this would allow the company to quickly respond to any positive or negative feedback which is posted online, protecting the company’s reputation. 

End of year accounts: At the end of a financial year companies are required to produce a profit and loss account for their statutory accounts (GOV.UK, n.d.), this could be reviewed and used to monitor whether the company incurred a loss around the time of a recall and whether they regained this loss by using their marketing campaign to regain trust and reputation.  

Feedback Questionnaires: Questionnaires could be a good way to monitor whether the company has communicated efficiently during the recall and gain feedback on whether there is any way that communication on marketing materials could be improved both within internal departments as well as other stakeholders. Survey software such as SurveyMonkey would allow a company to collect data and customise reports on this (Surveymonkey.co.uk, n.d.). 

6. RECOMMENDATIONS

Using electronic forms of communication might currently be the most useful form of communication for a company which intends to recall a product as currently, this seems to be the preferred format within a business. Although Instant Messaging might work for communicating with younger employees, the older generation’s reluctance to use it might make it hard to collaborate between departments. Video conferencing seems to be a cost-effective solution to making communications with employees, without the downsides you might get from emails as seeing someone’s face and hearing their voice would make it easier to convey emotion and tone.
All of the mentioned monitoring tools would be effective ways to monitor the company’s SMART goals, reputation and finances, although it would be recommended to focus mainly on social media insights, profit and loss accounts and sales reports as these, are the ones which are most relevant to the SMART goals.

Feedback questionnaires could be used to see how satisfied staff and other stakeholders are with the marketing campaign and can be used to determine how the company could do it differently if they had to recall any other products in the future. Sales reports and Profit and Loss accounts could be used to identify whether the recall seems to have affected the value of the company and how detrimental it would be if there were similar problems in the future.
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