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[bookmark: _Toc29564868][bookmark: _Toc29568248]Executive summary
A UK fast moving consumer good company has launched a new chocolate in five years, unfortunately, it has been recalled due to ingredients not being labelled on the packaging. Senior management team have been asked to do a report on how they will collaborate with other departments within in the organisation to deal will the recall of the new chocolate bar.  Some of the internal departments are the marketing team, sales team, compliance team, and finance team all which have a different role to play within a PR crisis. Communication is key during a crisis, so an internal marketing campaign has been created and discussed within this report. Recommendations for strategies when dealing with any future crisis PR activities has also been discussed in this report.


 














[bookmark: _Toc29564869][bookmark: _Toc29568249]Introduction
A chocolate bar has recently been recalled from a consumer good company due to some ingredients that were not included on the packaging. A report has been requested on how to go forward and deal with the crisis. This report will give a brief overview of the recall, identify some internal departments that must work together during the PR crisis, recommend some strategies for future PR crisis and it will include an internal marketing campaign for the organisation.
The business has had a positive track record, and this is its first time that it has had a recall. The key issues are the risks and concerns stakeholders have and how the company is going to address it. For the senior management team, they have communicated their own key issues which are that the packaging is wrong  and there is nothing wrong with the product but there is a risk to health as members of the public could face serious health problems due to ingredients not being stated.
[bookmark: _Toc29564870][bookmark: _Toc29568250]Key issues 
[bookmark: _Toc29564871][bookmark: _Toc29568251]Stakeholders involved
The stakeholders are any internal or external people, company or authority that has been impacted by the crisis (HACCP, 2017). Stakeholders who are involved in this PR crisis are the customers, shareholders, employees, suppliers and the senior management team.
[bookmark: _Toc29564872][bookmark: _Toc29568252]Internal departments
There are different internal departments that can work collaboratively to help deal with this PR crisis. The first is the marketing team needs to work very closely with the senior management team to ensure that the problem is correctly understood.  The role of the marketing team is to promote the business and the mission of the organisation (Hartford, no date),  they drive the sales of every business and carry out research for products so they can check if it would be a good product to bring into the business. There are different roles within a marketing team for (Kruse, 2016),
During a crisis, the marketing team will try and reinsure the public that the history of the company is reputable, that the recall is a once off and has never happened before. They will also ensure that all efforts have been taken to investigate what has happened, how it happened and why it happened so that it will not happen again. They will oversee dealing with the brand image, brand image is the perception of customers about a brand (Foster, 2019). If the brand image has been ruined it’s the marketing team’s role to rebrand so that customers are able to trust the company again. Having a bad image will affect profit levels so it’s important to improve the brand image quickly.Internal Departments for Collaboration  
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Figure 1 Internal Departments to collaborate with (Source: Author, 2019)
Another internal department is the sales department. This department is the direct link between the customers and the products. The more experienced the team are the more sales would be made. This team will help build relationships with customers (Levinson, 2018). A crisis can hit the sales team at any time.
The Compliance team – Marketing compliance standards protect consumers from being lied to, tricked or being misled by the business (Workfront, 2018). The compliance team often needs to sign off any external public relations activities and communications plan.   The marketing compliance team needs to be involved at every stage of this process.  
Finance team- the finance department is responsible for management of the organisations cashflow and ensuring there is enough funds available (Smythe, 2014).  The marketing team, therefore, needs to liaise with the finance team to approve any budgets or costs to be incurred by any marketing campaign or recall related marketing costs.	
HR team -  the role of the HR department and team is to ensure that the staff members are well informed of any potential crisis and ensure that the employers know their role in dealing with the crisis (Athamneh, 2018). They help with crisis management. The marketing team will need to liaise with the HR team to ensure that they are aware of the messages that staff need and to ensure that staff are adequately prepared for the crisis.
Customer Service Team - The customer service team is an important team as well in dealing with the crisis.  The customer service team is the front-line staff and hence the marketing team need to communicate with them very closely and clearly.  This is a very important relationship to develop, as the customer service team need to be educated around the key messages to be conveyed to customers when they call in about the recall.  Education and training of this group is paramount to the success of the management of the crisis.
[bookmark: _Toc29564873][bookmark: _Toc29568253]Marketing campaign 
Fast moving consumer goods (FMCG) companies deliver products to customers at a high rate of turnover and with a high level of innovation. The market is exceptionally competitive and each company seeks to motivate, excite and encourage people into buying and using their products (Jobs, no date). To ensure that the internal staff are aware of the key messages we need to communicate to our customers, an internal marketing campaign needs to be developed with timelines for the PR activities:
· Audience: internal staff, including managers, workers, and senior executive
· Media Mix:  An email will be sent to all internal staff with the key messages for this recall.   A poster will be placed on the notice boards to emphasise the key recall messages.  A briefing, face to face meeting will be held with senior members of staff to present the key recall messages and issues clearly, which should then be conveyed from these senior staff members and cascaded downwards.
· Key messages: The impact of the recall for the company’s external customers would be that customers will be dissatisfied with the brand and may not want to purchase it again.  For staff members, the reputation of the brand may be affected, which staff members need to be made aware of.  The key messages here would be that there was nothing wrong with the product, but that the labelling was incorrect.  This differentiation needs to be made clear, and internal staff need to know this message.


[bookmark: _Toc29568254]Smart Objectives
One smart objective is to have more valuable customers so within the next 7 months the company should gain another 2000 customers. Another objective is to improve brand loyalty, this can be done by engaging with some customers over a three-month period recognizing their needs and what they would like to achieve from the brand. The last objective is that after the crisis allow for a 6 month increase in profit.
[bookmark: _Toc29568255]Communication channels
Some social media platforms that can be used are Facebook, twitter, Instagram. 
[bookmark: _Toc29568256]Tools for monitoring effectiveness
Monitor press, and social media posts.  Monitor feedback posts from customers.
[bookmark: _Toc29564874][bookmark: _Toc29568257]Recommendations 
To ensure that the organisation is prepared for a further or future crisis certain recommendation are made so that all departments will be able to follow the steps so that the crisis can be resolved quickly but efficiently.
The steps that need to be taken are: 
1) Prevention – ensure that the quality processes are improved to check the labels and products.  Check that all aspects of the product is compliant, legal and correct .Ensure that there are enough quality checks throughout the production process.
2) If there is a future crisis:
· Gather all the relevant information, quickly, so that the senior team can plan appropriate steps going forward. 
· Ensure a communication plan is followed when it occurs: communication is paramount, proper communication during a recall not just with different departments in the business but also with the customers is important as vital communication could be missed, and this could lead to a bad reputation of the company. Some communication tools that the business can use is keeping the website updated regularly, keeping social media accounts active, write a press release and keep all employees involved up to date. Regular reports will need to be made. 
· Timeline of PR crisis:
Public relations crisis can occur to any organisation, company or industry at any time. It’s how well and quickly you deal with it that helps determine how damaged the company will be, it important for the senior management team to stick to a timeline and plan accordingly so that things can be done correctly and efficiently (waynesburg, 2017).
· Improve monitoring tools and processes: Ways in which to monitor the recall is to monitor what the press is saying, monitor and respond to social medial posts and finally feedback what customers are saying to the senior management team. 
· Take ownership and responsibility: The company should take responsibility and apologise for what has happened, its important as it shows that the company is showing accountability and ownership over their actions and mistakes that have been made. 
· Finally, once the crisis is over a repositioning message should be put in place.
· Refunds will be given immediately to customers and offered a voucher for future use.
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This report has had A brief overview of the issues of the recall. It has outlined some of the internal departments that have to work together during a crisis. Organisations need to be ready to respond to any PR crisis quickly and efficiently, using all available platforms. This report has also had a detailed marketing campaign that will update the organisations and their key messages during an external PR activity. It has also made suggestions for strategies that will help when dealing with a PR crisis in the future.
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