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1. Executive Summary


The following report aims to inform the senior team management how the public relations department within their business will communicate with other units when a problem occurs, such as a product recall. The manufacturers have released a product without stating every ingredient, in which a recall needs to take place. A step by step timeline is given as well as key messages to external and internal stakeholders. Recordings will take place before, during and after the recall so that goals can be set. Strategies and methods to avoid further issues are also explained. 








































2. Product Recall


2.1 Introduction 

A chocolate bar has been manufactured and distributed with an incomplete ingredients list. Consumers rely on this list to inform themselves of allergens that could result in anaphylaxis, in addition to several other allergic reactions, which could result in fatalities. Due to such issues, a product recall is required in order to maintain public safety (Annex II of the EU Food Information for Consumers Regulation No.1169/2011 (Allergytraining.food.gov.uk. 2020)). A product recall involves prevention of further manufacture and distribution of the product to the general public. It is used for products with heightened safety concerns or manufactural defects (Fda.gov. 2020). Such issues may result in legal action against the distributors. To avoid the aforementioned situation, several steps need to be taken to successfully recall a product, this involves determining the issue and communicating this across internal departments with use of key messages, set timelines and SMART Objectives (Globalsupplychainlawblog.com. 2020). Future strategies to avoid recurring problems are identified to be put into place. (Foodstandards.gov.au. 2020).


2.2 Internal Departments 


There are many internal departments in an organisation, for this recall every staff member and the current stakeholders will need to be notified of the issues, plan and key messages regarding the recall. The PR manager is expected to communicate with various departments such as IT, Sales, Customer Service, Finance and Marketing (Doyle, C. 2011). The table below explains how the Public Relations Team will communicate with the listed internal units before, during and after the recall. "Successful communication channels internally include, emails, a notice board and daily meetings with managers to update internal stakeholders with the progress of the recall." (Hartland, M. 2020).


	Departments
	How Will the PR Manager Communicate?

	IT Team
	One of the main responsibilities for IT are to record website traffic. The IT team are able to put a landing page on the website to inform stakeholders of the recall. The public relations manager will communicate with IT in regards to consumer interactions on the website, with this information they are able to measure how the recall has affected their interactions or if they are on target with their goals.

	Sales Team
	The sales team are familiar with customer needs, and tries to convert leads. They will also communicate with the PR team so that the manager is aware if the sales are increasing or decreasing, again to measure whether their goals are set for the correct time frame.

	Customer Service Team
	Customer Service providers are the staff members who will directly talk to consumers and distributors. The PR manager will notify the customer service team with key messages and any information and goal from the recall so that the staff are knowledgeable enough to pass information on to customers looking for answers.

	Finance Team
	The finance team control budgets and will log invoices. They will pass on any budget information that the company may have so that the goals can be achievable with the resources the company can offer (money). The finance team will also record profitability and money lost within the company from the recall (Kelly, S. & Johnston, P, 2017).

	Marketing Team
	The marketing team is in charge of advertisement and ‘selling’ the product. They need to be made aware of the key messages and goals so they know what media to advertise on, and what key messages they need to put in their advertisement. If the marketing team advertise sufficiently, the goals will reach target, which is why the PR manager will need to communicate with this specific department (Plunkett 2020).




2.3 Key Messages, Timelines and SMART Objectives 

Below is a step by step timeline, which should be completed within 48 hours. Smartsheet. (2020). 
Step one: Stop the products distribution to the consumers.
Step two: Inform the consumers, staff members, and distribution of the recall and what they need to do (also notify the government).
Step three: Advertise the recall on shop windows, the website and social media as well as holding several meetings internally with staff.
Step four: Record sales before during and after.
Step five: Confirm arrangements for the products that get brought back.
Step six: Complete recall report every 2 weeks on the progress of the crisis.
Step seven: Set goals.
It is vital that a company sets Specific, Measurable, Achievable, Relevant and Time-Bound goals, also known as SMART Objectives (Gregory, A. 2015). Aims and objectives are one of the main priorities in a business as they can help measure sales, correct a crisis, keep the company on a steady path and it’s also an easy way of notifying stakeholders with them understanding the company’s goals and how to achieve them. The table below (which will be emailed to distributors, the manufacturer and staff members), explains the company’s goals and how to achieve them; in regards to the recall.
Goal 1: If the sales decrease after the recall, the company expects the sales to increase by 20% each year until the sales of products start to increase from before the recall. Example: If the company sells 40,000 chocolate bars a year, and after the recall the sales drop to 20,000 a year. 20% of 20,000 = 4,000 chocolate bars. The company will expect to sell 4,000 more chocolate bars ever year until the sales reach back up to 40,000+. Once they start selling over 40,000 chocolate bars they know they’ve reached their goal. That leaves the company a total of 5 years to reach their goal (20,000 divided by 4,000 = 5), which makes the goal achievable in the time frame given.

	Criteria
	Questions
	Companies Answer

	Specific
	What is the company goal?


How will the company achieve the goal?

Who will be involved to achieve the goal?
	To increase sales each year until the company reaches target

By advertising and marketing the product

All stakeholders

	Measurable
	How many more sales a year?

How will the company measure sales?
	Increase sales by 20% each year

By recording previous sale numbers before, during and after the recall

	Achievable
	Are the sales achievable in the time frame?


Does the company have the right resources to achieve the goal?
	Yes, by only increasing the number of sales a year by 20%, it leaves the company with 5 years to achieve their goal

Yes, the company has various marketing staff members and money to achieve the goal

	Relevant
	Is the goal appropriate and worth the time and effort, and does the goal align with the needs of the team and company?
	After the recall, the number of sales is likely to decrease which means the goal is relevant to the company, a company should always aim higher 

	Time Bound
	What date will you accomplish this goal?
	5 years



Goal 2: Increase positive social media interactions by 5% a year from the start of the recall. For example: If the company posts a photo to Instagram and usually gets on average 1000 ‘likes’, each year the company will expect to get an extra 50 likes (5% of 1,000 = 50). If the company is getting 5,000 interactions on twitter (how many times someone views the posted tweet), they are expecting to increase their interactions by 250 a year (5% of 5,000 = 250). In 5 years, the company will then expect twitter interactions to be at a number of 6,250 (250 interactions a year x 5 years = 1,250) (1,250 new interactions over 5 years + 5,000 previous interactions = 6,250). 

	Criteria
	Questions
	Companies Answer

	Specific
	What is the company goal?

How will the company achieve the goal?


Who will be involved to achieve the goal?
	Increase social media interactions by 5% a year

Posting more media, possible competitions or releasing more products

All consumers and the marketing team

	Measurable
	How many more interactions a year?

How will the company measure interactions?
	Increase by 5% a year


IT team will record interactions before, during and after the recall

	Achievable
	Is the goal achievable in the time frame?


Does the company have the right resources to achieve the goal?
	Yes, if the company keeps advertising and releasing new products

The company has many marketing staff and various social media accounts to advertise from

	Relevant
	Is the goal appropriate and worth the time and effort, and does the goal align with the needs of the team and company?
	Yes as company advertisement is necessary for consumers to be familiar with new and existing products and promotions. When positive interactions increase, so should the sales

	Time Bound
	What date will you accomplish this goal?
	5 years, the goal can then increase to a higher percentage



2.4 Future Strategies 
To conclude, every business will face a public relation crisis (Ni, J., Flynn, B., & Jacobs, F. 2014), which will either damage the image of their brand, or give them a much-needed image boost (Ni, J., Flynn, B., & Jacobs, F. 2014). When dealing with a crisis, there are many strategies that a manager can follow. Firstly, an organisation should always take the responsibility of the crisis (Dibb, S., Simkin, L., Pride, W.M., & Ferrell, O.C.). Secondly, the organisation should listen to consumers and respond quickly (Parkes, A. 2015), it is important to acknowledge people's concerns and that a company is ahead of the ‘story’ so that consumers are not informed by anyone else, receiving the wrong situation. To avoid another recall, a upgrade in the quality control unit should take place (Hall, B. 2020).
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