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Executive Summary

This report will provide information on how the PR team are going to collaborate with different departments in the organisation in order to deal with the chocolate product recall. It will include an overview of key issues such as:
· Packaging faults
· Not all ingredients being listed
· Allergen issues
· Recall of products

The departments needed to collaborate with are marketing, sales, customer service and finance along with each departments own involvement with different stakeholders and the importance of effectively communicating with them relating to each relevant aspect such as marketing’s role in external communications such as through social media or company website publishing, sales’ relationship with suppliers and distributors or finances role in reconciliation. 

The report will then discuss the internal marketing campaign which includes in-depth detail of internal roles and responsibilities, internal and external communication channels and methods of monitoring effectiveness.

Concluding, a brief summary of content discussed throughout main body of report followed by a short recommendation for future PR crisis management. 



























Introduction

This report will detail how the PR team will collaborate with other departments internally to deal with the recall of our chocolate bar through identifying roles of internal departments and an internal marketing campaign.

Key Issues

The key issues in this recall included faults in the packaging of chocolate bars in which ingredients were not correctly listed, which is illegal under the “European Food Information to Consumers (FIC) Regulation 1169/2011” (Food Standards Agency, 2018). This has been identified as a risk due to allergies potentially leading to fatalities, which would be extremely damaging situation for the organisation. 

The batch of products have needed to be recalled immediately as effectively as possible as to minimise the potential of risk, with clear communication spread via a spokesperson throughout social and media platforms to inform public of happenings to keep them up-to-date transparently in attempt to retain customer loyalty (Mao, 2010, p. 215).  

Main Body

Internal Departments
Marketing

Firstly the marketing team will be involved as they are the internal communicators of the organisation, who will write newsletters and emails to each department involved explaining their involvement and what is needed from them in terms of the current recall, they will also be responsible for informing sales managers. These internal communications will be in line with the external communications that marketing will also hold responsible for and will be present of the organisational brand values (Chartered Institute of Marketing, 2018) and key messages for recall.

Marketing also carry responsibility for producing materials and communications about the recall over various channels including the organisational website, which should include detailed information including how the customers role will be implemented. Communications will also include management of social media accounts, such as spreading information and making followers or potential consumers aware of the recall upholding honesty and social responsibility in line with business values to show real concern for the health of consumers (Souiden and Pons, 2009). Siomkos and Zurzbard (1994) suggest that immediate product recall and voluntary communication as appose to media publishing negative information before the marketing spokesperson has announced or shared key messages shows greater concern for consumer welfare, therefore attempting to alleviate negative or untrustworthy perceptions consumers may form of the organisation, the PR team will work alongside marketing to handle any press releases. This theory could be monitored by using social media monitoring tools such as Google Alerts or TweetDeck in which keywords can be set up which would alert the marketing team of any stories or social media posts relating to those keywords, this would allow the organisation to view these means quickly and efficiently (Cetin, 2013). These could be positive  comments or negative, if negative these tools for monitoring would allow the marketing team to be some of the first to view so could quickly radicate any harmful content shared. Another method of reviewing customer perception to evaluate damage caused by recall would be through customer surveys, face-to-face interviews or reviewing media coverage which could be sustained as on-going measurement (Cook, 2017, p. 15). 

Sales and Customer Service Team

The sales team are to be involved also as they work closely with suppliers and distributors, and are usually first point of contact with customers. The immediate steps due taken would be to stop the production and distribution of the product by getting in touch with suppliers and distributors explaining the situation and a short-term plan for recall so these stakeholders are well informed, letting them know that a plan is in place would illeviate any unsurety about the future working relationships between the organisation and the supply chain as Gadde and Snehota (2004) discussed; the “benefits that can be gained from cooperation with suppliers”. The extent of these communications should reach suppliers of all ingredients included in the chocolate bar and packaging suppliers, distribution company used which will have information about the status of where, when, to whom and the quantity of products which had been shipped which allows for appropriate collection points to be established to arrange the return of chocolate bars (Food Standards Agency, 2019). Internally sales representatives will need to communicate as to why the issue was not identified sooner before stock was distributed to large-scale sellers, and whether the ingredients were properly communicated by reviewing quality and production records in attempt to discover however certain contents went unlisted.

Sales will be closely integrated with customer service who will communicate with PR about understanding customer needs, concerns and questions along with keeping informed about campaigns so customer service can respond to queries appropriately and effectively. Customer service plays a huge part in customer retention so during the period of recall customer’s expectations will need to be positive, this can be achieved by internally ensuring there are enough staff to deal with influxes of calls or communications from consumers, being prepared for this influx can eliminate the possibilities of long hold times over the phone or delayed responses to emails or online messages. Objectives such as to respond to customer emails or online messages within 4 hours of receiving them, and aim for phone hold times to be no longer than 4 minutes are reasonable and relevant. Internal communications sent throughout the organisation of key messages for the recall should be consistent with information the customer service team are relaying to consumers, one representative passing on misinformation could have damaging effects (Zairi, 2000). 


Finance Team	

Product recalls have the potential to “have a significant impact on a firm’s reputation, sales and financial value” (Lui, 2009), therefore the financial and accounting teams need to communicate throughout with other departments to understand how much money is needed to be spent and however much the company is going to lose during the process of the recall. A stock reconciliation system would need to be set-up working closely with distributors in order to keep the actual physical stock count and book stock count the same and allow for the valuation of stock when preparing accounting statements (Accounting Tools, 2018). 

Internal Marketing Campaign

Internally such steps are to be followed throughout the duration of the development of the product recall plan, managing the plan, updating plan as needs fit and directing recall activity appropriately. The beginning of the development should start with discussions ending with some sort of clarification on the extent of the recall, decisions could be laid out visually in a decision tree which would show the thought processes behind the analysis of “choices, risks, objectives, monetary gains, and information” (Magee, 1964). During risk assessment the advice from a technically competent person from external forces could be used to evaluate the impact and severity of the problems faced due to packaging faults, following guidelines from rules and regulations of necessary authorities. 

The plan in place for the product recall should involve necessary steps as follows; firstly the identification of key issue with chocolate bar packaging and clear understanding throughout internal organisation how fault occurred through investigation of quality and production records, employees such as involved in the design process and sales representatives who did not identify fault. Externally investigation into fault would assess packaging and ingredient suppliers and business customers whether their purchase be directly from the organisation or from an external seller such as supermarkets, the product recall team should also ensure all sources of information from internal and external investigation are verified and reliable. 

Investigation into whether any consumer of the chocolate bar had suffered an allergic reaction due to the fact their allergy ingredient was not included on the packaging then it would be upmost important that it was dealt with quickly and effectively, an investigation carried out by Mowen, Jolly and Nickell (1981) showed how customer impressions of companies were influenced by danger perceived, corporate responsibility and perceived responsibility of the company, therefore showing customers that the business understands and accepts responsibility and danger following the packaging fault and is actively seeking affected consumers in turn would hopefully defect the possibility of negative perceptions towards the business during the future. Although risk assessment management needs to be carried out which would determine the urgency of recall, the investigation did state that the subjects were not influenced negatively of the organisation depending on the time taken to carry out recall. 

Data would also need to be collected to be fed into the process of creating a risk assessment plan, which would include information about decisions made as to which authorities would need to be contacted along with the scale of product recall and the urgency. Information that would go into this process would include batch codes of products inappropriate for sale (whether this recall applies to only specific batches or whether all products launched were unsellable), quantities of products and information about distributors such as amount of products that have actually reached the final consumer compared to the quantity that are sat on shelves in stores or supermarkets. Data collected by these in-between sellers through barcodes could be useful to review as areas in which large quantities have been sold to final consumer would be areas that recall information would need to be addressed to quicker. 

Throughout the product recall careful monitoring and management is essential to ensuring a smooth campaign, during the proceeding of product recall information logs should be written as clear visual evidence of steps taken, this should include all forms of communication internally and externally along with exact time, date and brief of communication type and outcome which needs to be logged every day by the involved employees, it is the responsibility of the individuals to log appropriately and should be monitored. The types of communications that should occur include notifying appropriate authorities (Tompkin, 2001) and stakeholders.

Following from notifying appropriate authorities: business customers must be aware of recall and take products off shelves immediately, any withdrawn items must be labelled ‘not for consumption’ to identify them from other stock and ensure they are not mistakenly put back out on shelves, communications must happen between PR team and supermarkets or other sellers of the chocolate bar with a clear outlined plan of how recall is to be carried out. This communication could happen via telephone to ensure a quick message is communicated however should follow up with written information or confirmation as evidence, and according to Elsmar (2019) should clearly state an ‘urgent action required’ stance to not get confused as a casual business letter. 

Information across social media platforms and advertisments should also be released at this time as discussed previously in report under ‘Marketing’ section, as preparation for press interest will be underway and the business will be able to confidently communicate that the recall is in place and has followed all procedures properly.

Conclusion

Concluding information in this report, the PR team will communicate and collaborate with Marketing, Sales, Customer Service and Finance to carry out an effective recall plan, the plan will be monitored and logged throughout whilst following rules and regulations thoroughly to ensure to deter further negative perspective or publicity on the organisation. Reflecting on the campaign previous to the recall, more consideration and monitoring could have occurred previous to the chocolate bar being released which would have identified ingredients missing from packaging therefore could have deferred a recall scenario happening. 

Strategies for future PR crisis situations would include having a crisis plan with clear, laid out instructions similar to that included in this report as a basis for activity, remain honest and accept responsibility whilst maintaining a clear and compassionate communication with all stakeholders involved.
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