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them; once a recall starts, it will likely be too late. Have

a spokesperson on deck that can deliver your messages

from the perspective of a parent. Doing so exponential-

ly increases their credibility. When safety is a concern,

consumers don’t want corporate doublespeak; they

want to be able to identify with and believe the person

telling them that everything will be alright.

Manufacturers: Don’t forget about your retailers. In

a product liability situation, retailers are the first line of

defense. Be sure to communicate with those who control

your brand reputation and trust in its most crucial

moment—the point of sale. Sharing vital information not

only better enables retailers to protect their own busi-

ness interests, but also makes them de facto partners in

defusing negative attitudes surrounding the recall.

Identify the tipping point. In every recall situation

there exists a tipping point—a moment when the problem

has been contained and the public is ready to move for-

ward. This is not the time to breathe a sigh a relief, but

rather an opportunity to redefine a company or industry

as a leader in preventing a similar problem from occurring

again. Publicize enhanced safety measures implemented

as a result of the recall and let them serve as the founda-

tion for a new and improved commitment to consumer

safety that can create an environment for higher sales. ■
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