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TrendyMart is a leading retail
destination dedicated to offering the
latest trends in fashion, home decor,

electronics, and lifestyle products.
Founded in 2010, TrendyMart has

established itself as a go-to destination
for customers seeking high-quality,

trendy products at affordable prices.
With a commitment to innovation and

customer satisfaction, TrendyMart
continually evolves to meet the

dynamic needs of modern consumers.

WHAT IS
TRENDYMART ?



THE CRISIS
TrendyMart, a leading retail
company known for its trendy
fashion and lifestyle products, is
currently confronting a potential
crisis stemming from a significant
supply chain disruption. This
disruption has the potential to
impact product availability,
customer satisfaction, and the
company's reputation.

TrendyMart is known for its
exciting product drops, and

they often notify customers of
product drop timelines

beforehand. If products are not
available for their set drop

date... customers will NOT be
happy.

EXTRA OH NO...



KEY DETAILS
The supply chain disruption is spreading

through online platforms but has not
reached major news outlets yet.

Increased media coverage may worsen
the situation and reduce customer

trust.

TrendyMart is facing supply chain
disruptions causing delays in

merchandise procurement and
delivery (likely due to transportation

issues, manufacturing delays, or
supplier shortages).

TrendyMart needs a crisis
management strategy to tackle supply
chain disruption, reassure customers,
and uphold brand trust. Transparent
communication, timely updates, and

mitigation measures are crucial.

The news of supply chain disruption
has caused discussions and concerns
on social media about delayed orders

and TrendyMart's ability to meet
customer needs.

Customers are worried about
TrendyMart's supply chain issues
causing delays and out-of-stock
items. There is mass uncertainty

about when operations will stabilize.

SUPPLY CHAIN DISRUPTION

SOCIAL MEDIA AMPLIFICATION

MEDIA ATTENTION

CUSTOMER CONCERNS

IMMEDIATE RESPONSE NEEDED



ISSUES + CRISIS IDENTIFICATION

THREAT TO BRAND
REPUTATION &

CUSTOMER TRUST

Delays and missing products can
damage TrendyMart's reputation for a
smooth, reliable shopping experience
and consistent product availability.

KEY ISSUEKEY ISSUE

OPERATIONAL
CHALLENGES &
DISRUPTIONS

Disrupted internal operations,
impacted order fulfillment and
inventory, and necessitated
reallocation of resources.

LOSS OF SALES &
DECREASED

REVENUE

Unavailable items and late deliveries
may lead customers to stop shopping
at TrendyMart if they believe the
product availability is unreliable.

TARNISHED BRAND
IMAGE

TrendyMart's reputation as a leading
trendsetter with a seamless shopping
experience will suffer if orders are
delayed and products aren’t available.

EROSION OF
CUSTOMER LOYALTY

Upset customers facing delays or
cancellations might switch to
competitors; customer loyalty
harmed.

TrendyMart faces a supply chain
disruption jeopardizing its ability to
provide trendy products promptly,
leading to cascading issues.



High Interest High Influence

Low Interest High InfluenceLow Interest Low Influence

High Interest Low Influence

Prospective customers

Industry competitors

Advocacy groups

Customers Employees
Shareholders Executives

Government regulators
(environment, labor, etc.)

 STAKEHOLDER  MAP

Suppliers, distributors, 
manufacturers 

General public Supply chain partners



WRITE YOUR
TOPIC OR
IDEA

Elaborate on what

you want to discuss.

Elaborate on what

you want to discuss.

HIGH INTEREST
HIGH INFLUENCE

ENGAGEMENT BY STAKEHOLDER GROUP
HIGH INTEREST

LOW INFLUENCE
LOW INTEREST

HIGH INFLUENCE
LOW INTEREST

LOW INFLUENCE

PRESS RELEASE TO
GENERAL PUBLIC IF

NECESSARY

FREQUENT UPDATES
AND STRATEGIC

PLANNING TO
COORDINATE WITH

SUPPLY CHAIN
PARTNERS; UPDATE

GOV’T IF NEEDED

PROACTIVE POSITIVE
MESSAGING TO

COMBAT ANY ISSUES
WITH TRUST,

RELIABILITY, ETC.

FREQUENT,
TRANSPARENT, AND

CUSTOMIZED
UPDATES TO

COMMUNICATE THAT
TRENDYMART WILL

REPAIR ISSUE  



INTERNAL EMPLOYEE CRISIS COMMUNICATIONS
EMERGENCY ALL-HANDS MEETING

WHO: All TrendyMart employees across all
departments and locations.
DELIVERY: CEO or designated spokesperson leads a
virtual or in-person all-hands meeting.
CONTENT: Acknowledge the disruption, emphasize
transparency, and outline the plan to address it.

WEEKLY COMPANY-WIDE UPDATES

TARGETED DEPARTMENTAL BRIEFINGS

WHO: CEO, Departmental Leads (C-Suite), and
employees across departments.
DELIVERY: Meetings with C-suite leaders for each
department, briefs for departmental employees.
CONTENT: Explain how the disruption specifically
impacts each department and provide guidance on
how to handle customer inquiries and concerns.

WEEKLY C-SUITE CRISIS MEETING

WHO: TrendyMart C-Suite Executives
DELIVERY: Weekly in-person meeting led by CEO
CONTENT: Discuss progress, tasks, and devise next
steps in crisis management response. Once crisis is
less pressing, develop preventative strategies to avoid
a similar crisis in the future. This meeting will be
separate from typical C-Suite meetings.

WHO: All TrendyMart employees across all
departments and locations.
DELIVERY: Weekly email from CEO to all TrendyMart
employees.
CONTENT: High-level updates about the crisis,
including progress made and timeline adjustments.



Acknowledge
and Accept

Responsibility

1

Enhance
Transparency

and
Communication

2

Provide
Immediate
Customer
Support 

3

General Plan



Proactively
Manage
Media

Relations

4

 Strengthen
Supply Chain

Resilience

5

Implement
Long-Term

Relationship
Rebuilding
Strategies

6

Internal
Improvements

and Training

7

General Plan



Crisis Response Overview: 
TrendyMart's "rebuilding trust" crisis
communication strategy focuses on

acknowledging and addressing the preventable
nature of the supply chain disruption. By

emphasizing transparency, accountability, and
proactive engagement, TrendyMart aims to

rebuild customer trust and enhance its
resilience against future disruptions. 



Part 1: Immediate Response 
(0-2 days)

Acknowledgment and Transparency1.
Acknowledge the issue, provide initial details,
designate a spokesperson

a.

Customer Communication2.
Direct outreach, FAQs and Supporta.

Internal Coordination3.
Crisis management and staff briefinga.



Part 2: Short-Term Response 
(2 days - 2 weeks)

Compensation and Reassurance1.
Compensation offers, alternative solutions a.

 Enhanced Communication Efforts2.
Frequent updates, engage on social mediaa.

Media and Public Relations3.
Press releases, media briefingsa.



Part 3: Long-Term Response 
(2 weeks - Ongoing)

Supply Chain Resilience1.
Compensation offers, alternative solutions a.

 Rebuilding and Strengthening     
Communications

2.

Frequent updates, engage on social mediaa.
Internal Improvements3.

Press releases, media briefingsa.



MEDIA RELATIONS PLAN
SOCIAL
MEDIA

RESPONSE

DIGITAL
PRESSROOM

CRISIS 
MANAGEMENT

TEAM

Host Instagram story Q&As,
emphasizing candid updates

and setting realistic
expectations

Designate a team to execute
the “rebuilding trust”

strategy; manage digital
pressroom and social media

Publish initial press release
immediately to highlight

transparency and help
gauge media response



EXECUTIVE STATEMENT

MTRENDY



MTRENDY

PRESS RELEASE



MTRENDY

OP- ED



Thank you!
IMC 306 - Team 4

Any questions? 


