









Community Engagement
Assessment 1
Name: Vasile-Claudiu Neacsu
Student Number:1921604
Module Lecturer’s Name:  Rula Alousi










Table of Contents
Introduction	2
Establishment of community engagement with stakeholders	2
Evaluation of the community engagement evolved by Unilever	3
Use of social media platforms	3
Training and development schemes of Unilever for employees	4
Forward-looking approach by Unilever	5
Conclusion	6
Recommendation	6
References	7














[bookmark: _Toc70863047]Introduction
Community engagement is the process of interacting with the stakeholders or community members and work for their well -being or better living (Freeman et al., 2020). This way as a community, the social problem is addressed with a common program concerning for development with ideas and strategies. As a part of the CSR program, many organisations take initiatives to engage with the community and improve interactions, so that apart from making profit, they can help the common people. In this present work, such community engagement initiative taken by Unilever, one of the UK’s most successful multi product brand will be discussed. The company has taken initiative for WASH program which stands for "water, sanitation and hygiene" and has made collaboration with the UK government’s Foreign, Commonwealth and Development Office (FCDO) and has launched a £100 million HBCC global effort that is working from March 2020 (unilever, 2021). The initiative has been specially taken in the backdrop of Covid 19 situation and to remind people about the necessity of handwashing and hygiene. The aim of such community engagement is expected to work in all 37 HBCC countries with the help of Unilever. 
[bookmark: _Toc70863048]Establishment of community engagement with stakeholders
Unilever has always been a proactive company and has various kind of community engagement initiatives. Their work has not been confined within UK, but they have always extended their helping hand to other countries which need their assistance and investments. Presently, after the invasion of Covid-19, the organizational heads realised that hand wash, sanitization and other basic requirements such as clean drinking water. It is unfortunate to know that still many countries do not have accesso such basic systems and thus such initiatives from the corporate end are welcomed in the global pandemic situation to save the life of common men. But in order to establish the engaging relation with the stakeholders, it was important to inform them first, so that they come to know about it, and through proper channel get the benefits. As global pandemic condition triggered world- wide condition of lock down and home-isolation, it was difficult to share the news among the stakeholders. Thus, the only way was to adopt various social media platforms, through which Unilever can make the stakeholder understand about the initiative by establishing communication with them. They sent personal e-mail to various existing customers of the company and non-customers also so that everyone in the community can get benefitted (Key and Lewis, 2018). Through their Facebook, Twitter, Instagram, LinkedIn and other SMPs, they endorsed about their initiative and many of the stakeholders through asking and commenting on the post came to know about them. this way they not only informed about the initiative but received queries and feedbacks from them (Unilever, 2021). 
[bookmark: _Toc70863049]Evaluation of the community engagement evolved by Unilever
Unilever has believed in “global challenges local action” strategy and never confined their community engagement in only one country. The company has always taken environmental as well as social reformation that needed community engagement to the fullest. Among their environmental reforms, mention of their problem of boiler emissions and waste disposal resolved within 2001and they produced guidelines to avoid unnecessary packaging and promotion of recycling. Within 2001, Unilever's Home & Personal Care Division made a significant cut in energy consumption by over 10%. In India, 90% of their tea factories use renewable sources, while their factories in Brazil and France, water consumption has been measured up to 40%. Socially, in 2002, the company initiated a global research performed in 11 countries to identify the issues. For making a fund, they spend 1% of their pre-tax profits on community initiatives mainly focused on health and education programmes each year (Unilever, 2021).  
In every initiative, the company has given importance in educating the community stakeholders, so that they know about the programs, and can take the benefits from it. Apart from using print, tele and social media pathways, in rural and backward areas of the world, they have implemented manual endorsement by sending their executives to the areas. The company has done great changes in the life of people all over the world, and for achieving the objective, they train their officials mainly about empathy, good communication skills, reporting methods, making budgets etc. (Wise et al., 2020). They employees are given every sort of necessary information related with the services and areas to be covered so that they do not face any problem. This helps them to carry out their jobs effectively and efficiently.
[bookmark: _Toc70863050]Use of social media platforms
Unilever uses a handful of social media platforms in order to outreach the stakeholders and support the WASH programme. All of these SMPs need innovative and strong content so that stakeholders find it useful, simple and attractive (Xu and Saxton, 2019). It is important to make the stakeholder feel benefitted as well as they should be informed about such global necessities in the time of Covid-19 pandemic. Therefore, the company emphasized on developing various creative thinking and professional skills, so that maximum utilization of the initiative could be done. In order to achieve in establishing successful communication with the stakeholders from all over the world, the content needs to be extremely well. This needs divergent thinking process, where the content developer must thing in a challenging way to develop a good and innovative content. Conjecture is also needed so that right guesses could be considered about the next move or mental dilemma of the stakeholders and through developing useful and clear content, such queries could be solved clearly (Secundo et al., 2020). It also needs brainstorming involving the team members so that innovative ideas could flow quickly without validation. It is also a responsibility of the team to preserve ambiguity initially, so that rivals can not create competition and stakeholders can enjoy the suspense which will drive them to follow up the SMPs. Posting picture, providing details associated with it, announcement of every details of the program, answering stakeholders questions on those platforms on regular basis, statements released by Unilever are such actions which are required for this (Selker and Wilkins, 2017). 
In order to continue level of success achieved so far, various professional skills are also expected from the employee’s end. Firstly, excellent communication skills are required so that the employees can properly react to the stakeholders comments and feedback. It is quite important to acknowledge every interaction of the viewer so that they feel valued and with the provided information they could be benefitted. Teamwork is another professional skill that is required for the benefit of the overall work and development. A work could be distributed as per the skills of the team members and so each member is responsible for performing well in his own job role. While developing such content for social media platforms, it is possible to come across and sudden problem and to resolve it quickly thinking in a problem- solving mentality is required. Leadership mentality is also required so that in important and critical situation, employees can help themselves and does not break down under pressure or criticism (Brundiers and Wiek, 2017).  
[bookmark: _Toc70863051]Training and development schemes of Unilever for employees
In order to deal with socio-cultural issues within society, training and development for the employee is required through experts. As Unilever is trying to work for people for all social group and has came up with a timely and important issue, it is necessary to use maximum potential to reach the goal. Effective communication is needed so that the employees can interact with anyone on requirement and make them understand about the necessity of washing hands, using sanitization method and importance of drinking clear water. This also needs active listening, as there are many stakeholders who face various and diverse problems related with WASH and listening to them can make it clear to the organisers further areas of development of the scheme (Harrison et al., 2019). The condition of a large group of people distributed globally, are really bad and they need the help of such initiatives earnestly to live a health life. Having empathy is one of the criteria so that not being completely business minded, the employees understand the condition of the society by heart, and try to work for them. Through using various SMPs, and establishing engagement with them while doing field work or those platforms, respect needs to be expressed towards the stakeholders so that they do not hesitate to use the facilities and make their life improved (Anagnostopoulos et al., 2017). Relationship management is thus important and Unilever has appointed experts who can train the employees about developing such social skills and qualities in them through a one- month training period. This training includes workshops, showing videos of the affected stakeholders, improvement programs, training on empathetic communications skills through practical interaction which will make them suitable to carry out organisational objective.
[bookmark: _Toc70863052]Forward-looking approach by Unilever
In order to improve with time and include more community engagement programs, Unilever has adopted a forward-looking approach in training their employees on multiculturalism. It is evident that people outside UK are also in need of help, and among the 37 HBCC countries, there are many nations who are economically backward and need such help from various organization. Therefore, the organizational representatives need to learn about dealing with multiculturism as even while helping people with WASH programs, it is needed to show respect to the local customs and believes. The importance of such action is that, the employees get to know about different culture practices and can do well in any countries and make successful results. There are certain external factors such as demographics of a region which influences the style of hygiene practices, availability of water etc. that can emphasis the choices of local people. The lifestyles of the people are also an important factor. This shows that how much they are aware of using hygienic practices, consumption of clean water, educating and promoting family and friends for doing the same and being opened up for discussing such issues and asking help if needed.  Tastes and trends are also important, such as use of concentrated sanitizers and face musk in this pandemic situation so that people can avoid the disease (unilever, 2021). These factors need to be considered in building and sustaining business relationship between the Organisation and its network partners. This also have to keep in mind that not only business partners of Unilever for such as an action but people from all tiers of society needs to cone through. 
[bookmark: _Toc70863053]Conclusion 
In conclusion, it could be said that Unilever has taken a wonderful initiative in this critical condition of the global pandemic and through their dedication and well laid strategic planning, it is expected that they will reach to the corners of the world and help millions of stakeholders and help them. It is the necessity of the time to concentrate on the WASH program and more corporate houses should follow such leads so that more people could be benefitted from such initiatives and live a healthy life. The present work discusses use of SMPs, needs of training of employees to develop social, critical thinking and professional skills so that they can effectively help the community. 
[bookmark: _Toc70863054]Recommendation 
For further improvement of the scheme, the following suggestions are recommended for Unilever:
· The authority needs to be more systematic while checking and monitoring the progress reports so that no critical points remain unattended. Also, the authority needs to check properly about the value for money, to refrain from any wastage (assets.publishing.service.gov.uk, 2021). 
· A balance between extending services and building sustainability needs to be maintained through setting targets to achieve and refine indicators of success from time to time. This will help to understand more areas of action. 
· Unilever needs more research on the subject to develop effective programming approaches, so that the deprived people could be benefitted from the scheme mostly. This will help to achieve the real target of the scheme.
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