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[bookmark: _Toc68719300]Introduction 
The world of business is changing drastically. Now all the organisation doesn’t put its main focus only in profit maximization rather most of the business focuses on profit maximization which would also help the society to adopt positive changes (Ackerman, 2018). The social business indicates those businesses that start their journey with specified social objectives which is maximizing profits along with ensuring maximized benefits to the society and the environment. Social business usually uses its profits to fund different social programs, social projects etc. which ultimately benefits society (Dostilio and Welch, 2019). NatWest group has come forward in this pandemic situation and has donated £10 million in National Emergency Trust which is collected from its customers and employees (Shaw, 2020). The company has taken this social project for the benefit of society and contribute to society in an emergency. Throughout this study, NatWest group’s community engagement with its stakeholders through donation campaign project “Donation Dubler”, different eras of NatWest and its community engagement evaluation, the extent of knowledge of its employees to ensure the organisation’s goal has been achieved, how NatWest is using the social media platform as a part of its goal achievement strategy, different training and development opportunities for NatWest’s employees along with a concise conclusion and probable best recommendations will be explained briefly.  





[bookmark: _Toc68719301]Relationship with NatWest Group with its stakeholders and how they engage with them in community engagement 
Stakeholders refer to those related parties like employees, customers, shareholders who are involved with an organisation either directly or indirectly and has an interest in the company’s decision, activities, success etc. (Ackerman, 2018). NatWest’s community engagement is continuously helping the organisation to identify and prioritise the best business strategies which would ensure both sustainable profit and social benefit. NatWest groups community engagement ensures that the stakeholders are getting all the work-related update regularly and the broader communities are also getting a regular update about the projects undertaken by the company (Dostilio and Welch, 2019).
NatWest groups have different parties as to its stakeholder. The company’s approach to engaging with its stakeholders has significantly affected due to the Covid-19 worldwide pandemic situation in 2020 (natwestgroup.com, 2021). A brief discussion about the parties and how the company engage with the stakeholder is given below:

[bookmark: _Toc68719198]Figure 1: Stakeholder's of NatWest
Source: (natwestgroup.com, 2021)


Customers
The retail, business, commercial and institutional customers are the stakeholders of NatWest group. NatWest engaged with its customer during this Covid-19 pandemic situation through branch network, mobile branches, community bankers and business growth enablers to ensure customers financial health (Ackerman, 2018). Through customer survey, NatWest also is taking regular feedback from its customer about its services to find out and resolve complaint issues faster.  
Colleagues 
NatWest groups colleagues are the face of the company and are the ones who are continuously creating and delivering products and services to its customers. Through the “Our View” opinion survey NatWest’s employees have got the opportunity to provide feedback about working at the group (FRANKLIN, 2020). The Colleague Advisory Panel ensures that the key issues of colleagues at the time of working in the organisation is being presented and solved.   
Communities
NatWest group work with its community partner, charities so that it could support the local community, vulnerable group within the society. NatWest group regularly share information about its goal and how it is working to let the community engage with NatWest and its customers (natwestgroup.com, 2021).   NatWest engages with its community partners through providing payroll giving, community cashback, employee fundraising, ATM service giving, emergency and disaster appeals etc.  
Investors
The institutional equity and debt holders, UK government and retail shareholders are the investors of NatWest group. The company’s investors have an interest in its success, sustainability and policy reformation (Lake, 2011). NatWest engage with its shareholder through an annual board meeting, online meeting etc., it engages with its institutional investor through the quarterly results presentations and group meeting and it ensures engagement with the UK government investors too along with rating agencies.
Regulators
Regulators are the one who oversees NatWest’s activities and makes the company take consultations and policy reform. The company engage with its regulators and actively comply with regulatory changes (Shaw, 2020). NatWest group also arrange regulatory engagement meetings regularly. 
Supplier 
NatWest group regularly arrange review meetings with its key supplier who deliver product and services to its customer and conduct reviews on supplier’s policy compliance. 
[bookmark: _Toc68719302]Different eras of NatWest Group and how community engagement has evolved
Different eras of NatWest group and how community engagement of the company has evolved is explained below:
[bookmark: _Toc68719303]Former operations and skills of NatWest group 
NatWest Group plc which is formally known as The Royal Bank of Scotland Group plc is a British financial service providing holding company whose headquarter is in Edinburgh, Scotland. Before the 2008 financial crisis collapse, the group was one of the largest banks in the world and it was the second-largest bank in the United Kingdom and Europe for a specific period and was the fifth largest in the world considering market capital (natwestgroup.com, 2021). Though the company was the world’s largest company comparing both the asset and liabilities in 2009, tumbling share price and lack of confidence made the company fall in the rankings. The UK government right now in 2021 hold 59.8% of its stake. In 1960, the unfavourable economic condition made banking sectors business difficult as a result National Commercial Bank of Scotland go on a merger with the Royal Bank of Scotland (natwestgroup.com, 2021). From this, a new holding company National and Commercial Banking Group formalised the merge in 1969 and was renamed The Royal Bank of Scotland Group in 1979. The bank serves retail banking, commercial banking, investment banking, private banking and supporting function service like procurement, technology, anti-money laundering services to its customers. The company launched its flagship financial education program, MoneySense in 1994 to improve peoples lives with the help of financial capacity interactions (Lake, 2011). NatWest launched CommunityForce in 2010 which gives charities, different projects and groups the opportunity to get a grant of up to £6000 (Shaw, 2020). Through CommunityForce the company donated £1000 and £3000 to around 606 local charities and project depending on popular votes.
[bookmark: _Toc68719304]Current operations and skills of NatWest Group
NatWest has pivoted its operations at pace to prioritise its customer, support its colleagues and vulnerable group of people living in the society.  NatWest Group has initiated and achieved net-zero carbon in 2020 and it has taken the target to become climate positive within 2025. It has achieved 90% using 90% renewable electricity coverage for its direct operations (natwestgroup.com, 2021). Due to the Covid-19 pandemic, the company has taken several projects in its hand and turn its head office into a charity distribution hub. The company introduced a donation matching programme of £10 million to the National Emergencies Trust Covid-19 appeal where the project aims to assist unlock customers unused rewards to support the aggregate fight of the government against the coronavirus (FRANKLIN, 2020). The reward can be redeemed as cash or in donated form.     
[bookmark: _Toc68719305]Use of social media in NatWest Group in supporting its community engagement program
Social media has become a very popular platform through which at a lower cost any organisation can ensure a much broader range of customer engagement (Smith, 2012). Different social media platform like Facebook, Twitter, Instagram, LinkedIn are getting popular day by day especially during the Covid-19 pandemic, the usage percentage of social media platform has increased drastically (Edwards and Edwards, 2014). A brief discussion about the usage of NatWest of social media to conduct its daily business is given below:
NatWest’s strategy on Facebook
NatWest Facebook page is officially verified by the Facebook authority. Around 379,863 people follow the page. Through the official Facebook page, the employees of NatWest try to stay connected with its customers. NatWest is quite active on Facebook and it uploads mainly customer awareness related posts like high-quality graphics image for warning the clients about covid-19 vaccine scam, iPhone scam etc., different short videos using 3D/HD effect about the company’s service and posts details about social work like Covid-19 donation project, charity project details using flyer etc. made by skilled employees to attract and increase the customer base (Shaw, 2020). The company also provide direct service in the comment section or through inbox messages of the customer’s query through customer representatives.   
NatWest’s strategy on Twitter
NatWest Group is quite active on Twitter too and its official page has 72000 followers and so far, it has posted around 5195 tweets. Throughout the tweeter account, the company try its level hard to be stay engaged with its stakeholder (Simon, 2017). The company mainly tweets about updated news which mainly comes from annual meetings, general meetings, videos about its social work like charity, contributing projects like Covid-19 donation, high-quality reports like annual report, climate report, sustainability report, research report, news about award achievement etc. using high technology and updated graphics in their official tweeter account.  
NatWest’s strategy on LinkedIn
NatWest Group’s LinkedIn profile has 470,219 followers and it ensures a relationship between the company and the digital world. NatWest group use LinkedIn as a digital medium for attracting eligible candidates for its organisation to work as an employee (Gray, 2017). It posts about different job opportunities and asks potential candidates to send CV’s and participate in the employee selection process. The company also posts day-to-day update on its LinkedIn id to attract potential employees. 
The authority follows some social media house rules before posting anything on social media. It allows and appreciates the followers to share news, posts about the company to grab the attention of the new customer. The company holds the trademark right for its logo so anyone who wants to post anything using the company’s logo must have taken the approval of the company before posting it online (natwestgroup.com, 2021). The company encourage people to like and follow its official page on social media before asking for any query. Every action on social media by the company is monitored by qualified employees.   
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Forward-looking approach refers to a prospective approach that helps to do systematic analysis and use scenario method to assist an organisation’s management to take a decision considering that the future is uncertain and unknown but one can explore his/her thinking and take decision based on the imagination of the future (Smith, 2012). Providing the employees and manager with multicultural training can be a crucial initiative to take which help the employees to understand and deal with a different culture in the workplace and with customers (Moya, 2015). The multicultural training helps an organisation to
· Create a culture that empowers the cultural differences
· Develop teams consists of members from multicultural who would work effectively.  
· Recruit candidates from different culture and maintain a diverse workforce (Lambert and Myers, 2013).
· Resolve conflict between the employees and between the employees with employers considering the cultural differences.
· Equally, treat every employee which would reduce employee turnover and increase employee’s productivity (Simon, 2017).
The training process should contain the basic components like knowledge, awareness, skills and action. 
· Knowledge through which the employee could learn the functions that work effectively in a multicultural environment. 
· Awareness is a basic component that helps the employees to learn the prejudices and fears about different countries culture and how to handle and respect everyone’s culture, the impact of organisational culture and the extent of the personal and professional relationship should be (Smith, 2012). 
· Skills are another component that helps to increase the practical quality of knowing cultural competence, cross-cultural conflict resolution and how to solve an analytical and creative problem (Shaw, 2020). 
· Action helps to formulate and implement gathered knowledge, awareness and skills at personal and professional levels (Moya, 2015). A core training program like building cultural competence, cross-cultural communication within and outside the organisation, organisational culture change, working internationally, performance management can be taken.  
Before choosing different multicultural training, the external factors on which the business don’t have much control should be considered too. Some of the external factors are infrastructure, taxes and government policies, weather, political climate etc. (Došenović, 2017). NatWest group is a banking service providing company, the company don’t have much control over the infrastructure. Depending on the external factor, the company has to choose the training programmes for its employees wisely which would be of help in future. 


[bookmark: _Toc68719307]Conclusion 
The goal of NatWest to provide help and support the needy people through financial services in an open, direct and sustainable way. The company is providing banking service to around 19 million customers around the world. As the world is upgrading so do the business, like other business organisation, NatWest is also doing social business and trying to increase its sustainable profit (natwest.com, 2021). The company should have to ensure proper flow of information to its stakeholders as stakeholders have an interest in the company’s profitability, decision making and policy revise (Lake, 2011). NatWest group has also started to use social media like Facebook, Twitter, LinkedIn to engage with its customer and publish news about its meeting, award achievements, daily workings, donation, charities etc. The company’s management should arrange multicultural training for its employee to reap the benefit of a diversified workplace considering a forward-looking approach and the impact of external factors on the company.  
[bookmark: _Toc68719308]Recommendation
During this Covid-19 pandemic, NatWest has declared to donate to National Emergency Trust’s Covid-19 Appeal of £10 million by matching the customers and employees’ donations and this will benefit society. NatWest is quite active in social media like Facebook, Twitter, the company could use high-quality visual picture and visual content in case of posting on social media. A short informative video, up to date research paper, reports with an easy download link would also attract the customer and increase the customer base. Day to day donation program, planning, executing related short informative post will also increase the trust among the customers and the company as it would relay to the customer that in which sector, charity, their donation has been used. Weekly announcement of the top customer, top contributor in the social media platform will also help the organisation to enhance customer engagement and increase customer base.  
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