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[bookmark: _Toc69871392]Introduction 
Community engagement refers to the process of working collaboratively and affiliation with different stakeholders to achieve sustainable outcomes and the betterment of the community (Dostilio and Welch, 2019). For this purpose, not for profit organization like the British heart foundation work collaboratively and comprehensively to ensure the social standard and the betterment of society. Since 1961, it has been providing cardiovascular services, conducting social campaigns, public awareness, and has developed various cost-effective disease treatment for heart victims as well as people across the UK (Bhf.org, 2021). So, this report is generated to show the engagement of BHF with the community and its relationship with the holders. Later on, the author discussed how the organization has evolved its community engagement and depicted its milestones. The author also analysed various techniques used by BHF to better reach the beneficiaries through using various social media platforms. In the end, the author discussed various training and development programs needed for the employees of BHF to deal with the social-cultural issues and external factors that are needed to be considered while building a relationship with the partners.
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British heart foundation is the single largest funder in the field of cardiovascular disease and research and a not for profit organization. Since its emergence in 1961 by a group of medical professionals concerned about the rising case of cardiovascular disease, it has been working for the community to reduce heart disease and provide fund to research this field to make the treatment available and make people aware of the consequences (Bhf.org, 2021). Over the years, it has been engaging with communities with support from partners and sponsors to raise awareness and increase people engagement with the organization with the motto of Fight for Every Heartbeat (Bhf.org, 2021). So, the major stakeholders of BHF are:
1. Board of Trustees: Board of trustees is a group of people that are responsible to oversee the directors and act as top management of the organization (Young, 2016). The main role of the board of trustee is to ensure the or values and purposes of the organization are aligned with the operation process. They are mainly appointed to work as the top management for any not for profit organization like the British Heart Foundation. They handle financial activities, sponsors, consequences of the organization through appointing management individual and relation with the donors (Wolf, 2014).
2. Volunteers: For any not for profit organization, volunteers are a crucial part of the operation. They are the individuals who work willingly and take part in the organization’s activities (Young, 2016). Volunteers could be celebrities, popular personality, doctors, teachers or any individual. Volunteers work hand in hand in any social engagement, raise funds for any campaign s and provide services on behalf of the organization. They are the front-line participants in any social activities of not for profit organization.
3. Corporate Partners and Sponsors: Partners and sponsors are the lifeblood for not for profit organizations like BHF. The major fund of the BHF comes from legacies and wills accounting for 40% of the total contribution (Bhf.org, 2021). The rest of the contribution of BHF comes from voluntary income, profit from the retail section and investment income. BHF use these funds in research projects. It aims to spend around 100 million pounds a year on a research scientist. It also sponsors TV series like Kitchen Detective and Kids Fit Squad to encourage healthy life activities and eating and practical advice (Baker, 2021).
4. Employees: After the board of trustees, employees play a key role in the operation of BHF. Besides its organization management, it has a large retail chain of shops throughout Britain. Along with 160 furniture and electrical shops, it has more than 737 shops. The shops are responsible for staffing around 22,500 volunteers along with the regular managers, assistant etc (Bhf.org, 2021). These participants are involved in life-saving words founded by the sponsors and retail division of BHF.
5. Customers and Local Communities: Customers and local communities are also an integral part of the operation of BHF. They play various versatile roles sometimes as a volunteer, sometimes as a fundraiser, or sometimes they arrange public shows, football activities, cycles races to raise awareness and bolster BHF's relation with sponsors and donors (Baker, 2021). With their help, BHF becomes able to arrange social program like London to Brighton bike ride, skipping challenges like Jump rope for heart etc.
[bookmark: _Toc69871394]Different Eras of British Heart Foundation and Evolvement of Community Engagement 
[bookmark: _Toc69871395]The Emergence of British Heart Foundation
BHF has a long story of community engagement since 1961. It was established at a time when cardiovascular disease was the cause of 51% of death in the UK (Bhf.org, 2021). In the first decade, BHF became able to install UK's first pacemaker in 1963. Later on, it brought the first coronary carry unit, the first defibrillator in an ambulance, revolutionize heart valve surgery, heart transplant etc (Bhf.org, 2021). In the next decades, it initiated political trials aiming to save heart attack victims as 7 out of every 10 victims did not survive in that period. In 1985, BHF professor Magdi Yacoub developed the arterial switch that is used to treat babies with congenital heart disease. BHF biggest contribution to the community came in 1986 when the professor established UK's first heart transplant centre (Bhf.org, 2021). For this, the professor was knighted in 1992 and received the order of merit in 2014 (Bhf.org, 2021).
[bookmark: _Toc69871396]BHF in Contemporary Community Engagement
BHF community engagement has increased muchly from the beginning of 21 century. Besides various social awareness, public campaigns, it increased its interaction with sponsors to increase the flow of fund and contributed this collection in disease research, research projects etc. It started to run an anti-smoking campaign in 2004 that led to a smoking ban in public places in 2007 (Baker, 2021). It has also been conducting CPR training and defibrillator awareness since 2014. By 2017, it had trained more than 2.4 million people across the UK (Bhf.org, 2021). It has also been investing in the centre of research excellence, centres of regenerative medicine, offering free CPR kits in school. Besides these various public challenges like jump rope for heart, wear red day, the big donation has been conducted to raise awareness and save more lives.
[bookmark: _Toc69871397]How BHF Use Social Media Platform to Outreach 
Besides its conventional activities like public campaign, awareness program etc, BHF continuously use social media to spread awareness and reach to the more public including both partners and beneficiaries. Its creative and professional social media activities have increased its revenue as well as public engagement. BHF biggest social media campaign was conducted in 2016 using Twitter. 

Figure: Use Social Media Platform by BHF (Bhf.org, 2021)
The campaign started with the hashtag “RestartAheart” and the goal was to raise awareness about the treatment of cardiac arrest. Since then, the organization arranges this campaign every year to make people understand the need for CPR training that is very much helpful in increasing the survival rate immediately after cardiac arrest. People who survived a heart attack also gave feedback using Twitter's auto-response feature and less than 1 in 10 people got a response of survival (Marketing.twitter.com, 2021). It got a total of 26,000 likes and 47, 000 mentioned over the Twitter platform. It was mainly aimed to raise awareness among the people outside of the social platform to learn about CPR and defibrillation.
Also, in 2021, BHF launched another campaign with Dechox. The title of this campaign was ‘give up Dechox chocolate and raise money for heart research. The three types of program in the campaign were Chocoholic for Change, Sweet Toothed Supporter, And Leader of The Snack Pack (Global Social Media Agency, 2021). Under these three categories, people give up chocolate for 31 days and support the campaign through donations. It also opened a Facebook group named Dechox Facebook group for supporters to add boost.
Since its social media involvement, BHF has been encouraging its supporters, volunteers, fundraisers and shop customers to create social media content. In 2016, it invited comedian Joe Pasquale to announce a raffle draw winner (Bhf.org, 2021). So, with this familiar and branded voice, it became able to engage more supporters and draw celebrity’s attention to the organization’s activities.
Partnering with SoAmpli, BHF has been able to create content for users and reach more health concern people. It became able to reach more than 650,000 people by this platform (Bhf.org, 2021). Another initiative taken by BHF is email signatures and fundraising badges for the supporters and stakeholders. They can use an email signature and attach it with the email body to let others know that they are fundraising for the BHF (Bhf.org, 2021). You can also use fundraising badges on the social platform like Facebook and Twitter to let other know about the fundraising condition.
[bookmark: _Toc69871398]Required Training and Development for The Employees of BHF to Deal with Social-Cultural Issues
Not for profit organization like BHF has to deal with various social-cultural issues as most of its activities are related with the society. To deal with these types of issues, organization need to have proper training and development and continuous training program for the employees to better understand the problem. 
The first type of training and development program needed for BHS employees is social communication (Dostilio and Welch, 2019). Employees of BHF and its volunteers always have to interact with the corporate supporters and beneficiaries to keep the flow of the operation and bridge the relationship between them. For this, employees have to contact them, participate in the social campaign, bringing beneficiaries to the organization’s activities.
Another training and development program that is needed for the employees of BHF is leadership. The operation of the organization is carried out by over 3,000 employees who look after more than 22,000 volunteers (Bhf.org, 2021).

Figure: Existing Learning and Development Programs of BHF (Bhf.org, 2021)
To organize volunteers’ activities and keep them attached with the organizations go require robust leadership skill. Strategic And dynamic leadership development program can increase employee’s confidence and boost up there are skills to manage volunteers (Lane and Devin, 2017). For this BHF has a personal development plan, mentoring and coaching program to make sure the employee has the proper skills to tackle the organization's socio-cultural issues (Bhf.org, 2021).
Besides workability skills, employees needed to be physically healthy and have good health. over the years, BHF has taken various measures to ensure employees good health and social well-being besides their organizational skills. As a result, 56% office employee is happy with your work life and 72% think their managers are helpful and encourage and support them to take care of their health and social wellbeing (Baker, 2021).




[bookmark: _Toc69871399]Conclusion
Lastly, organizations like BHF should keep up community engagement program to increase public awareness and collaboration between the organization and partners. Training and development programs are necessary to make employees more beneficiary and donor-centric (Lane and Devin, 2017). It would increase collaboration and engage people from various background to work hand in hand for the betterment of society. Other not for organizations, corporate partners, donors, volunteers, stakeholders should come forward to help each other and make life free from chronic diseases. Collaboration and interaction from all parties are needed to make sure someone is there to help and collaborative endeavour is the bloodline of the society.
[bookmark: _Toc69871400]Recommendation
Besides its leading position, BHF can take various measures to improve its relationship with the partners and resolute the concerns raised by the stakeholders. It should stop animal testing or find any alternatives to this to decrease the lethal experiments. As BHF was fined in 2016 for its unsystematic activities, it should stop such practices to keep a good relationship with the corporate partners and donor organization. Rather it can provide training and development to the employees to increase their communication skills that are necessary to collect funding from the donors. Minimizing such practices will increase donors trust over the operation of the organization (Young, 2016). It can arrange more and more social campaigns and public challenges to increase awareness and make them understand the value of well-being and healthy life. Besides these, the organization should keep up their innovation in the disease treatment sector that would be helpful to provide cardiovascular services across the world. It can also strengthen its retail chain to reach more people and increase the number of volunteers to comprehensively run programs.
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