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Any social organisation in the UK, which is qualified and registered and also has a protected title, are some of the most demanding organisations. UNICEF or the United Nations Children’s Fund, originally known as the United Nations International Children’s Emergency Fund, is one of the leading charitable organisations in the world. UNICEF currently works in more than 190 countries. UNICEF’s aim is to help the needy children around the globe, to help them accomplish their potentials and save their lives, by eradicating hunger issues and educating them. Till now UNICEF has reached millions of children around the world and helped in every possible way. UNICEF focuses on the most vulnerable regions around the globe, and aims to help the fragile children, with disabilities, children who are caught in the crossfire of several political or environmental issues by focusing on health and education, and by providing them with water, food, sanitization and proper hygiene. At present, the global pandemic Covid -19 has immensely affected UK in a negative way. However, UNICEF along with UK government has maintained their global statement “Protect our Children” by talking to the world on behalf of those helpless children, through community engagement.
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Since UNICEF is one of the world’s leading charitable organisations, majority of the business sector wants to get a hold of UNICEF’s share. Now, the business sector can impact the welfare of children both positively and negatively. UNICEF’s Corporate Social Responsibility or CSR unit tries to practice this as the main topic in the business sector. CSR team is also responsible for implementing several guidelines for community engagement programs. Stakeholders are usually groups, who have a claim in the company and their profit. These stakeholders can be internal, such as employees and even external, such as suppliers, investors, NGOs and even common people. According to Mudau (2021), UNICEF also believes that children are the key stakeholders- as child workers, as the offspring of employees and even future business tycoons. Several governmental bodies, health ministers, women empowerment institution seven cultural and religious institutes hold UNICEF’s share. UNICEF also consults children, if they find out that the other stakeholders are not being able to provide proper perception about children’s reality. However, children are sensitive, so UNICEF makes sure that the children do not experience any kind of exploitation or harm in the procedure. They make sure that the person, consulting with the child has proper skills as to how to create an appropriate environment for the child so that they express their prospects without any hesitations. They also promote different guidelines as to how to respect children’s needs and engage in their personal upliftment since it is their right as humans. UNICEF also encourages their business stakeholders to help eliminate child labor, by providing decent work to parents and caregivers. Engaging stakeholders helps UNICEF to strengthen their processes. Stakeholders not only help UNICEF to attain sustainable practices but they help them to understand different risks and opportunities that come with addressing child rights issues. This helps UNICEF to broaden their perspective. They also priorities their stakeholders in terms of legitimacy, willingness, knowledge, influence, and their way of contacting with children. UNICEF checks how legitimate is the company’s claim to help fight child issues, or if they are willing to do anything and everything to help children. They also check if they have knowledge about how children are being affected by different issues, and if they have any regional or national or even international influence. UNICEF also makes sure that the organisation has the ability to understand children’s’ viewpoints. According to Ekzayez et al. (2020), UNICEF engages with their stakeholders through an innovative social media platform. U- REPORT uses Short Message Services or SMS and social media to reach different populaces, around the country. This gives an opportunity to whoever has registered in their system, to share their opinions, and this in turn can bring a positive change. However, U- REPORT depends on people who are voluntarily registering themselves in this unique social media platform.
For 75 years, UNICEF has been working endlessly towards the welfare of children around the world. They have always targeted to provide needy children with their basic human rights. One of UNICEF’s main goals is to eradicate malnutrition and hunger issues, through improved nutrition and by creating reliable agriculture by 2030.Under nutrition, hunger and overweight, lessen the chances of survival for children. UNICEF came into existence on 11 December, 1946 in the aftermath of World War II. Since then they have been an unbeatable force in bringing change in the lives of children. Throughout these75 years, UNICEF has responded to several global crises, such as climate change, several social and economic threats, the rising poverty and inequality and now the Global pandemic Covid-19. However, they have also evolved with time. In 1947, UNICEF got their first ever unofficial donation, as stated by Cooke and Soria-Donlan (2019). At present, UNICEF has millions of benefactors around the world that helps them to bring a change in lives of needy children. The first UNICEF National Committee was also established during that time which helped them to promote their work worldwide, and raise more funds. According to Wallerstein et al. (2019), in 1949, the first UNICEF greeting card was circulated. Those cards started to act as fundraising assets for them. Around 1950, they started to spread their wings outside Europe with the hope of helping more children to fight against hunger by educating them and providing food supplies in times of need. In 1953 UNICEF became an immutable United Nations Agency. UNICEF then began to help in reducing preventable childhood illnesses and death. They started to make campaigns to help eliminate diseases like yaws, trachoma and leprosy. According to Wallerstein et al. (2019), during 1956 and 1957, UNICEF provided supplies to 13000 maternal and child wellbeing institutes and also provided technical training in 102 countries. In 1957, UNICEF initiated different nutritional program. They trained their employees, in vegetable farming, fish cultivation and poultry and provided them proper training about nutrition, which will be helpful while assisting children in different vulnerable regions. In 1965 UNICEF received Nobel Peace Prize. In 1967 UNICEF’s family planning aid was accepted, which in turn would help them to eradicate hunger issues. In 1971, UNICEF helped millions of children who came to India from East Pakistan, now Bangladesh by providing them food and shelter. According to Cooke and Soria-Donlan (2019), around the year 1980, UNICEF provided MARK II water taps to be installed in those regions wherein UNICEF has started different water conservation programs. Around 1982, UNICEF initiated the Child Survival and Development Revolution, a special drive to save lives of children which mainly focused on, monitoring the growth of their actions, providing oral rehydration therapy, promoting breast feeding and vaccinations. By 1986, they could save 1.5 million children through vaccinations and oral rehydration therapies. By the end of 1993, they had succeeded in increasing the longevity of life by a third percent since the World War II, by educating the children about food and Nutrition. In 2004, UNICEF helped the victims of the devastating tsunami in the Indian Ocean and provided them with ample of supplies. In 2012, UNICEF joined the Internal Aid Transparency Initiative and that helped them to become more transparent in making people understand their methods as stated by Wallerstein et al. (2019). According to Cooke and Soria-Donlan (2019), in 2014, UNICEF celebrated 6 years without any cases being registered against the major polio virus, whereas there were 200000 cases every year before that. In 2015, UNICEF distributed food and medicines and other supplies in West Africa in times of the Ebola. UNICEF now during the Global Pandemic Covid-19, UNICEF is trying to slow down its impacts worldwide. According to Ekzayez et al. (2020)UNICEF now has started the largest vaccine supply operation in history. UNICEF also claims to raise a fund of 2.5 billion US dollars for COVID-19 health supplies. They are providing cash support to the vulnerable rural families in Syria, so that no one dies from hunger.  Throughout these 75 years UNICEF’s sole intention has been to help every child survive. However in order to help needy children, UNICEF and the partners needs to recognize the rights of every children, particularly the most disadvantaged ones, so that every child survives. UNICEF has to make sure that every child is learning, every child is being protected from violence, every child lives in a safe and clean environment. Following these, they have to make sure every child has an equitable chance in life. They have to focus on equity more than equality
Social Media can work wonders if one uses it in the right direction. Over the years UNICEF has also used various social media platforms to show protest, promote their views and for development in different areas. In Nigeria, after the kidnapping of more than 200 school girls, UNICEF used Snapchat to draw the globe’s attention to the horrific impact of the clash in the Northeastern region of the country, as stated by Bedford et al. (2017). The clash was a resulted-on account of the kidnapping of the adolescent girls. UNICEF claimed that several children were forced to run away from their houses to survive, as a result of the conflict. UNICEF used the social platform Snapchat to attract the globe’s attention to the plight of the hundreds and thousands of children. UNICEF worked with leading Artists like Shaun McBride, to let the world know, how the children had left their houses in order to survive, through descriptive sketches made by the Nigerian children. Those artworks reflect the horrific experiences of the children, of seeing their parents or siblings getting killed. Those also showcased their hungry faces. UNICEF also asked commoners to make voluntary contributions to raise necessary funds. Awareness was created by asking the common people if they could relate to those children or, how they would miss their house if they were forced to leave, using Snapchat. The hashtag #BringBackOurChildhood also went viral on other social media platforms like Facebook and Twitter. UNICEF has also tried to raise awareness through music videos. Those music videos portrayed how children around the world were suffering from hunger issues. Those videos undoubtedly reached thousands of audiences who were possibly oblivious of this reality. The final video of the series featured SOJA. Consequently, in order to reach more people UNICEF employees also have to equip themselves with different technology and innovations. They also have to be well versed in different local and national languages in order to make the communication better. They also need to have some creative thinking of their own so that they can innovate new things on social media platforms.
UNICEF believes in five core values, which are care, respect, honesty, trust and accountability. To stick to their aim of helping children, UNICEF’s employees should understand the values of diverse global cultures. Since UNICEF is trying to educate and uplift the children globally, the employees also need to maintain the same standard to deal with socio cultural issues in society. UNICEF offers different tools and resources help the employees grow. They provide different management learning, performance programs to help them get well equipped and advance themselves professionally and personally.  In 2018, UNICEF promoted a “speak-up culture” through online platforms, whereas a safer place was created for the employees to be able to clear their doubts. Several reports were created through online platforms to get better perspectives of the cultures. UNICEF also held several global and local meetings, so that the staffs could ask questions and get answers from senior leaders. UNICEF also implemented several measures to build gender equality within the workplace, helping them to look at the bigger picture. According to Bedford et al. (2017), UNICEF has recruited a Cultural Advisor, to help the employees understand the different aspects of multiculturalism.
Childhood is the fundamental base for any child. This is the time when their mind and body should be nurtured so that they can become individuals with great values. At this time they achieve several development outcomes including their diversions in relation to other children. For children preschools are the places where they understand that life is not limited to their family, but there is a whole world out there which is different from that small community of his or her family. More appropriately, in pre-schools, kids face the complexity and diversity of their community.  If these differences are not identified in the early childhood, that will create a barrier in their learning scopes. So, since UNICEF is educating children around the world, the employees need to have a liberal approach towards multiculturalism. If they are prejudiced against cultures then they will not be able to teach the children, how they should accept and love everyone irrespective of cultures. The employees will also feel hesitant in educating children from other culture. Moreover, being a global organisation UNICEF cannot practice discrimination against any community. According to Bedford et al. (2017), since UNICEF is a huge organisation, they deal with different kind of Global NGOs, Multinational corporations and even global football brands like FC Barcelona. The factors that UNICEF keeps in mind in order create global business or network are finance, advocacy, core business activities and different business practices. Finance means providing UNICEF the appropriate resources by engaging employees, or by raising customer funds, for children. Advocacy means raising consciousness amongst several audiences which include civil society, and even governments. In order to maintain a sustainable relationship, the organisations have to work towards helping UNICEF achieve their goal of eradicating hunger issues by 2030.
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Strong community management of UNICEF caters to their aim of helping needy children around the globe. UNICEF and its partners have supported millions of children to access education.  Throughout the years UNICEF has evolved in many ways, particularly their community engagement. By evolving their skills and strategies they have succeeded in helping more and more people over the years. They have helped 2 million adolescent girls by providing them with incentives so they could choose education over marriage. Together they have provided proper sanitization to 22 million people around the globe. UNICEF has also protected children from armed conflicts in Iraq and Pakistan. Over the years, UNICEF has also developed in their use of social media which in turn has helped them to reach more people around the globe. UNICEF has also provided their employees proper trainings to help build their personality and to equip them in dealing with different socio-cultural issues. 
[bookmark: _Toc69144714]Recommendation
· UNICEF must to maintain a forward-looking approach towards multi-cculturalism in order to reach and help more children. To improve their community engagement UNICEF should also focus on equity-based programs.
· Rather than targeting the entire children community, they should focus more on the children who actually needs help. In this way they will be able to create a better world for the needy children around the globe.
· They can also improve their handling of social media platforms for community engagement. 90% of the world population does not know UNICEF’s aims. So by focusing on social media they can innovate new taglines or even more music videos to let the ignorant people know how they are trying to help the needy children around the globe and even to eradicate hunger issues by 2030. With that they can raise more funds for the betterment of children. 
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