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[bookmark: _Toc71576967]Introduction 
The National Trust is a membership-based heritage conservation charity established in 1895 by Octavia Hill, Canon Hardwicke Rawnsley and Sir Robert Hunter. In 1907, Parliament passed the first National Trust Act, and several subsequent Acts have been passed to amend the constitution and ensure that the National Trust remains well-governed and loyal to its mission. The organisation recruits the staff for the maintenance of the lands, buildings, and artefacts. For financial assistance, the trust relies mostly on donations, legacies, admission fees, and monthly subscriptions from members. The National Trust is the largest conservation and heritage NGO in Europe, providing a vast number of benefits to our community through local jobs, training and volunteering opportunities, as well as reinvested profits in the nation's heritage and culture.
[bookmark: _Toc71576968]The relationship with the stakeholders
Internal stakeholders are individuals and entities who operate within an organisation and contribute to its administration. External stakeholders, on the other hand, are individuals who are not affiliated with the organisation but are indirectly influenced by its operations (Baines et al., 2019). At National Trust, internal stakeholders include the board of trustees, the 36 council members, executive directors, staff, and volunteers; external stakeholders include customers, the local schools and colleges, the local community and society in general, as well as the government. Grouping stakeholders according to their level enables easier decision-making and aids in the project design. The National Trust values its relationships with the stakeholders. The organisation identifies the stakeholders, designs programmes based on their expectations, and aims to provide services through a variety of workshops and other tools to constructively engage the stakeholders. 
According to Leung (2019),  in order to maintain a good relationship with the stakeholders, a proper communication plan is very much important. The correct procedure will assist in identifying the appropriate stakeholder which will result in the desired outcome for the company. Since stakeholders are a valuable asset, the organisation must communicate directly and efficiently with them regarding projects’ goals in order to win their engagement. Effective cooperation with stakeholders, as well as direct communication from the organisation about current and future campaigns, are essential for a productive partnership. Nowadays, social networking has evolved as an integral part of daily life, making communication much easier, and National Trust uses a multitude of platforms to create meaningful connections with its stakeholders (Mogaji, 2019). 
[bookmark: _Toc71576969]Different eras of the organisation
The National Trust looks after some of the country's most iconic cultural and natural heritage and having the opportunity of protecting and improving them for the greater benefit of the country is a true privilege for the 10,000 dedicated employees. The charity has been the beneficiary of many large donations and bequests. Today it maintains over 500 heritage buildings, including several historic houses and gardens, historical landmarks, and social history sites. However, the organisation began in 1895 with just five acres of cliff top land in Dinas Oleu, Wales. The next year, the National Trust purchased its first building, Alfriston Clergy House in Sussex, which was bought as a restoration project (National Trust, 2021). 
To continue preserving and protecting historic sites and spaces, the charity incorporates simplified and more effective procedures for its employees, as well as providing more opportunities for volunteers and make them feel recognised for their talents. 
Shaw and Crowther (2017), maintain that an effective strategy for improving community engagement is to listen to each employee's perspective, recognise their efforts, and ensure that engagements are directed toward achieving long-term goals. Mohsan et al. (2004) argue that it is essential to believe that workers are the organisation's most valuable resource, and the employees should be recognised as the "organisation's engine". Employees feel committed and inspired while they advance their jobs and acquire new skills when organisations prioritise learning and growth. To perform their work successfully and efficiently, employees need knowledge, strategies and a variety of skills, such as teamwork, time management and communication skills, and National Trust invests in  their training and development so these skills can be developed. Additionally, the National Trust aims to engage young children through educational projects. The ongoing collaboration with schools encourages the next generation to learn about history through art and culture, while simultaneously preparing them to contribute to the preservation of our historic sites (National Trust, 2021).  

[bookmark: _Toc71576970]How The National Trust uses Social media
To expand the reach outside current members and supporters and to increase awareness about its community engagement initiatives, the National Trust has welcomed the use of social media. The Trust has appointed the digital creative agency Jam to handle the social media communication on its platforms. The organisation uses Twitter, Instagram, Facebook and YouTube to communicate powerfully with its audience. According to Kietzmann et al. (2011), it is necessary for companies to fill any communication gaps by reaching different audiences through social networks. National Trust uses social media to encourage people to become more connected with nature. Recently, the conservation charity has started the Blossom Day Campaign, aiming to get people to spread the joy of spring blossom by posting photos of blossoming trees on social media with the hashtag #BlossomWatch (National Trust, 2021). Additionally, the Trust utilises social media to educate the public about our environmental landmarks and how important it is to take care of nature. An example of another media campaign is Nation’s Ode to the Coast, posted in celebration of 50 years of the Neptune Coastline Campaign (Suleman, 2015). Nation’s Ode to the Coast, a poem written by punk poet Dr John Cooper Clarke and the nation, was inspired by their memories and hopes which they shared on social media using #lovethecoast and has been published to mark National Poetry Day (National Trust, 2015). The campaign was intended to express gratitude to those who have assisted the charity’s Neptune Coastline Campaign, which was initiated in 1965 with the goal of protecting parts of the UK's diverse coastal heritage and habitats from rapid industrialisation. The charity already maintains about 780 miles of coastline including the White Cliffs of Dover, the Gower and the Great Orme and intends to buy additional locations in the future (National Trust, 2021). 
[bookmark: _Toc71576971]Employee training and development on multiculturalism and diversity
Recruiting the right talent and providing appropriate training to cultivate different interpersonal skills such as listening and responsiveness, as well as demonstrating support and empathy for the community, will both help to enhance community engagement (De Weger et al., 2018).  
By offering an inclusive workplace regardless of age, sex, disability and background, organisations can overcome any socio-cultural issues. While considering employee training and developments for dealing with issues related to socio-cultural diversity indeed necessary, learning about diversity while working side by side with other members of the community also helps to understand people with different socio-cultural backgrounds. By learning from one another, the employees may see things from another's viewpoint which can provide them with unique perspectives and knowledge of cultural variations. Employee socio-cultural diversity is often taught by promoting positive behaviour in the community and creating effective teams (Macgregor and Folinazzo, 2018).  
Human resource managers must conduct an in-depth review of their workforce and its expectations prior to planning and implementing a cross-cultural training programme. According to Claretha Hughes, a communications expert at the University of Arkansas with 19 years of expertise in organisational human resources and sensitivity training, the simplest way to do this is to implement a mechanism that guarantees personnel protection and privacy.
In order to perform one-on-one interviews about cultural matters, Hughes advises to send teams of interviewers to different business sites and conduct the interviews with randomly selected employees. Within days after finishing the interviews, the same teams should report at the company headquarters on the fields of high sensitivity and opportunities for cultural effectiveness (Chebium, 2015).
Instilling several values as well as beliefs from those positive socio-cultural diverse behaviours also helps to learn the process of dealing with socio-cultural issues. Additionally, effective listening skills and the prevention of misinterpretation within the organisation help in the process of understanding how to solve socio-cultural problems (Abduraxmanovich, 2020). 
The diversity training needs to be included in resource management training programs such as Team Resource management as well as Leadership. The National Trust is “working to create a culture that values difference, includes everyone and recognises the strength that comes from diversity”. The charity established an Inclusion Council comprised of executive team members and employee representatives and began working with a diverse community of young people to determine if their backgrounds could help the charity communicate more successfully with younger audiences. Everyday Inclusion training is provided to all employees, and the Trust has developed recruitment and disability awareness training. 
Additionally, it continues to report on the gender wage gap, with an emphasis on implementing actions to close the gap, and announced proposals to expand reporting to cover race, age, and sexual orientation. Additionally, it launched anti-racism action planning in reaction to Voice4Change and ACEVO's 'Home Truths' study on tackling racism in the industry (National Trust, 2021). Although considering multiculturalism in many forward-thinking approaches for an organisation like National Trust, where employees from diverse cultural, racial, and ethnic groups may contribute diverse perspectives and in-depth knowledge to achieving the organization's objectives and missions, a broader view of multiculturalism can enable the organisation towards building comprehensive growth as well as outreach strategies. On a large scale, multiculturalism within this organisation permits various global outreach where employees from different countries as well as culture can communicate towards all communities of foreign companies without having barriers in language or culture as mentioned in (Jackson and Van de Vijver, 2018). 
Apart from this, having a community of effective multiculturalism communicators can manipulate as well as stimulate any ongoing dialogue which works towards the betterment of the organisation's creativity and innovative approach as well as improved productivities along with public perception. It is clear to say that core cultural diversity mainly includes celebrating various communities within diverse backgrounds and helps organisations towards sustainable developments. Multiculturalism has the potential to add significant viewpoints and creative ideas to the organization's growth. 
Promoting cultural awareness as well as competence within the workplace can boost the morale of the community and employees where individuals can understand their significance and values within the organisation (Benet-Martinez, 2018). 
Commitments towards cultural diversity also offer effective benefits towards building adherent relationships with stakeholders. This approach can also improve the organisation to target a greater audience. Because employees are able to communicate to their customers and speak their preferred language, this results in long-term organisational gains. On a physiological level, societies and consumers alike prefer to favour employers who employ people from their communities because they have the same principles and beliefs and, as a result, can communicate effectively with them (Byrd, 2018).
[bookmark: _Toc71576972]Conclusion and Recommendation                                 
This report provides a case analysis of The National Trust, a membership-based heritage restoration charity in the United Kingdom. The organization's relationship with stakeholders was analysed, as well as various aspects of the organisation, including how it utilises social media during campaigns. Additionally, the report examined training and development of staff for diversity and multiculturalism, as well as the reasons for implementing forward-thinking practises while providing training to the employees and methods for generating involvement with community members. The organisation should take a few measures to improve community engagement, such as developing opportunities for workers to freely express their viewpoints and opinions in a way that preserves their privacy, as well as encouraging them to utilise their creativity and participate in decision-making, which can help the organisation thrive. Furthermore, including rewards and compensation programmes that recognise employees' engagement will boost employee productivity and morale, which can lead to increased community involvement. Finally, the charity should focus on protecting the employee community from any form of discrimination within the organisation, continue to have diversity and inclusion training and take further action to ensure a diverse workforce. Organisations who are prepared to invest the time and resources to improve their diversity achieve greater reputation and become more appealing to potential employees and customers, and thus has the capacity to improve their community engagement and achieve competitive advantage.
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