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[bookmark: _Toc107601156]Introduction
The modern business environment has an implied expectation from business organizations to give something back to the communities they are a part of. The rationale behind this is that businesses make use of various elements present in the society. These elements encompass the stakeholders in the organization and the environment itself. This is why, sustainable business practices are expected from the firms as business operations affect the climate and the society as a whole (Barnes and Schmitz, 2016). So, most organizations now engage with communities in various forms such as corporate social responsibility (CSR) activities or social welfare activities. Fujitsu is a multinational corporation that seeks to provide ICT equipment and services to its customers. At the core of Fujitsu’s vision, they want to make a sustainable world through building trust in the society through their innovation (Fujitsu, 2020). While innovation is surely a way to build trust, the customers often put more emphasis on the way Fujitsu engages with the communities they serve. As a global corporation, they also need to serve in a lot of countries that might have social issues that can be addressed by companies like Fujitsu. This report will seek to analyze the way this firm engages with their communities and discuss how employees can be trained to gain skills that will help in community engagement.
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Figure 1: Logo of Fujitsu
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[bookmark: _Toc107601158]Services of Fujitsu and Users
Changing social and economic conditions characterize today's corporate environment, making it difficult to make predictions about the future. In this sort of environment, it's critical for businesses to keep a close eye on their consumers' changing requirements and respond swiftly to any changes that do occur (Surendro, 2019). Fujitsu's CRM strategies are constantly being reformed in order to achieve this goal by thinking and acting from the customer's perspective. As an IT products and service provider, Fujitsu’s products include computer hardware, microchips and services include consultation services, computing software, telecommunications etc. Thus, their service users primarily encompass government institutions, financial institutions, telecommunication providers, healthcare companies and hardware manufactures across various industries. These customers and users make use of the services and products provided by the company to operate their own businesses. Fujitsu is developing long-lasting links with its clients and seeking to be a valued and trusted business partner by delivering solutions across the whole ICT system lifecycle, thus sustaining trusted relationships with customers is crucial for the firm’s commercial stability (Fujitsu, 2020). However, an inability to maintain trusting relationships with such clients, or the failure to renew contracts with them, might impact the Group’s sales and profitability. Thus, the firm puts high emphasis on providing excellent customer service before and after availing their products and services. Fujitsu cooperates with many departments to respond to customer inquiries using AI and chatbot technology. For further security, they serve as an additional kind of monitoring, preventing overlooked or late replies.
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Fujitsu built its operations in the UK & Ireland around four core factors. These are: Results, People, Customers and the Society (Fujitsu, 2019). It shows how much importance the company puts on ensuring that they deliver the best results through utilizing its workforce in an effective manner to the customers. Emphasis is also put on sustainability of their operations in the short and long-term. All these factors are correlated which makes it easier for Fujitsu to integrate its activities in a structured way to improve the communities they operate in. To enable this improvement, the firm makes use of its human resource and the material resources.
For instance, Fujitsu encourages its employees to take part in local volunteering activities as part of their Impact on Society (IOS) groups. The employees invest their time, efforts and experience in providing volunteer services to the communities (Fujitsu, 2022). These local groups of Fujitsu also support social causes financially through fundraising and sponsorships. The company itself supports those employees who engage in social charitable activities.
Apart from this, the firm also provides technology products and innovations to universities and research institutions with the goal of addressing social issues. Their youth development programs focused on training young people who do not have access to enough resources helps in creating employment in the communities.
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Fujitsu’s community engagement activities hover around the following impact areas:
· Digital Inclusion: The firm ensures access to technological knowledge and skill development through introducing various events focused on digital inclusion.
· Universities and Research Establishments: By partnering with such entities, Fujitsu works in conjunction to resolve social issues in the regions they operate in.
· STEM: Through its various programs, Fujitsu is also working to encourage and engage students in taking STEM subjects as they have greater implications in technological innovation.
· Youth Employment: The company formulated junior talent programs to help the youth in gaining career building skills that will help to resolve social issues and alleviate the economic condition of the UK & Ireland.
· Volunteering: As mentioned before, the company has regional IOS groups that volunteers in activities aimed at social development.
· Charitable Activities: Fujitsu also partners with charitable organizations to give back to the societies in various fields. These organizations work towards helping the underprivileged children in the community, the young generation through skills building workshops and promoting sustainable business practices of other firms (Fujitsu, 2022).
The key theme of Fujitsu’s community engagement activities can be derived through evaluating their areas of focus. It shows that the organization wants to contribute to the UK economy through alleviating economic and social issues of the regions they operate in. Most of their community development efforts are focused towards children and youths.
[bookmark: _Toc107601161]Importance of Community Engagement in Fujitsu’s Business
Fujitsu’s business model revolves around ensuring that it addresses the social issues of the regions they operate in so that they can grow together with the community. In a world where customers are now more conscious about the activities of business organizations and their impact on the society and environment, community engagement can go a long way to determine the brand image of an organization. Data suggests that 82% of customers in the US are likely to consider the impact of the business on society and environment before making purchase decisions (Forbes, 2017). There are many reasons why the role of community engagement helps in defining the business of Fujitsu. Some of these are mentioned as follows:
· First of all, engaging in community service activities will help to create brand awareness and increase visibility of Fujitsu in the mind of the people (Huang and Sarigöllü, 2014). Those who are unfamiliar with the organization will get to know about it and become curious. They will look into their products and services with a view to availing their services at some point. So, such activities help in generating new leads for Fujitsu.
· Secondly, community engagement helps Fujitsu to build trust among its customers. It deepens the sense of loyalty and bond with the community. The more Fujitsu helps to eradicate social issues, the more the people of the community will positively reflect on the company. Such efforts also spread through word of mouth and news of local media which generates positive impression and translates into more bottom line (Rangan, Chase and Karim, 2012).
· Research shows that customers like to associated themselves with brands that reflect their own beliefs (Subramaniam, Mohre and Kawde, 2014). In this regard, Fujitsu’s core principles in terms of community engagement will allow their customers to associate themselves more with the brand. This translates into higher customer loyalty and turnover is reduced for the firm.
· When employees can realize the impact of their activities on the society, they will feel motivated in their workplace more. This is because job significance is an important factor in job satisfaction of employees (Mao, Hsieh and Chen, 2012). Fujitsu’s IOS groups and their volunteers directly help their local communities financially or in other ways that have direct implications in the societal development of the regions. If Fujitsu can show them how they contributed to the society, the employees will be eager to increase their productivity in their respective jobs. It will also reduce employee turnover. This backed by research data that suggests committed employees are likely to put in 57% more effort and less likely to resign compared to normal employees (Ford, 2021). Community engagement can make it happen for Fujitsu.
· Community engagement activities increase collaboration of employees at Fujitsu. This directly translates into good teamwork and communication skills. Such skills are vital in ensuring the productivity in the workplace.
· Having a range of community engagement activities also aids Fujitsu in attracting a diverse and talented set of employees who reciprocate the same principles as to that of Fujitsu’s. Thus, the recruitment and selection procedure also becomes easier for the firm.
To summarize, the significance of community engagement on business of Fujitsu is immense from multiple perspectives.
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For employees’ perspectives, community engagement requires various skills and competencies that they should possess. Otherwise, effective engagement will not be possible for Fujitsu. Some of the pivotal skills required for community engagement activities are as follows:
· Collaboration: Employees who work as volunteers should have the ability to collaborate with others. This skill is directly associated with teamwork skill (Bedwell et al., 2012). When dealing with such activities the employees should be able to work together to avoid confusions and conflicts.
· Communication: Effective communication is imperative for businesses and specially in dealing with the external environment. The employees should have clearly communicated roles so that they understand what is expected from them. Besides, the modern communities include people coming from diverse backgrounds depending on race, gender, religious beliefs and cultures. So, the staff should understand the impact of their messages before communicating. Since they have to work alongside the diverse people residing in the community, communication should be well-maintained.
· Empathy: One of the main elements of effective communication is empathy. It refers to the ability to understand another person’s viewpoint and experience (Cuff et al., 2016). Being empathetic helps the employees to customize their communicated message depending on the recipient. It also helps them to understand the needs of the people in their local communities.
· Decision-making: Employees often have to make on-field decisions while being involved in community development activities. Sometimes unstructured problems may arise that need to be addressed swiftly. Moreover, the plans should be organized in a manner that empowers the volunteers to provide effective service in their community activities. Moments like this, good decision making can aid in resolving such issues quicker.
Admittedly, there are many other skills and competencies that are required for community engagement activities which mostly fall under these four broad categories.
However, such skills are often needed to be instilled in the employees. Some may have the eagerness even though they lack the necessary skills. Some of the ways such skills can be required are as follows:
· First, Fujitsu has to empower its employees from within to actually be able to empower the society. Employees are empowered through greater autonomy and scopes to make decisions regarding their jobs (Fernandez and Moldogaziev, 2013).
· The employees have to understand the viewpoint of others through communicating with them. It will help them to increase their communication skills along with empathy.
· Training programs aimed at diversity management can aid employees in identifying and act accordingly when dealing with people coming from diverse backgrounds.
· The employees in a group should have defined roles so they can work together harmoniously.
With enough time and effort, the skills can be acquired that will help Fujitsu’s staff to engage in community activities effectively.


[bookmark: _Toc107601163]Conclusion
Community engagement is at the core of Fujitsu’s organizational culture. It helps to alleviate social issues in the communities they serve in form of economic development. It helps them to gain recognition as a community friendly company. However, to engage in such activities, the employees should possess some skills and traits that will help them address social problems better. The company should be focused on maintaining the morale of the employees to make sure the employees also give something back to the community. Fujitsu itself, as an organization should utilize its material resources to alleviate afflicted communities. The infusion of trust will help Fujitsu in its operations in the long run.
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