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Introduction 
Policy actions are frequently founded on scientific and social value assumptions. When faced with tough decisions in complicated circumstances, integrating specialised expertise with community values and traditional knowledge - is likely to result in better conclusions and more effective action. This realisation has resulted in requests for greater community participation, as policymakers and practitioners recognise that incorporating community values into decisions can boost the possibility of community acceptance and community-led action.
Community engagement is characterized as "the cycle by which public bodies contact networks to set out strengthening open doors," while local area strengthening is characterized as "the giving of certainty, abilities, and capacity to networks for them to shape and impact how open bodies help, or with, them." An effective community engagement aims to involve a diverse variety of stakeholders to create long-term and sustainable solutions to complicated challenges. Community involvement projects occur in all forms & sizes, and they can be tailored to achieve a variety of objectives (Kumar and Kumar, 2020). Many initiatives aim to increase social capital and develop community connections and trust. Others are intended to address specific difficulties or concerns by releasing the social resources that arise when individuals think and act together. Regardless of the topic at hand, the practice of community participation is expanding. 
The aim is to create and publicise a community engagement event, people joined hands with the largest fundraising event, that is The Macmillan Cancer Support - World's Biggest Coffee Morning.
Discussion 
Description 
Being a little part of Macmillan Cancer Support's - The World's Biggest Coffee Morning was, in my opinion, the finest thing I have done to date. This event occurred on September 24, 2021, is Macmillan's largest fundraising occasion for cancer patients (David-Chavez and Gavin, 2018). They encourage people all around the UK to organize their morning parties 
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over a cup of coffee while donating the amount to Macmillan on the day, and I've upheld them by getting sorted out a coffee morning for my loved ones, and in this way donated to them. 
This organization is dedicated to improving the lives of cancer patients and also motivates others to do the same - to meet their goals. Macmillan's health program means to move and advance wellbeing and prosperity in the work environment.
The very first Coffee Morning occurred in 1990 (Abimbola, 2020). It was a humble social event with a straightforward thought: guests would accumulate over espresso and contribute the expense of their cup of joe to Macmillan (Harris, 2022). It was effective that they rehashed it the next year, however this time for a bigger scope. From that point forward, Coffee Morning has gathered more than £290 million for Macmillan Cancer Support. People became associated with them because they believed the goal of this event was for a great cause and worth donating to. Macmillan team believes "A Coffee Morning is the ideal opportunity to meet up over a cup of coffee and a slice of something delicious while supporting a worthy cause.” It is said that one in each two of us will be determined to have malignant growth, and so the funds raised at these Coffee Morning gatherings will assist everyone with cancer live their lives to the fullest." So far, more than 500,000 individuals have enrolled to assemble a Coffee Morning Gathering. Since the time it was initiated, it has successfully acquired £80 million only through ally driven gathering pledges, with extra raising money and monetary help provided by colleagues who have both supported and taken part in the occasion throughout the long term. In 2011, there were 52,292 enlisted has, with more than 10,000 new allies, and 48% of the people who enrolled to offer a Coffee Morning in 2010 enrolled to do as such once more (Pratt, Cheah and Marsh, 2020). The Macmillan Coffee Morning is an incredible method for getting new allies, creating money, and raising memorability (Harris, 2022).
It is one of the longest-running cause crusades ever, a landmark to which the association proceeded with commitment, fixation, and speculation. This shows the huge advantages that might be made when drives are maintained and created over the long run.

Relationship among stakeholders 
A stakeholder is a person who is involved directly or maybe indirectly with the operations of the company or may be involved with the result of the business activity. Macmillan cancer 
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support is a charitable organization in the United Kingdom that support the people affected with cancer. The stakeholders of this organization are the owners, employees and partners like NHS Commissioners who help in charitable programmers like the "Working Together Programme". The internal stakeholders, like the owners, the partners and the employees share a professional relationship where they support each other in various campaigns to make those successful (Biddison et al., 2018). The External shareholders like the volunteers and donors help in the fundraisers and other charitable projects by fundraising and volunteering.
Engagement of stakeholders in social media
This is the age of social media, and every person is active on some social media platforms. To engage with the stakeholders, the company should try to maintain a regular presence in the networking sites where stakeholders are active. Being a charitable organization, many of the business-oriented stakeholders will be on LinkedIn. The external stakeholders can be found on Twitter, Facebook and even Instagram. The organization should create a professional profile on these platforms where the stakeholders can find the organization, follow them, and start engaging (Firestone et al., 2018). Most of the external stakeholders can be found in this way.
After joining the platforms, organizations will find that many people are talking about their projects of fundraising aur charity. The organization can use chatbots to reply to any queries of stakeholders regarding their projects. In this way, external stakeholders will notice and know more about the organization.
The Organization after joining the platforms will be able to find potential stakeholders from different mentions, like places, various events, charitable project enquiries and many more.
To build a good audience in social media and share relationships with them the organizations need to share good and relevant content (Esmaeilpoorarabi et al., 2020). The Organization should use all the networks to share their successful projects, new partnerships with prestigious companies and funding requirements.



Usage of social media for better outreach
Macmillan's "World's Biggest Coffee Morning" is a fundraiser for a charity for cancer 
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patients. The program is about asking people to host mornings with coffee among their group of family or friends or even coworkers. The money that will come through this fundraising will go on to provide medical support to the people who are suffering from cancer. This fundraising program can be reached even more to many people using social media. The information of this program can be designed in a flyer and posted on different social media platforms so that more people can notice it (Johnston et al., 2018). Putting relevant hashtags under the posts can help reach even other people who are not followers of the page. Using SEO can help to target the audience who are involved in charitable works. 
Analysis of the project 
The World's Biggest Coffee Morning Fundraiser was a huge success. People hosted their coffee mornings with friends, families, employees and even some hosted coffee mornings with underprivileged sections of society. They all gathered for a coffee and donated the cost of their cup to the Macmillan who in turn will help cancer patients. The coffee morning project raised almost over 290 million euros. This project is a brilliant example of community participation. Different sections of the community came together to host a cuppa and raise money for ailing people. Community participation or collaboration helps in the integration of various cultures which results in multiculturalism. It's a pleasure for the organisation always to see so many people from different backgrounds coming together and using their precious time in supporting a cause, which means everything for the organisation. In this very project engagement of various communities led to various discussions among the people who came together and forged many relationships. They all came with the same passion to help others and all found many opportunities for further volunteering. They went on to participate in many local events to help the other organisations (Martinez et al., 2018). Many employees of the organisation also engaged in hosting morning coffees thereby helping the company. Thus, community participation which happened in this project led to developing stronger connections and deep bonding among the employees as well and motivated them further for volunteering in other projects also. This community participation of the employees, in turn, attracted them and retained them in the organisation for a long time. It also helped in team building which sometimes is impossible within the four walls of the office.
"Community" is a term that defines various people based on various interests, they can be stakeholders or any organisation, or maybe normal citizens also. "Engagement" means 
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inclusion, involvement in social and charitable activities. Community engagement practitioner's of Macmillan Cancer Support are those people who help various people from the community to engage with each other for various causes that can be charitable as well. Community engagement practitioners of Macmillan Cancer Support should always have a forward-looking approach towards relationships, various interactions among the community members and try to influence them for sustainable development. Community practitioners should involve in having a conversation with the people who came for a cause like the coffee mornings. These conversations can lead to the education of the volunteering purposes and the need for charity among the members. The practitioner should educate the people who gathered for a cup that doing charity can help a lot of people (Nickerson et al., 2019). They should make them understand that their 2 to 3 euro coffee cups can merge to be a great help to some ailing people who don't have the much-needed money for treatments. The people who just came for enjoyment on the invitation of the host may not know the main reason behind the hosting of coffee mornings. Community practitioners have to educate them that their every cup contributes towards a good life for somebody, this may encourage many people to come forward and donate also and become a stakeholder of the company.

Conclusion 
Thus, to conclude - a robust community engagement strategy is useful whether the project or issue is small or large, but it is especially crucial if the focal endeavour is a complicated or challenging project. 
An engagement strategy will boost the capacity to:
Raising awareness of the good cause among citizens & stakeholders.
Collecting feedback from residents & stakeholders on their thoughts, support, & evaluation of various initiatives, objectives, & priorities.
Make certain that people' and stakeholders' concerns, goals, & suggestions for tackling your specific issue or problem are recognised & taken into account.
Determining the options, implications, & recommended solutions.
Identifying and including stakeholder groups, leaders, & individuals who have a say in decision-making.
Identifying solutions that are more appropriate for the local situation.
Recruiting & retaining stakeholders throughout the programme.
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The following stages assisted in developing a plan for a successful community engagement effort:
Defining & framing the topic or problem so that stakeholders may consider alternatives, solutions, & implications.
Determining the stakeholders.
Aligning the stakeholders with our engagement objectives.
Determining the face-to-face & online engagement methods that will be used to engage stakeholders & residents.
Creating a communication strategy for the engagement endeavour.
Creating a plan to assess our involvement initiatives.
Finally, there is no one correct approach to participate with the community. Community involvement necessitates setting a goal, taking into account what we know about our inhabitants & city, & acting on that information to guide our city's engagement strategy.
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