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Executive summary
Community engagement is important for any company. The proper community engagement can improve the sales margin of a company. The revenue improvement also depends on the community engagement of a company. Here I am presenting the plan of community engagement for Luca da Milano. The company is more than sixty years of age. This organisation mainly deals with furniture as the prime product of this organisation is to provide furniture for their purchaser. Being a global furniture organisation, this organisation maintain a strong public relationship with their purchaser and due to this reason, this organisation maintain a high level engagement with their purchaser. Therefore, this can be considered as the prime reason of choosing this organisation for conducting this report.   
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Introduction
A proper plan is very important for any kinds of business development. The companies need to have a proper plan according to their market and product to increase the community engagement if the customers. This report will focus on different factors regarding the community engagement of Luca da Milano. Here there will be the discussion of the thinking regarding the community engagement of the company. As well as this report will also focus on the SWOT analysis to understand the competitive advantages and features of the company. Moreover here will be also a PESTEL analysis over UK to understand the external business environment of Luca da Milano. 
Here the community engagement plan has been discussed below: 
Draft plan of community engagement
The draft plan is very important for developing the community engagement of Luca da Milano. The aim of the draft plan is to understand the demands of the community. After understanding the customer’s demand the company need to make the plan of interacting more accurately with the customers for implementing the community engagement (Baldus, and Calantone, 2015). 
Realistic
The promises of the brand need to be very realistic. In this case, Luca da Milano should make the realistic promises to the customers therefore the brand can become more genuine to the customers. In this case to make the community engagement Luca da Milano can make an advertisement of their business plan to support the demands of the customers in a reasonable price. Moreover the company can also take the feedback of the customers by making survey among them therefore they can improve the community engagement by talking and discussing with them (Head, 2017).  
Authenticate the brand
In the first step the company should focus by making the community realise that their brand is authentic and all the products of them are also genuine (Valentin, 2016). People usually love authenticity as along with the authenticity the reliability of the brand and product also comes. However, Luca da Milano should make various kinds of advertisements to their logo as well as ethics therefore the community engagement can be possible by realising the brand and product authenticity of Luca da Milano (Kurttila, and Kajanus, 2015). 
Humanize brand
The brand value and ethics should reflect in the advertisements of the company. Along with the ethics the efforts of the company to make a perfect product according to the customer’s needs should be also reflect therefore people can underhand their efforts for making their customers’ more engage with the company. Along with that, in this case to make the community engagement it is a must need for Luca da Milano to develop an emotional bond with the customers (Pickton, and Wright, 2018). 
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The community engagement needs a proper plan. This plan can help the company to improve their customer and community engagement. This can lead the company to increase the sales margin which can also develop the financial stability of Sainsbury.
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The community engagement can develop the relationship of the company. Firstly to implement the community engagement plan market position of the company and the customer base of the company need to be analysed. After that, Sainsbury have to analyse the demand of the cutovers and their expectations from the company. After this, proper advertisement and campaigning should be done in the social gathering and public places. These advertisements and campaigning for products can determine a place of the company among the peoples and customers (Cadle, and Turner, 2015). Along with that, different kinds of charitable program and proper CSR implementation of Sainsbury can also develop the perception of the company in the community. Along with that, Luca da Milano have to focus on improving their social media pages and customer service. Therefore they can easily access people’s feedback from their social media pages.  These kinds of activity can improve the perception of the company to understand the community and their mentality better (Hill, and Westbrook, 2017). 
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The community engagement of the customers need proper internal as well as external environment. In this case as Luca da Milano has business around the world therefore their customer community is also big (Yüksel, 2016). Therefore Luca da Milano has to focus on developing their business environment by making proper analysis of the present situation of the company. This can help the company to understand the need of the community development also. Here the SWOT and PESTEL analysis have been done for this purpose (Wirtz, 2015).
SWOT Analysis
	Strength
	Opportunities

	The major strength of Luca da Milano is their wide range of product. Over the years the company has successful contributed over expanding their product range. This attracts more customers to their company as customers can easily find their needed products. Along with that, the business philosophy of the company is also good and works as a strength for the company. According to their business philosophy Luca da Milano provides low cost products to their customers’ which helps the company to make their community engagement strong by attracting them. This can be considered as the major strength for this organisation. Moreover, the company is existing in the Furniture market over many years therefore this became helpful for this organisation to maintain a high level of brand popularity in the respective market. This becomes helpful for this organisation to maintain a loyal customer base (Tsang, and Brown, 2018). 
	There are different kinds of opportunity for the company. As the company have business expansion over the world therefore there are possibilities for Luca da Milano to improve their customer base as well. This can also improve the profit margin along with the customer improvement of the company. Use of technologies is increasing each day. Due to this reason the organisation get the opportunity to provide uniqueness to their purchaser. This can be mentioned as the opportunity for this organisation. Along with that, with the advancement of technologies, the online business can also get improved and this can help the company to increase the opportunity to improve the customer base and the community engagement in all over the world. 

	Weakness 
	Threats 

	Luca da Milano provides their customers’ low margin price products. Therefore the company cannot make huge profit from selling the products. This lead them difficulty in the finance management. Along with that, the company also faces difficulties due to the growing cost of the raw materials. The increased cost of the raw materials restricting the company to improve their product quality as they provide their customers low cost products. However, this can be identified the weakness for this organisation. 
	The major threat for the company is the increased competition in the Furniture market. Therefore the company is facing a problem regarding the customer exit. The customers tend to go to the brand which gives them the best deal. In this case therefore Luca Da Milano is facing a threat of low customer range due to high competitive market (Rowley, and Leeming, 2017). Along with that, the market of furniture started to consist of a huge list of substitute product. Consumer becomes able to get this substitute product in comparatively lower price. Therefore, this also started to affect the business of this organisation. The growth of this substitute product can be considered as the threat for this organisation.  


Along with the internal environment the external environment can get improved due to the community engagement of a company. Along with that, the community engagement is very much affected due to the external environment of a company. Here the PESTEL analysis has been discussed below: 
PESTEL analysis
	Political 
	The political environment is an important factor for the external environment of a company (Gummerus, and Pihlström, 2015). UK is a developed country and is also politically stable country. There is no corruption in UK and therefore the company can easily make business in the suitable environment. Luca da Milano is the UK based company, and therefore the company can have a strong background with the help of proper and stable political environment of UK. Along with that, good political environment can also improve the relation of the company with the foreign countries. This can improve the business relations across the world and therefore Luca da Milano can have proper business environment globally. Good political environment of the country can also increase the foreign investments and this can improve the financial condition of the Luca da Milano. The good political environment of UK can also help the company to avoid any kinds of disturbance in the process of their business (Dempsey, 2018). 

	Economic 
	UK is economically developed country. The GDP rate of UK is also good and therefore people of UK also have good economic background and condition. However, economy is another major important factor which can affect the complete business of an organisation. The raw materials of the company face up and down according to the country’s economic condition and GDP rate (Habibi, and Richard, 2015). Along with the good economic condition of UK every business process of Luca da Milano get smoother which can improve the business. Moreover the good economic condition of the customers can also improve the sales margin of the company. Moreover, the customers can have a good buying power with the help of good economic condition of UK. This can also increase the production quantity and variety of Luca da Milano. However, recently due to Brexit UK is facing trouble and the economic condition of Luca da Milano is also going through a challenging period therefore the company have to use the community engagement plan to improve their sales margin. 

	Social 
	Socially positive environment can help the company to increase their business in the country as well as in the foreign country. As Luca da Milano directly deals with their customers in their stores therefore the good social environment can also increase the positivity to do the business and this can also make a positive impact over the internal employees of the company. Open social acceptance of Luca da Milano product can increase motivation of the employees. The social acceptance regarding the new kinds of products can also help the company to innovate and introduce new products in the Furniture markets of UK. Moreover as population of UK is also good therefore the company can accept good sales margin of their products also. Additionally people of UK are educated and financially balanced therefore they can afford products of Luca da Milano and know the positivity of Luca da Milano product (Butin, 2017). 

	Technological 
	The good technical factors always make required advancement to the business process as well as the complete working structure of the company (Verhoef, and Krafft, 2015). In this case, Luca da Milano enjoys good technological development in their company as the company is based in UK which is technologically a developed country. Moreover the company has a global business of furniture and they serve people those products from different country and region therefore it is the need of the company to use proper technology therefore people can easily avail their service without going to the stores. In this case people of UK are also technological friendly and therefore the online service of Luca da Milano is popular among the people of UK. This improves the customer support of the company as rural area’s people of UK can also avail the service of Luca da Milano. Along with that, with the help of advanced technologies, this organisation becomes able to show their creativity in their product. This also becomes helpful for the organisation to maintain uniqueness in their product. Therefore, the technical factor of UK carries positive affect for the organisation to hold a strong position in the furniture market of UK.

	Environmental 
	UK is a cold place and therefore people of UK enjoy cold environment. The good environment can increase the product sustainability of Sainsbury. Moreover, this can also increase the product quality of Luca da Milano (Wallace, 2016). This kind of environmental factor can also improve the customer base of Luca da Milano. Good product sustainability can improve the brand image in the market of Furniture also in the UK. Proper environment can also improve the buying intention of the customers (Neslin, and Verhoef, 2016). This can improve the sales margin of Luca da Milano. 

	Legal 
	UK is legally a strict country and there are wide ranges of legal implications which the companies always need to obey. These kinds of legal implications can help Luca da Milano to improve the systematic development in the workplace. Along with that, the free trade policy of UK can help the company to make business in the foreign countries which is very good for the business expansion of the company (Verhoef, and Krafft, 2015). Moreover, national wedges, equality act can improve the working culture of Luca da Milano. Any kinds of discrimination in the workplace can be avoided by following these laws of UK. 





[bookmark: _Toc16267337]Conclusion
The report had discussed about the community engagement. The customers are the most important factor for the development of the companies and their business. The community engagement can improve the customer margin as well as sales margin of a company. In this report the plan of the customer engagement of a global Furniture company had been discussed. Along with that, this report had also focused over the internal environment of the company by SWOT analysis. Along with the internal environment the external environment of Luca da Milano had been also focused by doing the PESTEL analysis. 
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