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Introduction
Community engagement prioritises a strategic approach to the communication, relationships and interactions between community members and the organisation for attempting to influence results for both the entities. As described by Kumar and Kumar (2020), through brand community engagement, the altruistic behaviours, concerns, values, needs and aspirations of the customers, communities and citizens are incorporated in all sectors and at all levels in policy development, joint activities, making decision, analysis, voluntary activities, planning and service delivery. The governments, businesses and even civil society organisations are involving clients, communities, citizens and other stakeholders in such processes. As stated by Reynolds and Sariola (2018), community engagement focuses on building trust with community members. Enterprises focus on community engagement for increasing communities’ satisfaction level with the brand, their initiatives and their projects. Engaging with community, companies can make more informed and better decisions for seeing the big picture and full influence on the initiatives and projects. Perfection in community engagement helps in developing socially responsible organisation. As discussed by Dutta et al. (2021), in the phase of Covid-19 pandemic crisis, community engagement must fundamentally be at the centre of vaccine introduction activities as this improves vaccination uptake and minimises liability of vaccine avertable diseases. 
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[bookmark: _Toc112277196]Community engagement principles, standards and benefits of stakeholder participation
The initiatives for community engagement are highly driven by principles and standards, which in turn benefit the participating stakeholders. The principles that guides community engagement endows with the practical strategies to engage the public in community decision-making as well as activities for health promotion, disease prevention and health protection. This is essential to be unambiguous regarding the goals or purposes of the engagement endeavour and the communities that are intended to engage. The community leaders must be appreciably knowledgeable regarding the community about economic situations, norms, values, political structures, history, experiences with engagement endeavours and demographic trends (Wilkinson et al., 2020). The diversity in the community must be identified and respected. Hence, raising awareness of the different cultures in the community and other factors of diversity and inclusion should be of paramount significance in designing and integrating community engagement initiatives. For Covid-19 vaccination, collaborating with the community is essential for creating change and improving health.
Standards for community engagement would help in providing guidance to public bodies in ensuring real engagement with realistic timescales. As opined by Bedson et al. (2020), shared standards notifying community engagement methods, training and monitoring systems and communications messaging across implementing agencies enable quality interventions and consistency from which relevant data is collected for informing other aspects of operational response. The community engagement standards are driven by participation, building on local capacity, localisation and adaptability, ownership and empowerment, inclusion and two-way communication. With high level of involvement this is essential to work together in order to ensure improvement. The standards that support implementation entails informed designing, planning and preparation, monitoring, evaluation and learning and managing activities. The community leaders need supporting, planning and sharing information for proper monitoring and evaluation. The standards supporting coordination and integration involve government leadership, integration and partner coordination. Standard that support resource mobilisation focus on human resources, organisational structure, data management, resource mobilisation and budget.
Involving stakeholders in community engagement holds much significance. Communicating directly with the stakeholders facilitates in learning not just their perspective however can provide strategic insight on the campaign to help in approaching tactically. This is essential to include diverse perceptions in the outreach for ensuring hearing from all angles. According to Burgess et al. (2021), the benefit of communicating with stakeholders help in informed decision-making plus a prospect for sharing information, which is well for the community to ensure better understanding on either side. Reaching out to the stakeholder’s entails that their perspective is highly valued in the community engagement program. Such collaborative strategy helps in building trust as well as goodwill to the community leader, organisation and community at large. Anoko et al. (2020) indicated that this seems very beneficial while working in the wake of Covid-19 pandemic crisis in which building trust can be an arduous and long process; however, these initiates with assuring all stakeholders feel like they have a seat at the table. Engaging stakeholders is beneficial in saving time and money involved. Stakeholders can be helpful in identifying potential risks rather those become threats in the Covid-19 vaccination program. Engaging stakeholders increase accountability and transparency. 
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In the Covid-19 vaccination campaign, the involving stakeholders are media, NGOs, health authorities, advisory groups, pharmaceutical industry, advocacy groups, patients, etc. The healthcare authorities involved in vaccination and immunisation advice the government on on-process campaign, receive report from the public health agencies and evaluate on-process campaign data. As stated by Kolbe (2019), the Public Health Agencies involves in planning and implementing vaccination program, procure and distribute vaccine, oversee central vaccine supply, manage response to local Covid-19 outbreaks, etc. This is essential to promote public communication, assess vaccine uptakes, safety and effectiveness, surveillance and economic analysis (Maidment et al., 2021). The vaccination teams are accountable for engaging with the community, undertaking administrative tasks, delivering vaccine to specifically mid-aged people and children, etc. This is essential to train staffs aligned with the national standards. The vaccination teams support in maintaining appropriate vaccination information and report that to public health agencies with precision. 
The advisory groups and policymakers engage in determining policy decisions in response to the Covid-19 pandemic, oversee Public Health Agencies and National Health Services, authorise various campaigns, etc. They further focus on safe and effective usage of vaccines with no wastage. The National Health Service engages in monitoring the services provided by the general practitioners and ensures compliance (Bell et al., 2020). In addition, this stakeholder involves in undertaking local implementation of vaccination drives. The general practitioners in due vaccination campaigns educate people, provide vaccine, minimise vaccine wastage, train staff aligned with national standards, store vaccines as per guidelines, identify, call and recall unvaccinated people in the community, organise in-practice campaign for vaccination, maintain accurate and regular data collection, etc.  
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Engaging stakeholders is an important element in terms of building as well as maintaining trust in vaccination campaign and immunisation. This is at prior essential strategy to build a strong relation with the key partners. This is essential to connect with the vaccine advocates. They are helpful in reaching important communities or stakeholders. This is very necessary to work closely together with them for ensuring aligned messaging, keeping them informed, building their knowledge and agreeing with them that the community leader will keep each other informed regarding inquiries from the media (Sprengholz et al., 2022). 
Another effective strategy is reaching out and building awareness. This is essential to connect with the external and internal allies, media and vaccine opponents. This would favour building and maintaining strong relation and take initiative for increasing understanding and knowledge about the risks and benefits linked with immunisation and vaccination. 
A successful community engagement program necessitates building confidence among the public. For increasing vaccination uptake, this is essential to develop a trusting relationship. The people necessitate understanding the risks and benefits associated with diseases and vaccines (Grumbach et al., 2021). This is essential to develop relations with people who trust authorities are believed to be more resilient to rumours, vaccine scares and misconceptions regarding vaccines. 
For engaging stakeholders in the community engagement program for Covid-19 vaccination, this is essential to monitor opinions as well as shape communication accordingly. Public opinion regarding immunisation and vaccines, misconceptions and rumours through social media monitoring or established public hotline for answering to questions on vaccination are analysed and filed. 
The most effective strategy can be working closely while responding to the crisis. This is essential to be highly accessible and respond immediately. Crises are always hectic, so through community engagement this is necessary to establish mechanisms that ensure high accessibility. Considering establishment of a public hotline for answering to the raised questions and 24-hour mechanism for media enquiries is inevitable to engage the public. This is very essential to make certain that the stakeholders know whom to connect with in case they require sharing any vital information or even ask queries (Holmes et al., 2019). The community engagement program must emphasise on preparing a list of contact details as well as share it internally and with other selective engaged experts or influencers. This is necessary to set the scene. The prepared lists and materials must be used for communicating immediately top all the stakeholders. Aligned message is important for maintaining trust of the people. 
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Various social media platforms are very essential to be enforced for increasing outreach for community engagement concerning Covid-19 vaccination drive. Facebook is extremely favourable due to direct access to the target audiences who have been mostly information seeking parents (Steffens et al., 2020). In addition, the target audiences always view Twitter as one of the most valuable to network with other relatable organisations, high profile individuals and even media however less useful rather than Facebook for promotion of vaccine to the public. Extending further, Instagram seems to be potentially useful and in practice make use of this platform very infrequently.
As a significant part of the campaign, the social media platforms must launch the tools, which show users where and when they can get the vaccines. The social media channels must focus on providing users the essential connection for helping them in making the appointment. All social media platforms such as Facebook, Instagram, YouTube, Twitter, etc. can be used for information sharing which would show the target audience right in their News Feed (Sheth, 2021). People should be encouraged for booking Covid-19 vaccination appointments and hence enable millions of people for doing the same. The portal will be helpful in discovering latest information regarding the virus from health ministries as well as the World Health Organisation in the blog posts.
Another effective tactic for outreaching to the stakeholders through social media is using stickers. This can be launched in Instagram, Twitter and Facebook. This is to encourage people for being vaccinated while the vaccine comes available to the target audiences. The use of sticker will connect people directly to the Information Centre. This social media channel can be used effectively in collaboration with government agencies and health authorities for expanding their WhatsApp chatbots that help people to be registered for vaccines (Dutta et al., 2020). Such visualisation has been designed for providing information in order to inform as well as monitor vaccine rollouts across territories. 
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People are most likely to partake provided they feel the sensation of urgency. This is essential to allow people know that there is a limited time to provide input by creation of urgency in the calls-to-action as well as marketing content. In order to enable multi-culturalism, leveraging social media channel by strategically dedicating the appropriate resources and time is essential to surge participation for vaccination (Steffens et al., 2019). For promoting diversity in community engagement, this is essential to explore the hopes, frustration and dreams of all members in the community. This is essential to develop strong partnership with important stakeholders coming from diverse as well as representative community groups. This is essential to be very open-minded. According to Jalloh et al. (2020), apply hybrid approaches that are both offline and online would allow in tailoring the approach perfectly aligned. For ensuring perfect socio-cultural integration, effective collaboration must be focused with the key stakeholders for bringing agencies, community members, organisations and individuals altogether in such an engaging atmosphere, which support to solve all emergent as well as existing issues systematically. In order to promote inclusion, the communication engagement program will surge vaccination of disabled persons. Furthermore, the community members will be actively engaged for vaccinating the disabled persons with priority. 
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This must be concluded that in the Covid-19 vaccination campaign, the guiding principles of community engagement are supportive for the community leaders and health professionals. This improved communication, strengthened co-ordination, partnership, collaboration and promoted common understanding in efforts among themselves, institutions and community members. The standards are the measurable performance statements that are used by all involved in the community engagement program for improving process and quality of the engagement. The effectiveness of social media imparts as crucial role in engaging the stakeholders in community engagement. Furthermore, strategically promoting inclusivity, collaboration, participation and diversity will ensure socio-cultural integration and multi-culturalism. 
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