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1. Introduction
    The world is a part of everyday challenges. Especially in the last years, there are a lot of community issues that require to be solved for a better life. The solution for these is the engagement of communities in certain programs and projects. 
    A community engagement is defined as “a process of inclusive participation that supports mutual respect of values, strategies and actions for authentic partnership of people affiliated with or self-identified by geographic proximity, special interest or similar situations to address issues affecting the well-being of the community of focus.” (Ahmed, S. and Palermo, A., 2011)
   Through community engagement activities, people participate in remodeling the place where they live. They have the opportunity to make decisions in order to improve their life and society. The voice of the society is heard, the power of it increases and the change is customized. To achieve the proposed goal, a community engagement activity should have a clear plan and strategy to follow. It is supposed to formulate a clear purpose, to target the community the challenge is wanted to be developed and to adopt certain principles and standards, such as transparency, respect, research, advocacy and fairness.
     The following project is going to analyse 2 different community engagement programs – The Vegan Society, which is a local one, around the UK, and People for the Ethical Treatment of Animals (PETA), developed at international level. Both projects are based on promoting a life style that protect animals from cruelty the meat consumption industry involves.  

2. PETA and The Vegan Society – who are they?
    People for the Ethical Treatment of Animals (PETA) is an international non-profit organization founded in 1980 in Norfolk, Virginia, USA. Over time, it has become the largest animal rights community in the world, with more than 6.5 million members. The main idea promoted by PETA is “that animals are not ours to experiment on, eat, wear, use for entertainment or abuse in any other ways”. They believe that “all animals have rights and deserve to have their best interests taken into consideration. Like humans, they are capable of suffering and have an interest in leading their own lives”. (PETA, 2021). PETA focuses its attention on the industry that exploit animals: testing laboratories, food and clothing production and entertainment. 
    The project “The Vegan Society” was founded in Birmingham, UK, in 1944, on idea of “living which seeks to exclude – as far as it is possible – all forms of exploitation and cruelty to animals for food, clothing or any other purposes”. (The Vegan Society, 2021)
    The Vegan Society involves people who want to take part in encouraging all people around the UK, regardless the age, gender, to try to adopt a new life style, namely a plant-based diet. The direction of the project is more on changing alimentation habits of the community than on stopping or, at least, limiting using animals in testing or entertainment (in comparison to PETA).

2.1 Protection of animals on network platforms 
    As it was mentioned above, PETA and The Vegan Society organisations have the same objective – to convince people to stop abusing and killing animals for their interests. Both projects use efficiently network resources for promoting their identity. We can notice that communities respect the transparency principle, which is reflected in a clear online structured activity and provided information. 
     The PETA and The Vegan Society web sites pages contain detailed information about the companies, carried out activity, campaigns and any other things related to cruelty-free policy. Facebook, Instagram and Twitter profiles of analised community activities are rich in related content for encouraging people to save animals from abusing. In comparison to PETA, that has around 1.4 million followers and over 10 thousand posts, The Vegan Society Instagram page is followed by around 63 thousand people and it has 10 times less posts, which is fair enough, because the project is only a local one, around the UK. 
    We also can notice that the organisations try to promote a form of community activism through consumption. Both community engagement projects have an online shop that offers a wide range of promoting veganism products, including their registered trademark, such as vegan literature, recipe books, food, supplements and even clothing. PETA has a very interesting special shopping section, with logo “PETA – Approved Vegan”, that adds together more than 1000 national/international clothing, furniture brands which sell alternatives to animal-derived material-leather, silk, fur or bones. 

2.2 Campaigns and volunteering  - the key to a good community impact
   Campaigns are another important tool in encouraging people to participate more in community programs.  The Adobe Company “Marketo” defines it as “a planned sequence of activities and processes which promote and individual product, service or resources, that uses a multitude of channels to deliver effective results”. (Purvis, 2019). The Vegan Society, along with PETA, plans a lot of campaigns, which ask for people’s support in achieving their goals – an animal cruelty-free world. Even more, PETA explains how to organize your own protest. The web page has a particular page that describes step by step the process of engaging in a fighting for rights activity. 
     As we can notice, PETA, in particular, is more focused on stopping killing animals for clothing and laboratories trials. PETA web site has specific categories: “Help Animals/Urgent Alerts” and “Campaigns”, where a lot of petitions are presented with a short description of the problem and quickly filled out forms “Speak up for Animals” or “Take action” and “Get involved”. 
      The Vegan Society promotes a similar approach – “Get involved” in Campaigns, but more related to a vegan diet – cutting the meat and dairy products off the daily menu. The project wants to achieve some key goals, such as encouraging people to give veganism a try and making the vegan lifestyle easy to follow. In collaboration with Veggies Catering Campaign, The Vegan Society holds some vegan catering events in Nottingham, few times a year. There are stalls with buffets at these events where people can come and try meatless and non-dairy food. Members of the project go to schools and to other crowded places to give information about the vegan diet and benefits of it. As more people are often confused about what meals can be cooked without meat and dairy, they also provide recipe books.
     Both programs are open to invite interested people for volunteering. In a community engagement activity, the volunteering is the way of adding similar in interests and goals people together. It creates contacts between members, helps them to achieve important experience and skills needed for the project and for the workplaces, in the future. Also, the organisations consider recruiting of new members for working together, process that has a good impact on the employment rate by offering jobs to people interested in social activities. 

           2.3 The importance of communication in social engagements
  An efficient communication to public is another important aspect of engaging community in social activities. Communication is “one means of engagement and aims at better access to greater interest in and improved exchange of information, knowledge, opinions and experiences”, says the American journal “Urban Climate” (Moser, S., 2015, p.112). 
   Accessing the web sites of PETA and The Vegan Society, we can see that the organisations are responsible to provide a lot of information to their audience. The projects keep people on track of news, investigations, researches and reports about the cruelty to animals and ways of helping them. The published articles contain related to the subject trustworthy figures and pictures. All information is sectioned in categories, which allows interested people to easily access the particular information they need without misleading and confusing. 
   Everyone who wants to contact the organisations can easily do it, as the phone number, e-mail address, are shown online. People are encouraged either to report any problems and situations that involves abusing and cruelty to animals or just to ask for information or other questions. We see that both projects reflect the Communication, Transparency, Participation and Decision Making principles, that involve all members to be part of developing the activity and challenge, of the problem solving in their society. People feel that their voice is heard, their opinions and needs are accepted and respectfully promoted.
3. Conclusion
[bookmark: _GoBack]    The analysis of two community engagement organisations has shown that the principles and standards which these are based on are similar. To be efficient and to achieve the established goal, a social project should respect the following five stages:
1.  Defining the project, goals, participants, timelines and resources/budget;
2. Establishing the level of public engagement and choosing techniques: communication plan, management and control mechanism, strategies, time evaluation;
3. Implementing the project: tracking of the progress, monitoring, data collection and adjusting it when  necessary;
4. Recommendations, taking decisions and sharing the results;
5. The final evaluation of the project.
   A community engagement should demonstrate respect to all participants and members. The project has to include everyone, regardless of the age, race, performed job, religion etc. All participants need to be informed and all impacts and benefits to them should be fairly distributed. Through the analysis of PETA and The Vegan Society, we could notice that these organisations respect the principles of equity and transparency. Everyone who wants to take part of the communities can do it and can easily have access to all information about their social activity. The information is available on a wide range of online platforms in an international language – English, is presented timely, in a variety of formats (news, recipes, related articles) and it is easy to understand.
    The community engagement projects also reflect the decision-making standard, as the programs call people to be involved in saving animals from cruelty through campaigns, petitions, volunteering, adopted life style etc.). Participants can feel that their opinion and action count and will help to make a change in the society. 
   If efficiently and correctly planned and developed, a social engagement project can drive a significant social transformation through social capital of a community - people. 
    








Reference list
1. Ahmed S., Palermo, A. “Community engagement in research: Frameworks for education and peer review”, American Journal of Public Health, 2010. https://ajph.aphapublications.org/doi/full/10.2105/AJPH.2009.178137 (Accessed: 27 August 2021);
2. Moser, S.C. and Pike, C. “Community engagement on adaptation: Meeting a growing capacity need”, Urban Climate, 2015, pp.111-115. http://dx.doi.org.10.1016/j.uclim.2015.06006   (Accessed: 27 August 2021);
3. People for the Ethical Treatment of Animals (PETA), 2021,  https://www.peta.org.uk/  (Accessed 24 August 2021);
4. Purvis, D., “7 Marketing campaign essentials to drive success”, 2019, Adobe Marketo Engage, https://blog.marketo.com/2017/10/7-marketing-campaign-essentials-success.html  (Accessed 27 August 2021);
5. The Vegan Society, 2021, https://www.vegansociety.com/ (Accessed 24 August 2021).

image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




