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[bookmark: _Toc100053196]Introduction:
Community engagement is the process of tackling problems affecting people's well-being by collaborating with and through groups of individuals that have a geographical connection, a common interest, or are in similar situations. Businesses and their employees benefit from engagement in the community because it enables them to aid the general public via money raising, volunteerism, economic development, community education, and direct support (Witton and Paisi, 2022). Numerous organisations are committed to community participation, and they must encourage their employees to give their time to help the community and vulnerable populations. Profitable businesses should strive to maximise profits, but they should also make an effort to give back to their communities and society (Morse, 2018). The purpose of this study is to discuss the previously employed strategies of M&S for community engagement and its social ramifications and compare this with a new project of community engagement that it can employ to effectively engage in a community engagement program. 
Marks & Spencer is headquartered in the United Kingdom and is the country's charitable organisation dedicated to aiding everyone in making the most of their later years, and the parties are accountable to M&S (Frank and Sieh, 2016). This report will detail M&S's community participation initiatives that it has been employing, as well as how employees strive to be better versions of themselves in order to assist others in need for community engagement. Additionally, it provides a reflection on both projects (i.e., the previous strategies of M&S and the new strategies that it can employ) to effectively engage in the community tenement program (Henderson et al., 2020). 
[bookmark: _Toc100053197]Different Approaches to Community Engagement Project by M&S:
Participating in the community enables organisations like M&S to strive for the betterment of society's citizens. Individuals are an organisation's core customers, and they must be aided for the greater good of humanity. As a consequence, many small and major businesses donate money to charity and make donations to help those in need and address complex social concerns. Numerous municipalities have difficulties in a range of fields. Many people are living in poverty as a result of the current pandemic crisis, have lost their jobs, and are striving to live and support others. Seniors without a means of income must rely on others during times of hardship, and the pandemic affects everyone (Harden et al., 2016). Therefore, charitable organisations like M&S work in partnership with communities to generate funds for those in need of health care, counselling, clothing, food, and housing (Moser and Pike, 2015). This adds to better communal equality between the wealthy and the impoverished. Without community involvement, a country's direction may be lost, and it may suffer a succession of crises that are detrimental to society and its residents. Seniors suffer because they have no one to turn to for aid or companionship after retirement, which is when community participation may be beneficial (Chilisa et al., 2017). 
The M&S best practices have enabled the organisation to cooperate with partners such as local governments that support communities in achieving quantitative and positive change. Marks & Spencer has invested heavily in community change to help 1,000 communities and 10 million people live better, healthier lives, as well as to transform the firm into a thriving business (Kumar and Kumar, 2020). On ‘Make it Matter Day’, Marks & Spencer launched a community change campaign to promote social prosperity, urging the UK to make educated choices in all areas of life. The business explored a variety of innovative ways in ten towns over a two-year period to solve the community's most pressing issues or difficulties, including skills shortages, unemployment, poverty, mental health, loneliness, well-being (Mtawa et al., 2016). 
[bookmark: _Toc100053198]Strategies for Stakeholders’ Participation:
Long-term development will differ according to the aims and stakeholders of each project. Strategic managers must also solicit feedback from project stakeholders to guarantee the success of any plan. Due to the fact that diverse stakeholders invest varying amounts of money in strategy development and implementation, their ability to influence progress varies, proving that a project cannot exist without stakeholders (O’Mara-Eves et al., 2015). 
Previously, the organisation has been at the frontline of a movement that has transformed society and profitable careers while also contributing significantly to communities and consumers living healthy and happy lives. Such tactics allow M&S's stakeholders, most notably investors and workers, to see accumulating evidence that the community needs aid from social service programmes in order to impact good change via its massive retail network in the United Kingdom. As a result, M&S's stakeholders are ecstatic because the firm has recognised community needs such as social inclusion, access to marketable skills, and mental health help, and they play a significant part in positively impacting people's lives (Mtawa et al., 2016). The organisation began by serving ten towns in order to learn, adapt, and build an agile approach that would allow it to serve thousands of more communities by 2025. Bradford, Newham, Liverpool, Birmingham, Glasgow, Derry Londonderry, Middlesbrough, Rochdale, Norwich, and Merthyr Tydfil have all become established Marks & Spencer communities. The company conducts research in each of these communities on programmes designed with the primary goal of improving the well-being of citizens and communities through Social Innovation Partnerships in order to track and gauge citizens' attitudes toward their community - their optimism and sense of belonging (O’Mara-Eves et al., 2015). 
In previous projects for Community engagement, the company has upped its marketing efforts on social media platforms such as Facebook, Instagram, and Twitter. E-Clincher assisted the firm in managing its social media accounts during a digital marketing crisis. The marketing department of Marks & Spencer is targeted at young people who face considerable barriers as a result of a lack of skills and unemployment, which exacerbates mental health and wellness problems (Frank and Sieh, 2016). M&S relies heavily on Instagram to sell its products and services online, believing that today's youth prefer Instagram over Facebook and Twitter. As a result, significant resources are invested in Instagram TV marketing. The majority of these social media platforms provide data analytics capabilities, which enable M&S to track the conception, performance, and engagement of advertising campaigns (Aitken et al., 2016). 
At the moment, there is no systematic approach to classify various social networking programmes. Each day, new websites emerge in cyberspace, and any categorisation system must account for these new uses. This indicates how social media platforms contribute to the M&S project's success by encouraging workers to utilise their interpersonal skills, which fosters effective communication and collaboration, as well as a pleasant work atmosphere. This demonstrates how collaborative efforts, via their collaborative component, inspire young people to participate in their communities. Because M&S's ultimate goal is to develop strong customer connections, interacting with them is vital, and collaborating requires online networking (Harden et al., 2016).
Moreover, for the new project of M&S Community engagement, I will utilise social media, which will be helpful since it is a subset of computer technology that allows users to exchange ideas, views, and information via the creation of virtual networks and communities. Due to the increasing dependence on the internet and online-based platforms, social media websites and apps are often used for company marketing and promotion. M&S can use social media platforms to be successful in their community participation (Chilisa et al., 2017). M&S can use its social media channels and website to urge people to donate and assist in the collection of cash, as well as recruit volunteers and develop corporate partnerships in order to assist older peoples who have no one to turn to when they retire. This is shown on Facebook, YouTube, and other social media sites (Kumar and Kumar, 2020). 
LinkedIn and Google may be used by M&S to assess a community participation effort's efficacy. M&S may use social media to generate money and seek donations for the benefit of a community in need by reaching out to worldwide customers and generating positive word of mouth. As a non-profit organisation, M&S may seek charitable donations and post them on its website and Facebook page, where a huge number of individuals may access the information and contribute to society's growth. Employees must be able to utilise social media successfully, and the content shared on social media platforms must be interesting and unique (Moser and Pike, 2015). Moreover, I will efficiently employ some creativity and professional abilities that are necessary to create innovative material that will capture the public's attention and contribute to the campaign's success. 
[bookmark: _Toc100053199]M&S Collaboration: 
In the previous project of M&S, the Royal British Legion is at the epicentre of a nationwide network that serves members of our Armed Forces. For over a century, they have aided current and former military people, as well as their families. Since 2012, M&S has sold The Poppy Collection (mostly a line of Poppy jewellery), with 100% of proceeds benefiting charity, emphasising the importance of collaboration for the greater good of the community (Ojha et al., 2016). M&S has already collected over £9 million for charity via Sparks and other fundraising events. These contributions enable the Royal British Legion to provide services such as Admiral Nurses, who provide care to members of the Armed Forces community who suffer from dementia and their families. Additionally, M&S encourages volunteers from the Royal British Legion to sell paper poppies in their stores on Remembrance Day (Mtawa et al., 2016). 
In the new projects for an effective community engagement program, I will utilise an online engagement tool for M&S that may significantly increase the efficacy of M&S’s consultation and the project's success. Online interaction software can enable a diverse range of informative and collaborative features, as well as rigorous security and reporting. The unique feature of Engagement Hub is that it features a full stakeholder relationship management system that allows M&S to track and record all of M&S’s offline activities in one location while also giving current statistics on its overall engagement strategy. Along with internet platforms, banners and other kinds of signage will be necessary. Signage is a very powerful marketing tool that is sometimes overlooked (O’Mara-Eves et al., 2015). 
[bookmark: _Toc100053200]Communication Strategy: 
Previously, there was no systematic approach to classifying various social networking programmes. Each day, new websites emerge in cyberspace, and any categorisation system must account for these new uses. This indicates how social media platforms contribute to the M&S project's success by encouraging workers to utilise their interpersonal skills, which fosters effective communication and collaboration, as well as a pleasant work atmosphere. This demonstrates how collaborative efforts, via their collaborative component, inspire young people to participate in their communities. Because M&S's ultimate goal is to develop strong customer connections, interacting with them is vital, and collaborating requires online networking (Moser and Pike, 2015). 
Moreover, for this project, I will encourage M&S professionals and volunteers to use effective communication skills in order to communicate with senior citizens during times of crisis. Strong hearing and speaking ability in a range of languages, as well as interpersonal skills such as body language, facial expression, and enthusiasm while talking with others, are essential (Frank and Sieh, 2016). 
[bookmark: _Toc100053201]Inclusions in Community Engagement:
Previously, M&S addressed community participation from an inclusive perspective, determining our long-term goals and recognising that the project's success requires a shared sense of responsibility among community members. In certain cases, you may prefer to build a broad, far-reaching inclusion initiative; in others, you may choose to focus only on a specific issue, such as migrant integration or disability equality (Harden et al., 2016). 
Rather than dismissing groups as "impossible to reach" due to a lack of time, money, or other resources, I will, for this object, consider the following: "Why do we have such difficulty hearing particular groups?" This strategy may aid you in planning more effectively and properly allocating resources from the start, so facilitating the creation of an inclusive process (Moser and Pike, 2015). 
[bookmark: _Toc100053202]Conclusion: 
Engagement with the community is necessary for an organisation to contribute to society, recognise social issues, and cooperate to address them. While no one individual can help an entire community, a worldwide network of individuals may aid bigger populations and address social challenges during times of crisis. While engaging in community participation, a variety of external factors and obstructions must be addressed. M&S stakeholders should be happy that their charitable contributions and social contributions have been made public, as this will encourage more volunteers to serve in the community and participate in community engagement programmes. Finally, it can be concluded that M&S's previous project and strategies for community engagement have been very effective, although, with the changing pace of time, it needs to employ the above-suggested strategies that I feel are most appropriate for the M&S community engagement program.  
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