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[bookmark: _Toc106599486][bookmark: _Toc107183483]Introduction
Community engagement is quickly becoming the most topical debate in today's culture. The expectations of society are constantly high, and communities have a responsibility to make sure that issues that might have an impact on society as a whole are solved. Both internal and external causes can be considered contributors to the issues that need to be solved (Bhinekawati, 2018). Accepting responsibility for the societal group, whether it be evaluating the relevant variables, keeping the community participation standard and principle intact, or performing any other kind of obligation, moves the nation closer to achieving its goals. In this study, both initiatives will be evaluated, as well as appropriate community planning, the engagement of stakeholders, the effect, as well as the advantages.













[bookmark: _Toc107183484]Community engagement program
Fujitsu's overarching mission is to improve people's confidence in society and the planet by developing cutting-edge technology. Fujitsu is assisting in the transformation of service delivery used by central and municipal governments, with the goals of increasing efficiency and modernising methods of working. Fujitsu makes a major contribution to the economy of the United Kingdom by assisting thousands of small businesses and training hundreds of young people (Edmondson, 2016). This helps to create jobs and keeps the economy growing. Fujitsu is dedicated to tackling social concerns on a regional as well as a worldwide level. The company will use its core capabilities to ensure that people are thriving and benefiting from technology in order to fulfil this commitment. 
[bookmark: _Toc107183485]Principles
[bookmark: _Toc107183486]Social responsibility: Fujitsu places a premium on being socially responsible. It implies more than only generating exceptional outcomes for the benefit of their consumers. It includes taking care of and showing respect for the individuals who work for and supply the company, as well as providing assistance to the larger communities in which the company is active. It is authentic and has been going on for a very long time, and their practise has been acknowledged and praised by the outside world in a great deal of standards and indexes.
[bookmark: _Toc107183487]Planning: The Fujitsu Group has collaborated with the local communities that help compensate every area in Japan and the rest of the world in pursue initiatives that are unique to each location. These collaborations have taken place with the goal of improving the local environment. These nearby areas are seen by the corporation as being some of its most major stakeholders. Fujitsu strives to increase their activities in Japan and overseas in a much more integrated manner and provides the trust those who have constructed in regions up to this moment and elevate it to a worldwide scale in order to fulfil the goals that were newly established in 2020. This will allow Fujitsu to achieve the goals that were initially created in 2020 (Niwa, 2019). This will make it possible for Fujitsu to accomplish the goal that was set in 2020 and is brand new. Fujitsu focuses on producing incremental benefits by focusing on regions in which they can maximise their current business functionality in order to overcome the challenges that are presently being encountered by society. In doing so, the company hopes to address the problems that are presently being experienced by society.
[bookmark: _Toc107183488]Partnership: Every two years, employees at Fujitsu have the opportunity to vote for the charity that they believe should be the company's charitable partner. Employees place a special focus on organizations for whom their technology expertise might prove to be a game-changer. As part of the integrated strategy that they have developed for the next two years, we set crystal-clear goals for each of the relationships that they are involved in. This entails modifying the user platform of the organization or the customers of the organization by using a co-creating endeavor in order to generate essential money for the organization while also changing the user platform.
[bookmark: _Toc107183489]Demographic diversity: There have been several instances in which employees have been subjected to discrimination in the workplace; as a result, employers have been subjected to reaction, and individuals have voiced their worry about this issue. The government has implemented stringent safeguards and rules in needed to shield the workforce. The management of the organization recognizes the value of diversity in the workforce and has implemented procedures to promote equality in that setting (Sebastian, 2019). Consequently, the amount of work that gets done will suffer. This challenge is more important than it has ever been before because of variations in gender, religion, ethnicity, and other categories. Both private companies and the government are providing financial assistance to non-profit groups whose missions include combating prejudice and fostering personal growth in their members.
[bookmark: _Toc107183490]Participatory engagement: Engagement with the community is not complete without quality and participation. The primary benefit is lost if the community outreach effort does not include the involvement of various stakeholders. The quality has to be guaranteed as well, or else the issue that was fixed will come up again, and we won't have accomplished what we set out to do. The issue of social deprivation was brought to light via the use of social media, which resulted in the widest possible dissemination of information across a variety of media platforms. This social right deprivation included denying elderly people access to medical care (Casapulla, 2017).
[bookmark: _Toc107183491]Stakeholder’s participation and impact
A stakeholder is the community as a whole, including foundations, enterprises, organisations, and people. When stakeholders are involved, it is possible to generate funds more effectively, and the impact and participation of each person may have a significant impact. When the size of a community increases, the likelihood that a debate will be effective or that human perspectives will be recognised likewise increases (Akland, 2018). Important individuals are also contributing to this problem, and as the community increases, so are the chances that influential individuals will be acknowledged. In contrast, once the issue is resolved or the problem is resolved, the community will be eliminated. The majority of the population participates through using social media, staging rallies, posting pieces in papers and other publications, etc.
The general populous also engages by donating and earning money. The same holds true for purchasers; when a problem is addressed and an acceptable solution is supplied, entrepreneurs are more prepared to donate to the greater good of society. In addition, it provides a sense of personal freedom to the individual. The distribution of finances and supply of financial help will comprise a large portion of the resolution to the social issue (Brav, 2022). In order to solve the issues, firms, organisations, and the government donate funding to foundations. Participation is thus really important. Whether it's for banks, retail chains, producers, utility companies, or the government, Fujitsu is proud to provide the behind-the-scenes new tech that you use often; maintaining many of the critical systems that enable individuals to monitor their financial affairs, shop in-store or online, ingest power, and utilise public services. Fujitsu collaborates with a few of the region's biggest and most prestigious enterprises and organisations, along with the Ministry of Defense, the Environment Agency, Centrica, Natwest, and Network Rail.
[bookmark: _Toc107183492]Stakeholder engagement strategies
Stakeholder relationship management consists of a collection of activities used in the business environment to develop and maintain a solid and functioning connection with a broad variety of stakeholders. It is best characterised as a process that creates mutually advantageous relationships. Internal and external stakeholders are the two primary categories of stakeholders that may be recognised from an organisational standpoint. Internal stakeholders are described as a group of persons who demonstrate a direct participation with the firm as well as impact and are influenced by the organisation as a whole. Examples of internal stakeholders include employees, executives, owners, and other similar people. On the other hand, the external stakeholders are entities that exist outside of the company and are influenced by the result of the business (Wykes, 2021). Examples of external stakeholders include the government, financiers, investors, customers, and vendors. One of the most important aspects of project management is ensuring that all relevant parties are involved and properly managed. When it comes to the many stages that make up an ongoing programme for stakeholder engagement, social media may be a very effective instrument. As a tool for marketing, managing customer service, communicating with staff, and other purposes, social media is becoming more important to many different types of businesses. New study has shown, though, that corporations are still having trouble finding an efficient method to proactively manage social media and communicate with a variety of stakeholders. As a direct consequence of this, an effective approach is required.
[bookmark: _Toc107183493]Social media: The potential of social media should be taken into consideration when a business is preparing their communication for this year and beyond, regardless of whether or not the organisation has previously used social media or what industry it operates in (Xu, 2019). There are many influential individuals and many influencers in social media, and this will enable the community that is centred on the particular topic to expand rapidly provided replies are dynamic and swift. In most cases, significant issues concerning rights, prejudice, or the environment are appropriately addressed, and replies are collected at the same time as the group expands rapidly.
[bookmark: _Toc107183494]Digital advertisement: The use of digital advertising is another effective method for grabbing the audience's attention. The more people who make their views known, the more the society will develop. When there are sufficient numbers of people in the community, the issue will be rapidly handled. Because the wider populace, investors, and politicians often interact in digital technology, digital advertisements are an effective approach to connect with them (De Luca, 2022).
[bookmark: _Toc107183495]Dialogue mechanism: Before delving headfirst into the world of social media, businesses should have some experience with both well-established and up-and-coming platforms, such as Facebook and Instagram. Before attempting to handle queries that are directed at them, they should first join as users and observe how correlations exist, therefore understanding the "language" of the targeted platforms.
[bookmark: _Toc107183496]Forward approach
The stakeholder power-interest grid is a well-known stakeholder assessment and systematic method that may be used to determine how to interact effectively with stakeholders. The practitioner of community outreach may design a comprehensive stakeholder communication strategy to establish a process that will guarantee a stronger connection and interaction with the organization's main stakeholders. Both internal and external forces have a significant influence in community participation (Noland, 2017). Age, gender, youth involvement, ownership, and influence are key internal elements that affect the likelihood that voices will be heard. Educating the community is crucial because of these aspects. It is crucial to determine the existence and magnitude of a problem because it affects how policymakers resolve the issue. When influence, ownership, and youth are present, significance, seriousness, and financial backings appear more quickly than when ordinary individuals are there. Community participation is strongly influenced by external elements such as socio - cultural values, such as family, international trend, closeness with a government organisation or corporate organisation, and so on. Because the well-being is the primary objective, support for just any idea or any group will not be gained. There is an effect caused by things like safety, logistic, the objectives, and the intended result. The community should take a more forward-looking approach by devising a plan, having clear objectives, participating in social media in an effective manner, and further making plans for the well-being of the upcoming generation in order to ensure that the wellbeing of the next generation is not jeopardised (Kujala, 2022). Any plan, set of regulations, or declaration aimed towards gaining that right is a step in the correct direction, which is to the whole society's benefit.
[bookmark: _Toc107183497]Conclusion
Integration and diversity may provide several benefits to society. Intercultural asserts that the incorporation of other cultures may improve the country. Diverse cultures and communities coexisting in order to eliminate all forms of prejudice, acquire respect, and be valued are receiving considerable attention. Members of the community has to be informed and obligations, as well as external issues such as protection, logistics, good results, their intended future, and the setting. The issue or the community's context may not be acceptable if they are not handled appropriately. Involvement of stakeholders, social media's precise and clear representation of the issue upon which the community is formed, and governments as well as regulators play a crucial role in problem resolution.
[bookmark: _Toc107183498]

References
Brav, A., Cain, M. and Zytnick, J., 2022. Retail shareholder participation in the proxy process: Monitoring, engagement, and voting. Journal of Financial Economics, 144(2), pp.492-522.
Akland, G., 2018. Community Engagement principles. Journal of Community Engagement and Scholarship, 4(1).
Casapulla, S. and Hess, M.E., 2017. Engagement education: A model of community-youth engagement in rural Appalachia. Journal of Community Engagement and Scholarship, 9(2), p.5.
Sebastian, A., 2019. Community engagement resources. 18th ed. TREED.
Bhinekawati, R., 2018. A model of a large company’s CSR and transformational community engagement for SME development. ASEAN Journal of Community Engagement, 2(2), pp.200-220.
Edmondson, A.C. and Harvey, J.F., 2016. Open innovation at Fujitsu (A). Harvard Business School Case, (616-034).
Niwa, K., 2019. Fujitsu activities for green logistics. Fujitsu scientific & technical journal, 45(1).
Xu, W. and Saxton, G.D., 2019. Does stakeholder engagement pay off on social media? A social capital perspective. Nonprofit and Voluntary Sector Quarterly, 48(1), pp.28-49.
De Luca, F., Iaia, L., Mehmood, A. and Vrontis, D., 2022. Can social media improve stakeholder engagement and communication of Sustainable Development Goals? A cross-country analysis. Technological Forecasting and Social Change, 177, p.121525.
Noland, J. and Phillips, R., 2017. Stakeholder engagement, discourse ethics and strategic management. International Journal of Management Reviews, 12(1), pp.39-49.
Kujala, J., Sachs, S., Leinonen, H., Heikkinen, A. and Laude, D., 2022. Stakeholder engagement: Past, present, and future. Business & Society, p.00076503211066595.
Wykes, L., 2021. Community engagement stakeholder participation. [online] Psrc.org. Available
1

image1.png
Prifysgol Cymru

Y Drindod Dewi Sant
University of Wales
Trinity Saint David




