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Abstract  

This report examines different perspectives related to community engagement, together with its benefits and challenges and examples of how different institutions are using different means to have community engaging in humanitarian projects, donations campaigns, etc.
Furthermore, the report explores the challenges communities have when engaging with stakeholders and what means can be used in order to ensure effective communication at all times. 



Introduction

The aim of this report is to inform about the importance of community engagement. The first part describes the concept of community engagement, how is impacting people and their lives and how you can ask people to take part to a community project without using social media but physical means, such as the blue coin token that Tesco offers to its shoppers and with which people can choose what project want to support. The second part of the report will discuss the positive effects, taking part to community project can have on individuals or a whole community and how the use of social media can mediate conversations easily between people belonging to different communities, but which are united by a common goal. 
The third part will explain how a lack of organizational skills, communication and disengagement can remove people’s interest and have engagement of communities failing. The fourth part of the report will explain brief history of how UNICEF is using favourably the biggest social media platform (Facebook) to raise awareness over the humanitarian projects happening around the world, and how through the means of communication and visual storytelling they aim to raise donations, ask for human implication or just asking the platform users to share posts in order to extend awareness and help engage with a wider public. 


1. COMMUNITY ENGAGEMENT

The concept of community engagement can be explained as the collaboration and relationship built between organizations and institutions with their community that’s formed of local states, regional or national states and even global states. This collaboration is of a mutual benefit, where goods, resources, knowledge are being exchanged through partnership and reciprocity. (Allen et all., 2019)
Community engagement is a process that sometimes could last a while until the mutual purpose is fulfilled but, in the process, we encounter the benefits of engaging, of communicating efficiently and helping projects to successfully come to an end with the desired result accomplished. (Aslin et all., 2004).
Moreover, community engagement is not only a together effort to reach a purpose, but communities coming together to be part of processes where decisions that influence them are being taken and could influence the community’s wellbeing. 
Usually, a community is formed of people living in a specific location and as well we can define a community as a group of people united together by the same purpose or goal who do not share the same close space and could be spread in the whole world. (McCabe et. all., 2006).
Engagement is the way to capture people’s attention where their efforts and dedication is directed towards a certain matter; Generally speaking, people engaged in a common project are usually driven by maybe the results obtained, the process itself and its stages, the opportunity to socialize or being part of a change. (Aslin et all., 2004).

For example, each Tesco shopper receives 1 blue token coin after paying for their groceries, this token can be used to support one community project. These community projects can vary from charities to town councils or even schools. (Tesco, 2022)


INFORM

To have people actively engaging in a project, they need to be informed of the fact that the project is taking place, what is the purpose of it and offer enough information that would help make everyone aware of the reason behind it. This could be done through reports, websites, newsletter, social media, shop displays, etc. (West Lothian, 2022).
Tesco makes shoppers aware, on a big board, by the exit doors of the shop, that three community projects are being shortlisted for funding, and everyone is welcomed to join and help. The project that has most votes will receive a Tesco grant of £1,500.00, the second one £1,000.00 and the third-place project will receive £500,00. (Tesco, 2022)

CONSULT

Once people have heard of the community project that is taking place, it’s important to collect feedback and opinions with regards to the matter, this way people can have a say or even share ideas that would enrich the project. This kind of information can be collected through surveys, public meetings, consultations, etc. (West Lothian, 2022).
Shoppers are asked directly on Tesco’s website what project should be displayed in the shop and through an online short survey, anyone can choose their proffered project.  (Tesco, 2022)

INVOLVE

At this point people can become even more implicated into the project, they need reassuring from the stakeholders to ensure that the existing aspirations and concerns are part of the decision making and any concerns are known. People can be involved through the help of workshops, community events, public discussions. (West Lothian, 2022).
Through a displayed announcement, Tesco shoppers are informed of how everyone can help the project, that there is available funding on behalf of the shop for the community’s favourite project. Moreover, the shopper itself is invited to apply for a Tesco grant especially if having in mind a project that would benefit the community. Applications can be submitted online directly on the shop’s website. (Tesco, 2022)

COLLABORATE

The community should now be fully involved in the decision making and informed of the available resources for the chosen project. (West Lothian, 2022).
Once Tesco knows the short list of projects developing, these can be exhibited in the shop and customers can be asked for suggestions or any ideas that would help the project develop better. (Tesco, 2022)


EMPOWER

Empowering people of the final decision would help the community even more engaged, sharing a sense of togetherness and commitment. People can be invited to reach a final decision either by voting or participatory decision making. (West Lothian, 2022).
At this point, all customers can use their blue coin tokens to vote for the community project that they want to take place. Is vital to know that the chosen project will be fully funded by Tesco and its partners. (Tesco, 2022)





2. BENEFITS OF COMMUNITY ENGAGEMENT

Depending on the nature of the project people are working together for, the benefits of community engagement vary a lot; for example, a small community in a town or neighbourhood by engaging efficiently with their neighbours and stakeholders can see improvements in their wellbeing and develop an increased level of satisfaction and purpose. Moreover, the community can develop a sense of ownership that would further develop the feeling of civic pride where people can feel included, needed, seen, making them more likely to actively engage in projects regarding their neighbourhood, town, community, etc. 
Furthermore, this practice can shed light on matters that are not discussed or do not receive enough attention, through communication and ideas exchange. As well, the participants can become more open to suggestions and ideas from the stakeholders, sharing knowledge with one another, developing a sense of social inclusivity, sharing mutual goals, planning, and engaging by putting efforts into processes that would lead to success. (West Lothian, 2022).


3. CHALLENGES OF COMMUNITY ENGAGEMENT

Just as the benefits, the challenges are many and they can vary a lot; these challenges can be linked to community programs that are not having enough resources, lack of feedback on behalf of the community, confusion, community resistance and objectives that are short-termed. Moreover, lack of trust, past failed projects, limited interaction between the stakeholders and the community can impact a project that says to be dedicated to a community with the purpose of engaging in meeting a common goal. (McCabe et. all., 2006).



4. COMMUNITY ENGAGEMENT THROUGH FACEBOOK 

Nowadays communication is easy, accessible and through an internet connection, everyone can chat to everyone and share the most mundane or exciting part of their day within seconds, together with ideas, concerns, etc. Facebook is one of the largest social media platforms reaching a whooping 2.9 billion; UNICEF was the first website to be linked to a Facebook profile and where it counts 29 million followers. 
In a 2013 study case, UNICEF has been describing how non-profit organisations were using social media such as Facebook, to gain different sort of resources for their missions. Moreover, UNICEF itself was sharing how they were meeting their goal of gaining donors, awareness, and participation through the help of Facebook, by the means of engaging with the online community, through effective communication, campaigns, etc. 
UNICEF reached the online community through the means of visual storytelling, continuous engagement such as answering questions, replying to comments, to private messages, using hashtags and key words, reposting users concerns or statements, keeping up to date with the subjects discussed on the posts and continuous calls for action and implication. 
The organization had some “loud” and spoken posts that would gain thousands of likes and shares between users that would actively engage in conversations, ask for means of donation, offer their help, tag other users into the posts to raise awareness. 
UNICEF has been very consistent in its use of social media platforms, always staying up to date, being friendly and using transparency to promote their organization. (Swartwood, 2013)




5. COMMUNITY ENGAGEMENT THROUGH GOFOUNDME

Almost everyone has seen at least once on the Facebook feed page a campaign asking for donation for a sensitive cause or for someone that was fighting an illness. Gofundme is a mix between a website and a social media platform where anyone can raise money through the help of their social media followers, friends, colleagues, community, etc. The page is helping users to not have to brainstorm ideas for a fundraising and they do everything on the user’s behalf; once the website accessed, a green button on which is written “start a community fundraiser” is ready to take the user in need through the whole process of creating a campaign. The advice of Gofundme is to create a story that would match an array of citizens, stakeholders, communities, friends, colleagues that could donate to the fundraiser. Moreover, users are invited to create live events where people can come and help directly, this could be done through arranging a garage sale, a car wash, or a dinner. 
The social media platform is advising “gofunders” to invite local businesses for donations, through the means of matching, where, for example, for each $1, another $1 is given. Furthermore, fundraisers are advised to share their campaign online where they have the biggest changes of receiving donations. Till now, Gofund me has successfully raised over $9 billion dollars from over 120 million donations from 19 participant countries. (Gofundme, 2022).


CONCLUSION 

From this report we can gather that community engagement is beneficial for people, for sharing ideas, resources, for meeting a common goal. One of the most efficient ways of having people engaging is through the means of social media; this tool is widely used in order to bring awareness with regards to a delicate matter or just to invite people to take part to a project that would benefit their lifestyle. 
Social media is such an accessible tool that can help any campaigner have people engaging and helping to in order to meet a common goal, this is the case with using a Gofundme page that is being used for raising money for people in need, sick people or just people with unfortunate situation. 
Moreover, UNICEF is a prime example of how using a huge social media platform such as Facebook can help bring awareness over sensitive matters that otherwise would be difficult to share with such a large public. 
On the other hand, there is Tesco’s example where engaging a local community into a project can be done through the means of a large, busy, and familiar shop rather than online platforms. This way, the campaign can reach people from different walks of life and different ages. There are many benefits to having a community of people actively working on the same purpose and with the same goal in mind, but there are also challenges that could be related to poor information, limited resources, community disengagement due to lack of information and short-term objectives. 
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