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[bookmark: _Toc80026117]Introduction 
The prime goal of the community standard has always been to give people a voice and to create a place for expression. Similarly, most people consider community-based help to resolve their issues. One of the issues is the lack of funds for the treatment of cervical cancer. This issue is alarming because most of the women in the UK are unable to recognize the symptoms which lead to a severe stage of cancer. Furthermore, the high cost of treatment is the other hurdle in the way of treatment which correspondingly increases the chances of mortality. Although, there are many organizations and institutes are running to work on this issue, yet more work in this regard. This report will identify the program which will be performed to sort out the issue, also community engagement principles will be studied. Furthermore, this report will identify the relationship between stakeholders and strategies respectively. This report aims to cover how to overcome the issue by implementing a community-based strategy. 
[bookmark: _Toc80026118]Discussion 
The organization which is currently working on cervical cancer is “Jo’s Cervical Cancer Trust”. It is the leading trust in the UK. The program which this charitable trust is focusing on is to promote change that can be beneficial for the people (Cancer Research UK, 2019). According to the research of Dean (2013), there are other programs as well which are working to eliminate the causes of mortalities against cervical cancer, for instance, Cancer Research UK. This project aims to accumulate funds from its causes to treatment and prevention. Therefore, Cancer Research UK collaborates with Jo's Cervical Cancer Trust to execute integrated operations such as when funds are required by Jo’s Cervical Cancer Trust, it engages with Cancer Research UK and other respective trusts to program (Day, 2006). 
The community standards focus on a variety of settings, for instance creating awareness regarding the issue, providing recommendations for self-care to maintain the condition, and treatment (Dean, 2013). The research of Dream Challenges (2019) says that the core principles of community engagement promoting sustained engagement and participatory culture, impact and action, transparency and trust, openness and learning, collaboration and shared purpose, inclusion and demographic diversity, and careful planning and preparation. However, the research of Dean (2013), says that community engagement principles of charity-based organizations are self-determination, participation, empowerment, justice, and fairness when it comes to executing operations. Additionally, the research of Dream Challenges (2019) says that charity-based organizations in the UK have to follow the community standards to be lawful. In this regard, Jo’s Cervical Cancer Trust project has to focus on breach of duty, negligence, discrimination act, privacy protection act, equality act, and contract act. However, standards say that contribution of the charity must comply with the applicable laws, be accurate, and be genuinely held (Dean, 2013). Whereas, the charity project must promote violence, sexually explicit material, contain any material which is defamatory of any person, promotion of discrimination, be likely to deceive a person, and promote illegal activity (Miles, 2019). Additionally, the participation of stakeholders can be beneficial in many ways such as it can increase accountability, risk can be managed, the cost can be saved, decisions can be made effectively, trust can be created, and education about the certain issue can be created in participants (Teoh, et al., 2018). 
The research of Dream Challenges (2019) says that usually, charity organizations emphasize establishing a relationship with the stakeholder to achieve the objective of the charity organization. Similarly, if the charity project of Jo’s Cervical Cancer Trust is observed, it also emphasizes establishing the relationship with the stakeholders, and for the engagement, it uses social media platforms such as Facebook, Twitter, YouTube, Instagram. Additionally, the official website of the charity trust helps the stakeholders to get proper guidance regarding the operations. The online presence of the charity organization helps the people to be in touch with them more easily. Similarly, the research of Dean (2013), says that people use the official website of the trust when they want to engage with the personnel, such as to give charity or to ask for financial support. However, the research of Peter (2015) says that in the UK, people like to use Facebook more as compared to other social media platforms. Additionally, it is easy for the trust to promote the campaign on Facebook by targeting a specific audience. Whereas workshops, tradeshow, and public relations are the other ways to promote the cause, whereas, the digital medium is far more impactful and beneficial with respect to cost-effectiveness and time efficiency (Teoh, et al., 2018).  
The research of Miles (2019) says that social media platforms are beneficial because it allows telling people regarding their experiences and story. Moreover, many relationship strategies can be built by using social media such as by making a group and provide clear information regarding the charity project, also providing clear scope regarding the project. Furthermore, it is required to gain the trust of stakeholders right from starting so that a positive relationship can be maintained (McMunn, 2020). The responses and concerns of the stakeholders can be analyzed by using data management. It will help the policymakers to make the best and effective decisions for the stakeholders. The other strategy which can be used for maintaining a positive relationship with the stakeholder is staying consistent with the messaging and engaging them from time to time (Teoh, et al., 2018). The consistent engagement can be carried out by going live on the social media platforms, taking calls from the stakeholders, solving quires and questions of the stakeholders in the live call, etc (Hall, et al., 2013).  The research of Miles (2019) says that currently, Jo’s Cervical Cancer Trust is using many social media-based strategies for maintaining a positive relationship with the stakeholders. 
The research of McMunn (2020) says that to maintain the relationship with the stakeholders, non-profitable organizations must use social media. Also, to reach a larger audience in a cost-effective way, social media is used. Similarly, to increase brand awareness, 9000 non-profitable organizations are using Facebook and they believe that it is a primary source of the network. Facebook is used to capture the right people who are into charity-based operation (Hall, et al., 2013). However, the research of McMunn (2020) says that in the UK, Twitter is the second most-used platform. Stakeholders believe that Twitter is a platform where final notifications or decision regarding the project is posted. On the other hand, stakeholders can go for Instagram, Pinterest, and YouTube when they want to explore more about the charity-based project by the trust. Moreover, for being part of such charity trust, potential social workers go to LinkedIn (McMunn, 2020). The research of Miles (2019) says that to keep the stakeholders engaged, social media trends should also be focused on by respective marketers. The research article of Dream Challenges (2019) says that 39.5% of the people donate charity against Facebook marketing. Moreover, digital communication by using videos, etc. engages the audience (Hall, et al., 2013). To create awareness about the organization and the cause (cervical cancer), social media influencers are hired by the organization so that the information can be reached to a larger audience. More specifically, the social media influencers can be VIPs, professionals, and citizens who can spread awareness about the organization and cause (Dream challenges, 2019).
The research of McMunn (2020) says that interpersonal skills are tactics and behavior a person uses in interacting with others. Moreover, interpersonal skill is the ability in working with others. Similarly, to promote the cause and accumulate charity, effective communication and listening skills are required (Hardill & Baines, 2010). Additionally, to effectively execute work, social media influencers must know what body language to use and how to deal with the situation with confidence. The other interpersonal skills which are required to promote charitable organization theory social media is relationship management, positive attitude communication skill, receptiveness to feedback, critical thinking and problem-solving, and persuasive skills (Gilchrist & Taylor, 2009). To influence the people more, intercultural communication, organizational communication, mass communication, public communication, small group communication, and dyadic communication are used in general (Rochester, et al., 2010). Therefore, social media influencers must have interpersonal skills so that most people get aware of the cause. To effectively influencing people, they must know how funds can be collected with the help of persuasive and excellent communication skills. Apart from effective interpersonal skills, social media marketers and hired social media influencers should know how to influence people by using creativity. Apart from the required skills, social media marketers should focus on strategies such as using brand advocate, jazzing up a profile with diverse content strategy, creating a community for the audience, creating a content marketing strategy, creating an efficient content marketing strategy, creating a personalized experience for customers and start using Chabot as an outreach to support the project (Hardill & Baines, 2010). 
Community participation can be performed in many ways. Face-to-face collaboration is the most common avenue to promote community participation (Quilliam, 2012). Whereas, to attract a mass audience, digital marketing is selected. Additionally, for the accumulation of the charity, respective social media influencer who has knowledge regarding cervical cancer will be conducted. Moreover, the influencer must have excellent communication skills, whereas creativity can be shown by sharing real-life cases and their success by prior charity programs which were carried out through social media. Additionally, in that live chat, doctors will also be placed in order to create awareness in people regarding symptoms of cervical cancer. Moreover, the other reason to focus on this strategy is that people do not like to talk about this topic because it is considered taboo to be discussed which is why females are reluctant to consult doctors which consequently directs them to severe stages of cancer. The education regarding cervical cancer on digital platforms can be beneficial, and along with charity purposes, the influencer has to be more creative and influential so that positive results can be generated. Additionally, persuasion for community participation via video calls can be successfully performed if social media influencers focus on multi-cultural and socio-cultural participation. The socio-cultural integration can be performed when a cohort of patients, charity givers, and other respective stakeholders come under one roof (live session/ call). The marketing strategy can be successful when not only healthcare providers guide people about issues, but influencer also has socio-cultural integration skill to work with them. Moreover, multiculturalism and socio-cultural integration are the two main areas in which a social influencer has to ensure that promotional strategies for accumulating funds are executing on the basis of them. 
To educate the community members, it will be significant to focus on internal and external factors. The internal factors which negatively impact the project are the interpersonal skills of workers or associates, brand image, and brand loyalty. Whereas, the external factors are political, economic, social, technological, legal and environmental factors. 
[bookmark: _Toc80026119]Conclusion
This report focused on the charity organization of the UK. Moreover, Jo’s Cervical Cancer Trust was focused to identify the strategies regarding awareness and stakeholder engagement. After analyzing social media strategy, a community-based participation strategy was proposed which was conducting live sessions on social media in which social media influencer, doctor and participants (via call for accumulation of funds) would be hired. Moreover, in planning the engagement strategy, it was decided that influencers must have interpersonal and creativity skills. Furthermore, effective results can be carried out on when the socio-cultural integration and multi-culture would enable which consequently increase the awareness in people regarding the cause. Moreover, the success of such a strategy can be identified when funds would start to accumulate. The further development for increasing community development can be carried out if market would focus on other areas apart from hiring influencer. The forward-looking approach to enhance community participation would be installing a Chabot on the official website of Jo's Cervical Cancer Trust. Thus, this recommendation would further help in developing the community and achieving sustainable growth. 
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