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Community Engagement
Introduction 
Community engagement is the act of tackling issues affecting community well-being by collaborating with groups of people joined by a common interest, geographic proximity, or similar circumstances. Community engagement is a strategic approach to the relations, communication, and involvement between people of a community and an organisation in order to affect outcomes for both parties (Ćulum, 2018). Community participation has a wide range of beneficial results and benefits for both organisations and the larger community. Community engagement aims to engage the community in order to create long-term results, and equitable decision-making processes, and strengthen connections and trust between government institutions and communities (Smit, 2021). Furthermore, community engagement is founded on the ideals of community groups: justice, fairness, participation, self-determination, and empowerment. Community participation is a potent tool for bringing about behavioural and environmental changes that will enhance the health of the community and its inhabitants. It usually entails coalitions and collaborations among stakeholders and acts as a driver for changing policies, programs, and practices (Brakman, 2020). Community engagement can take numerous forms, and partners might include organised groups, people, agencies, and institutions.
In this essay, I aim to highlight different perspectives of community engagement, its benefits and challenges. I will critically analyse how the challenges impact the possibility of engaging with stakeholders in a community engagement and explore possible ways to engage with community members effectively. 
Body
Community engagement is an important component of both business and public sector decision-making. With the increased number of companies pursuing community engagement, it is critical to consider the big picture of what community engagement entails before diving right in (Cruz, 2019). The definition of community engagement varies, but in essence, it refers to the collaborative contact of community residents with decision-makers about problems that affect them, as well as the incorporation of this opinion into the decision-making process (Cruz, 2019). Collaboration and consultation with the community fosters deeper relationships between companies and their communities, and this trust fosters empowerment and opportunity for the shared creation of actions, plans, and policies (Brakman, 2020).      
The necessity of community engagement has become crucial for 21st-century democracies to function properly as a result of the growth of deepening and expanding public interaction on a worldwide scale. Community engagement is not only important but also viable when there is a positive interaction between the community and the institutions of government since it will probably result in more just and sustainable public decisions and increase the liveability of the surrounding area (Bracic, 2018). This justifies the significance of community engagement for both public institutions and private citizens. 
When governmental organisations and public decision-making bodies actively seek out the ambitions, values, and interests of communities, and when communities actively share these values, aspirations, and concerns with governmental organisations, this process is known as community engagement (Bracic, 2018). Engagement in the community makes sure that residents have access to important social settings and activities as well as the development of practical skills necessary for active participation. Furthermore, community participation assists local governments in making more sustainable decisions by enhancing the efficiency, transparency, and legality of their decision-making processes (Bracic, 2018). Community engagement is critical because it entails taking action to influence stakeholders with government, political, or financial authority to implement public policies and initiatives that significantly benefit particular groups and promote social change.
Furthermore, depending on the style of Community engagement and the level of influence provided to communities in a public decision-making process, community engagement aspires for deliberative democracy, which promotes a collaborative exchange about a set of policies and actions (Martinez et al., 2018). Community participation raises the visibility and knowledge of issues while also empowering communities to have a voice in decisions that impact their lives, cities, neighbourhoods, and towns. In addition to educating and empowering communities about issues with public policy that have an impact on their everyday lives, society engagement enables community people to participate in public decision-making processes (Martinez et al., 2018). Government and public decision-making bodies may hear what the community has to say and use their feedback to show how it has an impact. Partnerships between governmental agencies and communities become stronger, healthier, and more reliable as a result of community engagement.   
However, there are numerous challenges to community engagement, both external and internal. Some of these hurdles can be overcome with appropriate resourcing and a complete and timely approach that includes a continuous review of the risks and challenges (Kroese et al., 2021). The most common issue in community engagement is a shortage of time and staff to implement a comprehensive strategy (Martinez et al., 2018). This begins with planning and continues through delivery, monitoring, and evaluation. Another is the ability to respond proactively and reactively to community demands and input. Furthermore, cultural differences pose a barrier to community development (Henderson et al., 2020). Culture forms identities and fosters communities by determining how individuals and groups interact with one another, how meaning is formed, and how power is defined (Martinez et al., 2018). Furthermore, culture provides a context for concepts such as collaboration, negotiation, and trust.
Organisations can now recognize the numerous advantages of community participation that go far beyond the typical consultation and engagement objectives. Organisations can no longer get away with collaborating with just a few stakeholders. People today demand democracy, cooperation, and transparency from organisations that may have an impact on their present and future (Freeman et al., 2018). With the expansion of stakeholder engagement procedures over the last 20 years, involved parties are demanding more roles to play in decision-making practices. Limiting them by notifying them of presumed is no longer appropriate in many instances, and larger input early on has a higher likelihood of success (Freeman et al., 2018). Community engagement opens the door to deeper relationships. It's an excellent approach to strengthen relationships as well as raise awareness if you keep the stakeholders informed at every stage of the project (Freeman et al., 2018). It leads to a shared journey, the growth of long-term trust, and the development of ownership and capacity among community members, industry partners, and employees (Freeman et al., 2018).
Besides, stakeholders give back in rough times. Businesses that have good internal communication and collaboration, for example, have more engaged, innovative, and empowered workers (Stocker et al., 2020). As firms continue to adapt through change, even during difficult times, an engaged employee will remain dedicated, whether it is simply putting in the effort by working to meet targets or being loyal to your company even when competing offers are attractive (Stocker et al., 2020). Employee engagement makes them feel valued and important. External stakeholders that are consistently engaged will be more loyal during difficult times as well. Furthermore, stakeholders seek authenticity (Stocker et al., 2020). Authentic engagement, where the whole 360-degree procedure and level of influence are laid out at the outset, with continuing acknowledgment and reporting, produces a legitimate stakeholder board in our experience (Stocker et al., 2020).
Public sector stakeholders use a variety of social media platforms, and organisations that do not use them to engage them are passing on a significant potential. The results speak for themselves. Facebook has about 2.9 billion users, Twitter has about 400 million, YouTube has about 2.5 billion users, and Instagram with almost 1.4 billion users (Statista, 2022). And it is almost clear that many stakeholders use at least one major social network, not to forget reading and making comments on blogs, subscribing to RSS feeds, and other activities. The audience is present, but how organisations find their stakeholders from all of those users, and how they utilize social media to inform, interact, and consult with them, is important.
Organisations should maintain a significant social media presence to engage stakeholders through social media. It may seem apparent, but the first step in engaging stakeholders is to establish a relevant presence on the social media networks they frequent (Xu and Saxton, 2019). Organisations should begin by building social media accounts that satisfy the demands of various stakeholder groups (Xu and Saxton, 2019). To effectively meet these groups, firms must create suitable accounts for each network. The benefit of having appropriate social media profiles is that stakeholders can recognize themselves by following your account and adding you as a contact (Xu and Saxton, 2019). Organisations that reciprocate set the circumstances for future engagement with this new audience, whether through informing, cooperating, or consulting.
Organisations should also look for stakeholder discussions. Some stakeholders have already begun to discuss your company on social media (Xu and Saxton, 2019). For instance, if your company is a local government, you will discover individuals using Facebook and Twitter to discuss missed bin collections, inquire about nearby attractions, learn about available school spaces, and hunt for social housing. Some will be favourable, while others will be negative (Xu and Saxton, 2019). Organisations must join the conversation in order to assist people with problems and to spread positive feedback to a larger audience. Organisations can find out when people are talking about them by utilizing Google Alerts to flag up a chat that occurs, as well as social media monitoring platforms for the same purpose (Xu and Saxton, 2019). When organisations find stakeholders who are talking about them, they must make the connection lasting by adding them to friends and contact lists in order to build a relationship with them over time.
Besides, organisations should target stakeholders by their interests. Searching social media for mentions of places, people, services, events, and other things connected to their business will help you find stakeholders (Zarzycka et al., 2021). By doing this, businesses can develop a useful network of local contacts who may later serve as their online ears and eyes when they need assistance resolving problems. In order to engage their stakeholders, organisations should also publish pertinent content (Zarzycka et al., 2021). The creation of pertinent material is the most crucial component of using social media to engage stakeholders. For instance, a company that provides services to local museums must offer information that may interest current and potential visitors, other museum professionals, funders, and the government (Zarzycka et al., 2021). Through this method, the company can establish connections with stakeholders and pinpoint individuals they should interact with differently.
How social media platforms can be used as an outreach to support the project
The use of social media varies greatly depending on the platform. Facebook is one of the most widely used social media platforms in the world today, with over 2.6 billion monthly active members. It is an excellent tool for using as an outreach to assist community engagement projects (Wang et al., 2018). Sharing images and blogging on a regular basis displays the breadth of the organisation's activities to residents who desire to know what is going on in the community. Facebook also includes live-streaming capabilities via Facebook Live. Using Facebook Live is a simple way to reach a big audience, answer inquiries, and make important updates to the community (Wang et al., 2018).
Organisations can utilize YouTube as an outreach tool to promote their community engagement initiatives. It can be used as a way to share online meetings held by community members either in person or via videoconference (Gruzd et al., 2018). Also, businesses can utilize Twitter to assist their initiatives for community participation. Twitter works well for brief, frequent material, and in-the-moment interaction. Businesses can use Twitter to gather crucial information from announcements and updates (Gruzd et al., 2018). Twitter can be a useful tool for improving the efficiency and transparency of corporate processes. Furthermore, organisations can use Instagram to support their community engagement efforts. Instagram is a photo-sharing social media network that is ideal for visual storytelling (Gruzd et al., 2018). Organisations can utilize Instagram stories to make announcements and provide instructions that require more material, as well as to broadcast community news. 
Finally, companies can use LinkedIn to support Community engagement projects. LinkedIn is a professional networking program that has long been the favoured social media platform for businesses. Organisations can use LinkedIn to share project updates and possibilities for community interaction. LinkedIn may also be used as a forum for thought leadership, with users able to follow and join groups connected to certain themes and projects.
Conclusion
In conclusion, Community engagement is about establishing two-way communication and channelling collaborative opinions into decision-making. Access to communities has never been easier in the age of digital technology, and organisations should capitalize on that to foster a true culture of engagement and collaboration with communities. Decisions are made top-down, risking alienation with organisations or decision-makers, opposing ideas, and, in the worst-case scenario, insurrection. Instead, by incorporating those who will be impacted or who will benefit, and soliciting their opinion and participation, new ideas may be produced, techniques can be tested, and the community feels very much a part of the journey. These results in an engaged group of people who feel heard and appreciated, and who grasp the internal workings of the particular problem. This active participation and transparency can lead to more informed decisions and long-term outcomes. 
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