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[bookmark: _Toc113464413]Introduction 
Community engagement has been promoted constantly throughout social media lately. It has always existed and shared similar action frames, however in addition to understanding it people have to look into its nature, formed by actions, specifics, beliefs, values, and the outcomes of its implementation into everyday lives and common wellbeing. 
When studying the basics of community engagement and its impacts, various issues have appeared during the conduction of the research which shall be addressed forward in this report showing the influence of people’s decisions and actions on the overall common well and success. 
There are multiple benefits of adopting community engagement, however, the actions often face challenges in every matter. Those challenges affect the succession of the implementation of changes and often extend the timeframe for the achievements of community actions. There are ways to overcome those challenges, which are supported by the nature of community development. 
Throughout the essay will be unfolded the connection between individuals, personal beliefs, and participation within a community, in addition to which the impact of social media and the global issues which are often addressed by organizations. Aiming to develop a conclusion on what is the impact of community engagement on individuals worldwide. 



[bookmark: _Toc113464414]What is Community Engagement? 
Community engagement represents the process of working collaboratively with and through groups of people who share similar geographic regions, peers, interests, or values, to address issues concerning those involved. Often communities might address issues which are not related to their day-to-day activities, however, the reason for their engagement might be based on socially accepted rules violations or the incapability of the directly affected parties to take action against it (McClockey, McDonald, Cook, Heartin-Roberts, Updegrove, Sampson, Gutter, and Eder, 2011) 
Community engagement promotes sustainable decision-making by recognizing and communicating the needs and interests of all participants including the decision-makers. Often those communities are presented by aid organizations who are looking to collaborate with individuals in need by listening and responding to their requests for help and support. As it has the power to address issues, therefore, to decide if it has been resolved.
The benefits of community engagement are related to the promotion of inclusion, adapting changes, and maximising the efforts to achieve the targets of the organization which has formed the community itself. Community activities are identical to teamwork which is one of the major activities within the business environment. It supports better decision-making and improved and more accurate issue recognition. 
The challenges, however, coming with community engagement are related to the time frames for achieving the targeted impact. The diversity in people’s interpretation methods creates the platform for receiving a range of reactions about the aims of the community and the goals it represents. Some challenges might appear when researching how to address or fight against the issue regarding available resources applicable to it. Resourcing, flexibility, and accessibility are major requirements when addressing research, as the statements made by the community decision-makers are required to be truthful, resourceful and have a foundation. In any way being part of a community requires representativeness in the form of communication and information transactions (Walker, 2013). 
The majority of the community’s power comes from its participants; however, it requires a platform to make an appearance and address the concerning it issues. After in-detail conducted research community decision makers are allowed to address the issue in question that has stood out as a breach of the community values and practice codes, and this often happens through social media. 
[bookmark: _Toc113464415]Community Engagement Methodology 
Social media has been expanding its reach since the beginning of the 21st century. It started as communication websites and transferred into software applications which were dedicated to gathering all sorts of individuals and providing them with a platform for personality expression. Today, almost every individual who has access to mobile phones and similar portable devices has a social media account (Harchekar, 2017). 
The concept of social media is to develop the opportunity for people to connect with their friends and family, or meet new people and create connections. However, with the growing interest in those platforms, they have developed further and adapted a new form of purpose for an entirely different target range of users – the business sector. Companies and organizations of various sizes and ranges are using social media platforms to advertise their products and services, applying marketing strategies and adapting to user trends aiming to increase their profit. Social media allows organizations to reach their targeted audience with particular tricks like using hashtags, location tags, and similar filters to reach communities which are most likely to be interested in purchasing their services or products or engaging with their activities (Siddiqui, Singh, 2016). 
Social media platforms have become the largest advertising and information-sharing methods. To use it as such, often organizations are required to conduct an analysis of the target audience and how to approach it, which often happens when marketing strategies are implied (Jeesmitha, Com, 2019). The concept of marketing itself is to evaluate and analyze in depth the consumer market and the possibility of success in achieving the aims of the organization. For the business environment, marketing strategies are implied to promote the products and services, aiming to gain profits, as for the most community-focused organizations, those strategies are implied to find supporters or individuals in need of support facing an issue related to the activities of the organization. 
The desired social media reach can be extended by implementing the personal and professional skills of the individuals who are creating the advertisements. Those individuals are usually marketing specialists who are well aware of the mower of good marketing strategy, however, what is important is their personal approach. Considering the specific activities of the communities, it is of high importance to understand it, in addition, to representing it accurately to its future supporters (Walker, 2013). The following skills are required from the marketing specialist when purchasing is not included in the equation – professional skills, interpersonal skills, and creative, and critical thinking skills. 
[bookmark: _Toc113464416]Professional skills
This set of skills addresses the industry-related knowledge and capability of interpretation of this knowledge according to the specific needs of the implementation. More said understanding when and how and why to use the industry-related knowledge. Professional skills are the first requirement for people who deal with such sensitive matters as the marketing industry, tightly related to the psychological influence and convincing of people in believing certain information. 
[bookmark: _Toc113464417]Interpersonal skills 
This skill set addresses the behaviour and tactics a person uses to interact with others effectively. Interpersonal skills are used in any kind of correspondence between an individual and the surrounding environment, irrelated with whether the communication is officially or casually (Heyes, 2002). Within the business environment, the term refers to the capability of employees to interact with others. Each individual has their interpersonal style of communication, however, accordingly to the commonly accepted communication norms some people don’t own this skill set (Brown, 2010). Fortunately, every person can have the opportunity to improve those skills, and if it is not birth given, usually the improvement of those skills depend on the experience in communication and adaptability of the individuals. 
[bookmark: _Toc113464418]Critical thinking 
This skill represents the ability of individuals to think clearly and rationally, understanding the logical connection between two or more statements. Critical thinking allows individuals to subtract from the topic of discussion and look through different perspectives evaluating the truth of statements without personal engagement. It stimulates the development of own independent thoughts, ignoring external influence (Coughlan, 2008). When conducting a researched, in advance, public statement, specifically in the marketing field, individuals are required to provide truthful information implemented in the marketing strategies (Birgili, 2015). 
[bookmark: _Toc113464419]Creative thinking 
It applies majorly to the individual’s personality and personal perception of things. Creativity cannot be taught in any way, as it represents the personality of an individual. It is required in many fields of work. In marketing, it is one of the most important requirements for employees. It can be used to draw the attention of interested parties to engage in a community (Coughlan, 2008). 
Engaging stakeholders is a matter of marketing strategy and a combination of skill sets. Stakeholders are usually part of the external environment of an organization and directly interact with its activities. Stakeholders within communities are the participants, decision-makers, and support needers. 
[bookmark: _Toc113464420]Community participation
Organizations which require community engagement often tend to deal with social and environmental issues which are usually caused by the actions of businesses, like supporting discrimination in any form obstructing the commonly accepted human rights. There is a form of business self-regulation operating internationally, called Corporate Social Responsibility (CSR). It represents commonly accepted laws and regulations applying to the promotion of equality and diversity in the workplace, as well as economic development and technological progress to benefit the greatest number of people. CSR fights against pollution, the distinction of animal and plant species, corruption, and exploitation of the labour force, focusing on bettering the work and living environments for individuals (Reckmann, 2022). CSR has developed general standards developed because of the wide range of issues individuals have to deal with, appearing as harmful and disturbing, against which various communities are addressing. 
Community engagement is imperative. Some issues like human trafficking and child labour have been ignored, however, statistics prove that annually approximately 1,5 million people are becoming victims of human trafficking (Siddiqui, Singh, 2016). Large corporations are supplying raw food materials from plantations which have been enforcing child labour for decades, and not many people have taken participation in the fight against it. The promotions of these communities have been shut down, similar to the corruption taking place worldwide, allowing some people to benefit from millions and billions of financial assets by conducting illegal activities (Jeesmitha, Com, 2019). 
Joining a community with similar perspectives of wrong and right empowers citizens to take action and fight against their beliefs. It addresses similar issues and contributes to the achievement of the targeted change (Harchekar, 2017). Community engagement implements community spirit and a sense of belongingness, strengthens social inclusion and develops higher quality solutions. Communities support informed policy decisions, better known as voting, which leads to minimizing discrimination and implements equality, implying that every individual has the same rights as the others in the community. 


[bookmark: _Toc113464421]Conclusion 
Community engagement is imperative for achieving goals set to better the well-being of the community. Its concept focuses on gathering together individuals sharing similar values and perspectives on addressing existing issues and supporting their resolution. Individuals part of the community are often described as stakeholders, who are interacting with the operations of the community internally or externally. To engage more stakeholders, communities are often referring to the support of social media, implementing its values and perspectives and supporting the promotion with the use of professional skills, interpersonal skills, and critical and creative thinking. People tend to connect marketing with the business industry and its purpose t increase and decrease the popularity of goods and services sold on the market, yet marketing tactics can be used in gaining supporters and increasing the volume of supporters to a cause. Communities have implemented liberal approaches to empower citizens, address relevant to their lives needs and issues, contribute to better change and strengthen social inclusion, promoting equality and diversity. Community engagement processes and operations are similar to the known in the business industry teamwork, focusing on goal congruence. Another important impact of the communities is the promotion and acceptance of the voting system allowing people to express their opinion and personal choices freely. 
Community engagement has the power to change the world, however, each individual should be willing to fight for their freedom of speech and choice. 
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