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Reflective Report: Community Engagement


Introduction
Community engagement allows the organizations to engage their employees to take social reasonability and strong advocacy of community. Learning is mostly based on social settings where people interact with each other; personal development is the major outcome of community engagement in corporate settings. ZARA is an outfit brand that manufactures clothing and related items for daily use; the brand has established market goodwill and community interaction (Vu and Medina, 2014). The business handles the daily clothing needs of people and provide them with solutions. The brand established its name by developing a quick response system that can help to manage the production lineups. The design and clothing preferences of common people are noticed, and supplies are made accordingly. The community engagement of the ZARA starts from employee’s engagement and leadership skills in place. The employees are engaged in a system of social responsibility with a reward system that helps to build the employee's motivation. Personal development is the learned behavior from society, and by analyzing the marketing and business attitude of the ZARA clothing brand one can improve its skills through community engagement (Vu and Medina, 2014). The present reflection is aimed to access community engagement and personal development; the study also addresses interpersonal skills and their development in the corporate sector.        
Community Engagement: Personal Development
To create an emotional advantage for the employer, namely, to take possession of the employee at the emotional level. In the modern personnel market, it is very difficult for companies to separate themselves from competitors using conventional methods and working conditions. Salaries and benefits are almost the same, and job seekers often do not see the difference between a particular brand when choosing a job. Community engagement is exactly the tool that allows you to create a unique atmosphere for employees. Also, community engagement simultaneously solves many issues in the company's HR policy and influences the most important factors for the development of performance and inspiration: employee engagement, creating healthy competition, and obtaining feedback (Allam and SCAGNELLI, 2019).
The main task of community engagement is to create incentives and conditions so that employees quickly feel their progress and maximize their performance through events. The possibilities for engagement in HR management are undeniably impressive. This is the motivation of employees through the disclosure of potential, and an increase in the area of ​​employee development in the company (Allam and SCAGNELLI, 2019). This is both an increase in the effectiveness of training of existing employees, and an acceleration of the adaptation of new ones. This is the creation of corporate culture and the improvement of internal communications in the company.
It is believed that Community engagement is just a general phrase that leads people to believe what they are told. Community engagement in achieving a common goal does not at all mean that you need to march towards this goal in formation, dressing, and thinking in the same way (Miller, 2011). Community engagement means that everyone knows which mountain to climb and why. Everyone develops the nuances of "ascent" independently. So, Community engagement allows:
· To avoid “waste” costs. Community engagement saves time and resources for the entire team and individual members (Miller, 2011). Employees do not waste their energy on solving tasks that are not significant for the fulfillment of the mission;
· Improve productivity. It becomes easier to assess the employee and the effectiveness of his activities as soon as the goals are clear; skills are honed, and resources for personnel training and company development are directed "to the address" - in areas related to the main tasks;
· Use more innovations. You can direct the creative ideas of all employees to achieve common goals, thereby strengthening the innovation component;
· To develop the abilities of people. You can lay the foundations for future success even when recruiting by selecting candidates focused on the company's shared values and goals (Miller, 2011).
Work involvement and Community engagement are formed individually in each person, with each interaction with him. Any contact with a team member, be it a face-to-face conversation, an email, or a general meeting, you have the opportunity to establish a relationship of trust with the interlocutor, listen to him, and guide him (Miller, 2011). Fostering an atmosphere of engagement and coordination of actions requires, on the one hand, the recognition of generally accepted truths, and on the other, knowledge of individual differences (Miller, 2011). My personal experience that is learned from the business model of ZARA is based on the terms at which they are engaged with the community. The following is the reflective cycle that helps to estimate the corporate social reasonability of ZARA and the procedures they are practicing.  
Reflective Cycle
Description
	ZARA operates across Europe and their clothing items are sold by the stores managed by the Company. The brand itself managed the designing, production, and sale of their products. The customer response system is also at its best; the Company manages the stock of designs as per the customer preferences. The stores of ZARA are located in 70 countries across the globe and the brand itself poses a community interaction by designing the outfits according to the social needs (Alonso-Cañadas et al., 2018). The employees are the key factor that plays important role in the management of orders and the value provided to the customers. The brand is advertised with the fashion shows and marketing events that can help community to develop. The events of fashion outfits are majorly organized by the Company and it is the source of community engagement, and employees training. The managers of stores have a key responsibility to tackle the interpersonal development of the staff and to provide certifications. The managers responsible for the development of the sale’s plan and its implementation; the customer preferences and their issues are noticed, and further production and supplies are managed accordingly. 
Feelings
	Interpersonal skills are important to engage the customers; as verbal communication skills are important for the seller. The verbal communication skills are placed at the top position, as the sellers are taught to achieve their targets and goals through listening and communication skills. The managers are bound to solve problems and they are responsible for the training and coaching of their immediate staff. ZARA’s branding events in Europe and their corporate social responsibility is aimed at customer satisfaction (Alonso-Cañadas et al., 2018). ZARA had developed a system of communication between the employees but in a scattered form. The employee’s engagement at a weaker side is the point of concern for the leadership. Speed to market design is the basis of success for the ZARA’s social events and most of their operations are managed through direct communication of managers with the leadership.  
Evaluation
	The speed design of the ZARA’s social events is its positive side that engages employees, community and leadership in a chain of communication. Customer satisfaction also comes with the input of employees and managers that are bound to solve the customer’s issue. The interpersonal skills of problem-solving are important for the managers, and they are a system of communication between the event supply chain, production, and sales. Decision making is an important interpersonal skill that may engage the employee in a better way to serve the customers, but the employees are bound to sell the products, and managers are bound to serve the issues of customers. My experience of ZARA’s branding events and sales is building with their speed of supply chain and that what makes them different from others. The development of interpersonal abilities of employees is a weak point of ZARA’s management; whereas, the control systems are well organized (Gujarathi, 2015). The community interaction with the brand is also monitored by the manager of each outlet and further supplies are made accordingly. Community engagement is the major positive point for ZARA’s social promotional events and such engagements are strong from the customer perspective and weak from the employee’s perspective. 
Analysis
	The huge set of employees managed by the ZARA are used to work in a hierarchy. Employee retention is an issue faced by the Company that is because of communication barriers between them. The employees are controlled to achieve the goals; the rapid growth of ZARA’s social interaction in recent years is based on their community engagement policies and the customer preferences are handled in the first place. The customer and employee engagement of ZARA is progressive; the issues in customer engagement are resolved to gain marginal market competitiveness through social promotional events. The weak employee engagement resulting in a lack of trust and interest of employees, as the engagement is not a single point of management, consistency is also important (Saltmarsh, 2017).     
Conclusion
The following are the concluding points that are practiced at ZARA and their implementation is resulting in the success and failure designs of the social events: 
Control over your life: Engaged employees are people who want to define their own lives and influence their destiny (Boland, 2013). They cannot be passive performers. An engaged employee needs to understand how his efforts are related to the received reward (material and moral). He wants to remove barriers in his work, take initiative, and see that it is supported by management. The involved employee as a whole need to be heard, so he wants management to be attentive to the feedback. All this provides conditions for the full development of the initiative.
Corporate ideology: The employees involved are ready to play by the rules. They recognize and uphold the values of the company, but they also expect the directors to comply with the established rules (Boland, 2013). The employees involved perceive the company leaders as honest and fair and trust them. All this allows the involved employees to be sincerely proud of their company, to be loyal to it.
An efficient work environment: Engaged employees’ value what makes them productive. It is important for them that the company has built effective business processes that help rather than hinder their work (Boland, 2013). They expect the company, respecting their professionalism, to empower them to make their own decisions in their area of responsibility and provide them with the resources they need to get the job done. They strive to work in a team of professional and constructive colleagues, ideally equally passionate about their work. Satisfaction with resources and work environment supports engagement.
Integration: This factor is easier to explain with an example. One employee understands and understands a corporate culture where formalities and guidelines are kept to a minimum. At the same time, another is important for a team with clear norms, rules, traditions and responsibilities, socially significant work that is useful to people and society.
Action Plan
Key findings for employees are: 
· Perform a quiz to determine your level of engagement. How committed are you to your cause and your organization?
· Do you know how your daily activities contribute to the achievement of the main mission of your company? Are your quarterly goals "working" in the same direction as your company goals?
Key findings for executives are: 
· Employee engagement determines but does not guarantee, the success of the company. Job involvement is important, but it is not enough. You must be able to achieve harmonious relationships and harmonious development of your team by managing employee engagement and coherence (Gujarathi, 2015).
· Even though the indicators and factors of engagement are the same for everyone, they should be applied to each person individually. There are no “easy” ways.
Conclusion
An employee's involvement in work is determined by the degree of his motivation for the success of the organization and the desire to complete tasks by his efforts to achieve the company's goals. However, engagement alone is not enough. You may have a staff of highly motivated employees. But if their efforts do not turn out to be aimed at achieving the organization's mission, the business will not be profitable. The actions of employees must be coordinated. In other words, all team members should unite to achieve a common goal. The integrated interpersonal skill development plan is the future direction for the ZARA to develop their brand; the estimated brand loyalty can only last with the development of trust of customers, employees, and stakeholders.  
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