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INTRODUTION
The connections, exchanges, and engagements between people in a community and an organisation are done on purpose in order to influence outcomes for both parties. Engagement with the community has a huge range of advantages for businesses as well as the larger community.  When the business interacts with communities, M&S will be able to see the whole picture and the complete impact of its projects and efforts, which will enables to make better, more educated decisions. The correct kind of community participation may aid in the creation of a business that is more socially conscious (Kumar, J. and Kumar, V., 2020). The Marks and Spencer Group plc (M&S) is a shop that offers a wide range of apparel, home goods, and eatables. Its product line consists of undergarments, footwear, home décor, wine, and food in addition to apparel for kids and adults. The company promotes its products through a network of owned and franchised locations. With M&S Bank, the company offers a wide range of banking system, including savings accounts and current accounts, lines of credit, loans, and insurance. Through M&S Energy, the company also offers services for completely sustainable energy. 
MAIN BODY
Outline how Marks and Spencer using their resources to improve lives of the community.
Changing climate impacts everyone, as well as the factual evidence is clear: everybody must take immediate action. Every human action produces carbon dioxide. To avert the worst effects of climate change, M&S reduce their emissions. Also there are practical factors for the firm, such as energy prices, production capabilities, emerging markets, and new regulations. Collaborating alongside key stakeholders is critical for making net zero an actuality. They established the zero emission pathway as a multi-stakeholder strategy involving clients, coworkers, supplier stakeholders, and partner organisations to assist deliver the global emissions required throughout whole production chain, from natural resources towards how their users use the goods. They are aware that indirect emissions, or Scope 3 emissions, account for 97% of total carbon emissions (5.5 thousand tons). These unintentional emissions are caused by the value chain, or the means individuals employ to generate and get things. The use of fuel and energy by activities accounts for barely 3% (0.2 million tonnes) of total CO2 emissions. Since the firm launched Route A in 2007, they have worked to lessen their influence on the environment. The extent and severity of the global calamity suggest that M&S must do more. In 2012, M&S became the first retail chain to achieve carbon neutrality in its own operations (Di Napoli, I., Dolce, P. and Arcidiacono, C., 2019). They have thus refocused the Plan A sustainability approach to realise the sole objective of turning a profit throughout the whole supply chain by 2040. M&S is a component of the communities in which its employees and clients operate and live. They engage in the process that makes a significant change in the communities they serve. M&S's tradition includes doing all the correct way in their communities. Nowadays, they remain committed to taking action on problems that are important to the customers and employees on a regional, nationwide, and worldwide scale. The company  find common objectives for their programmes by listening to and collaborating with stakeholders all around the world to unleash the mutual social, environmental, and commercial value that partnership and cooperation provide. They work with a variety of nonprofits to handle a variety of social challenges. These collaborations have expanded and evolved through time to provide a wide range of advantages in keeping with the community aspirations and for the individuals in local areas. While M&S have already had to put certain activities on hold due to the Covid-19 epidemic, they are actively trying to restructure the community programme so that the company can continue to serve all local communities. 
Identify the key activities of Marks and Spencer in relation with their community

engagement activities.
To create a more formal partnership for executing action plans based on an evaluation of the needs and resources for community health, think about developing community engagement activities. For social benefit plans to comply with IRS standards, community participation is crucial for enhancing the relevancy and legitimacy of the material (Choudhary, B. and Piparo, T.L., 2020.). Assessments of the needs and resources for community health can expand community participation beyond advisory roles. A formal implementation partnership, for instance, may be set up by certain hospitals with people who took part in the community involvement analysis stage and other community stakeholders. A hospital can broaden its collaborative engagement to include other organisations and individuals of the community if this round already incorporates a community original home partner. Creating a partnership to execute strategies to address health goals as part of the community interaction process may be very beneficial. Be aware of crucial community involvement strategies and manner to use them to effectively enlist support for evaluation and implementation efforts. The following is a list of some important community involvement and outreach tactics:

Contact over to community activists; plan a meeting with them to discuss concerns and connect with other local residents. Community leaders may further the cause by sharing pertinent information.

Conduct town meetings to gather opinions and disseminate information, as well as public and home gatherings. For people who feel uncomfortable speaking up in bigger, public forums, hold house meetings.

Go doorstep to doorstep to dispel hurdles and doubts, collect raw data, and increase the legitimacy of the activities.
Sidewalk outreach is a crucial component of community organising since it involves going to the places in which the community congregates rather than waiting for it to respond to them. 

Setting up a display with company content in the vicinity of grocers or at public events like health fairs is known as tabling.

Attending community events is a very effective tactic since it demonstrates the r interest in the issues the community values. Either the company may watch or take part. For those who might be curious about who the M&S is and what the company are doing in their neighbourhood, simply showing there says a lot (Ryan, B., and et.al., 2020)

 Assessments that are led by the community are one method to build integrity and confidence in the community involvement process. Residents of the community and other participants can contribute to determining and evaluating the scope and content of an evaluation of the resources and requirements for community health.
Explain the importance of the community engagement role in Marks and Spencer business.
By combining the more generic phrases "community" and "engagement," community engagement broadens the subject and transforms the intended audience from just a single to a larger group. When concentrating on a more major group, keep in mind the variety that appears within any substantial number. The importance of community involvement is clear since it promotes social change with a focus on collaboration and the potential to influence decision-making. It promotes activity that, in addition to increasing awareness, also makes passionate, local experts' views heard—especially during election season. Communities have the power to influence elections by casting ballots. Additionally, elections offer a great chance to affect change. When local governments, cities, and councils mobilize people around issues that have an impact on their everyday lives, advocacy efforts are most effective. The most direct influence on policy may be had by the general population at the local, place-based level. The executive method has regularly defined the agendas for city government lobbying, usually without the participation of the community (Natarajarathinam, M., Qiu, S. and Lu, W., 2021).
. A effective community participation plan can: increase brand loyalty; provide community members with access to a diverse range of perspectives and expertise; and Establish a collaborative culture. Improve communication, Community involvement is a key strategy for developing brand recognition. If the company enhances the community engagement, M&S may enjoy a wide range of fantastic outcomes. The significance of community involvement arises from the fact that it includes taking action to persuade individuals with administrative, political, or financial power to enact public programmes and policies that benefit specific groups and promote social change. 
Practical, efficient solutions that are appropriate for a particular place are produced by utilising the local experience of a large and diverse group of people (Henry Akintobi, T., and et.al., 2020). Additional benefits include:

Enhance a community's capacity for problem-solving and the ability to consider a problem from several angles in order to find the best solution.

By providing a common forum for them to engage on shared objectives, provide empowerment and connectivity to individuals from different backgrounds.

Establish regional networks and a setting that encourages continuing discussion.

The municipal government and community organisations now have more trust in one another, which may help to prevent future conflict.
Discuss Marks and Spencer future community engagement plans and strategies.

Relate to the intended audience.

If the company wishes to create an engaged and enthusiastic community for the M&S, the comany must begin with its team. Everything that submit should be relevant to the intended audience. Consider the brand's voice and personality. Anyone participating in the community on behalf of the brand must maintain the same tone - this includes content, participation, and even responding to direct messages. Of all, how you talk to the audience is about more than simply the words that employ. It also covers business plan for community participation. The finest community engagement plan is one that is personalised to the target audience, from the sorts of brand relationships users develop to the questionnaires and polls you run to the tasks you set for oneself. 
Participate in activities.

Finally, what members of the community want is the chance to communicate with you and the firm (Lund, D.J., and et.al., 2021). When a company joins a community, expect to learn who manages it. This implies that the corporation must be active in its community in order to encourage its customers to do the same. This is especially important if you develop courses. Members of the community would want to hear from M&S if they are the company's representative. That requires participating in the group on a daily, if not hourly, basis. 

Non active members should be removed.

This includes eliminating members who fail to post, socialise, or contribute in the community at all inside one specified time frame. It's common for people to join a group and then gradually leave if it no longer interests them. It would be ideal so that every member was completely involved and interested, but people's priorities change with time. While the comapny should exercise caution with this public outreach method, making activity guidelines can assist ensure that the company only have concerned citizens who actually want to be a part of M&S. It may make your group smaller, but it may also make it feel greater personalized and connected.
Emphasis on the M&S Brand promotion

Contemplate community-exclusive goods –only people who are know may get their grips on the items. Branded stuff is a great way to make a group of people believe like a clan (Kaur, R., and et.al., 2022). This community involvement idea may also be used as component of the remuneration for community members - users accrue points and can use those points to 'purchase' stuff. The larger things cost more points, providing members with even more motivation to participate in the community. 
CONCLUSION
The above mentioned Company has helped in the learning of the community engagement and how it has helped the M&S to stand out in the competitors list. The M&S has emphasis in the promoting the community engagement as it improves the companies goodwill in the market also has helped in strategizing the market capture of its product. 
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