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[bookmark: _Toc111154855]Introduction
The term "community engagement" was used by Khazaei et al. (2015) to describe the process of carrying out tasks and activities within a community in which all members of the group are actively involved. The community service initiative RecycleRebuild will serve as the focal point of this introspective essay. Those impacted by natural catastrophes may immediately recoup some of their financial losses via the use of funds generated by RecycleRebuild, which enables local communities to recycle garbage into inexpensive, high-quality construction materials. It's an organisation for the greater good run by people who have strong feelings about the planet and the way humans interact with it (Kotchoubey, 2018). They scour the garbage stream for issues and then use design and imagination to come up with creative solutions that benefit the neighbourhood. The aim of this study is to evaluate how the community project is operating currently and what they can do differently to raise awareness about the project.
[bookmark: _Toc111154856]Evaluation of their activities
As the organisation runs different voluntary projects for enhancing the lives of unemployed and marginal people consequently, they Run different activities to engage the local community as well as multicultural people.
Recruitment of Volunteers
After a natural catastrophe, RecycleRebuild may assist with employment creation, environmental protection, community empowerment, and supply/demand imbalances for needed construction materials (Recyclerebuild, 2022). Their primary goal is to encourage participation and boost local capacity. To achieve this goal, they hire and teach members of the impacted communities to utilise up to 100 per cent recycled waste items in construction. The funds from the sale of these supplies may be put back into the newly established micro-enterprise, allowing it to develop to meet the expanding needs of the area. Everyone who works for the organisation, including its founder, does so on a voluntary basis. The organisation is continuously on the lookout for new volunteers to help them combat plastic pollution and aid local communities all around the globe (Samantha Wohlfeil, 2022).
Establishing Objectives
Establish targets, and report on the progress made toward them, along with the advantages citizens and companies may expect to see as a result of recycling (Oke and Kruijsen, 2016). Recycle to ensure the community can continue to clean up and thrive, rebuild proposes a strategy for funding long-term cleaning efforts and a steady stream of cash to support it. When this happens, local economies and communities are no longer reliant on those located elsewhere. Materials are produced in response to local need, giving citizens an accessible resource for building anything they may want without having to drastically adapt their existing technology.
Spread knowledge around the neighbourhood.
The lives of individuals who are hit by natural calamities are irreparably altered. The collapse of the building, the decline in tourism, and the overall economic crisis in the region have all resulted in the loss of many employees (World Bank, 2020). On day one, persons in need may take advantage of RecycleRebuild's training and employment possibilities to gain marketable skills and get long-term employment. As a result of their business strategy, RecycleRebuild is able to hire people with varying skill sets and schedule preferences. Everything from picking up trash on the streets to building, repairing, and maintaining recycling equipment falls under this category. Contributing to the cleanup of the environment and the disaster area (Recyclerebuild, 2022).
Inspiring local agency
Products are often more costly in the aftermath of a catastrophe because of increased demand, scarcity, and provider monopoly, particularly owing to the necessity for importation (Cote, 2020). Many towns already struggled to afford the cost of supplies before the accident, and now might drive up those prices more. The goal of Recycle Rebuild is to supply reasonably priced building supplies from which the local community may directly reap the advantages. By generating new types of garbage in the neighbourhood, For the long-term good of the community, RecycleRebuild creates a social company that is operated by the community, for the community, and then hands it over by sharing the idea, our startup skills, and our mentoring.
[bookmark: _Toc111154857]Approaches to heighten the awareness of the project. 
Stakeholder mapping: Conduct a comprehensive stakeholder study early in the project to determine who will have a vested interest in the outcome (Lock, 2018). Consider the following factors: location, demographics, interest, requirements, concerns, expectations, and past public remarks on the project. Internal stakeholders, such as direct employees, suppliers and contractors, larger organisations or alliances, and shareholders, must also be understood. Create a stakeholder map of the organisation to determine whether they have enough personnel and if the team can work together efficiently (Simon, 2016).
Using social media: To establish a supportive, dedicated following, it's important to actively connect with the community on various social media sites. Likes/favorites, comments, DMs, shares, retweets/tweets, saves/saves, link clicks/link clicks, mentions, and so on all contribute to what is known as "social media engagement," a metric used to gauge how active a community is on a certain social media page or piece of content. It is clear that the more community outreach an organisation does, the higher its social media engagement rates should be (Trunfio and Rossi, 2021). In a similar vein, these interactions with the stakeholders go beyond just advertising the goods or services itself, and instead encompass activities such as acting as a customer service tool for members of the community, providing commentary on significant sociological, political, and business-related matters, and demonstrating support for the establishment of the mission.
Go virtual: When it comes to reducing their impact on the environment, virtual events are a viable choice for planners. When considering the energy used for travel, lodging, food preparation, and the venue itself, it is clear that a virtual event has a far less environmental impact (Weatherly, 2021).  However, sustainability does not need flawlessness. Organizing a virtual event is one way to have a good impact on the world by choosing to act in a deliberate manner. With the support of the internet platform, this event will help spread the word about the organization's goals and ideals to a wider audience. It will promote the idea that the organising community is responsible and up to date, in addition to helping to bring attention to the issue. 
Give the community a sense of purpose: It's important to have community-specific objectives in mind while formulating a plan to increase participation. It's ideal to accomplish this as soon as possible, since it provides the community with focus and meaning (Roy and Sales, 2018). Brands and course makers may utilise this as a best practise in community involvement to aid the self-improvement of community members. Giving people in a community something to work for together is a great way to get more people involved. By doing so, users are made aware of the community's norms and may make informed decisions about the kind of information to share, the best ways to interact with other members, and the benefits of participating actively.
Need to analysis the social media platforms: Haworth et al. (2015) state that there is a pressing need for people to "grasp adequate knowledge" on the connection between community involvement and social institutions. The internet resources, social networking sites, print media, electronic media, etc. are very important in this context.  also noted how the necessary information is elaborated on via social media platforms, so that it may be understood by the person concerned. Furthermore, appropriate awareness of the advantages and disadvantages is also a personal matter that may be addressed. In doing so, appropriate assistance in making sound decisions will be guaranteed. Other than that, the author sets out on the premise that this is attributable to the brisk development of technical jargon. The author elaborates and proposes that the person concerned do a thorough study and monitoring of the social media platforms in order to get effective and elaborative information in this respect (Haworth, et. al., 2015). For a fuller comprehension, it is also important to devote sufficient time and effort to analysing and reviewing all relevant facts and factors.
Multicultural approach: While the mission of the organisation (Recycle rebuild) to improve the lives of the world's impoverished and jobless is admirable, the organisation faces a number of challenges in its day-to-day operations and in its work with the community (Cunha and Benneworth, 2013). To that end, it's important to mention that the cultural differences between the team and that of the concerned company are a key source of friction in the work together. The reason for this is because many of the members have various backgrounds, addresses, and perspectives. Respect for cultural diversity and the use of broad generalisations about individuals both have their place. Therefore, it is essential to value and include individuals from diverse cultural backgrounds in order to promote diversity inside the organisation and, by extension, a favourable image in the eyes of the public. As a result, more individuals will be drawn into the initiative, and collective efforts will be bolstered toward the ultimate goal of achieving social justice and racial harmony.
Other activities that may drive community engagement can be-
Produce a Sense of Time Pressure: Motivating people with a feeling of urgency increases their likelihood of taking action. The marketing material and calls to action organisations use should convey a sense of urgency, warning readers that their time to weigh in is running out. With time running out and "unprecedented demand," a possible extension of the participation period should be considered.
Don't just be relevant; be hyper-relevant: Long-term planning often encounters difficulties in inspiring a sense of urgency among participants (Kim, 2015). Identifying and addressing pressing problems of the present is essential for the success of the project. For example, To instil a feeling of urgency, company may make a connection between the transportation-related project and the stress caused by traffic. Consider a phrase like, "Sick and tired of sitting in traffic? Put in the two cents.
Ask for Free Press: The media industry is always on the lookout for new and interesting material. Make contact with them and inquire about the possibility of having them profile the project. To get game-changing outcomes without spending money on advertising, connecting with more informal sources like local bloggers may be quite helpful.
Put forth Rewards: Motivating factors, such as prizes and awards, may be very successful. Incentives like prizes and awards may be used to motivate others in the community to join in (Corcione, 2019). Providing a tangible reward, like as an iPad, may be a terrific way to increase engagement.
Provide Rewards: Motivating people with rewards may have a significant impact. Motivate the community to become involved by offering awards and incentives for those who do so (Pradeep, 2022). By providing a tangible reward, such as watch, companies may encourage more people to take part.
Leverage Community Groups: Leaders in the community and other community organisations have extensive connections (Catana, 2020). Make contact with them to ask for their support with a future endeavour. Because of their extensive networks, they will be able to help spread the word about the initiative and bring in new supporters from areas of the community that would not have been able to reach without them. This will increase the credibility of the offer to attend since requests to join events from respected organisations are more likely to be accepted.
[bookmark: _Toc111154858]Conclusion
From what has been said above, it is clear that many different instances have been presented since the notion of "community participation" developed, all with the intention of resolving problems of inequality and injustice. Participation in local communities has evolved into an important tool in the fight against social ills. Noting that those involved in community development have a long way to go before they can expect to stem people's perceptions of such issues is also very important. To put it simply, for a society to overcome its issues and turn itself into a better place, it is crucial for the society to offer the structures, and a suitable climate that will allow community participation to take effect.
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