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1.     INTRODUCTION
According to Dozier et al. (2011), a community is described as a social and political network that can connect leaders, groups, organisations and individuals. Having an understanding of these networks is crucial to plan efforts for engagement. Hence, community engagement is a determined process that develops a working relationship between organisations and communities to help identify certain needs and ambitions and act accordingly (Fitzgerald and Primavera, 2013). The process involves a dialogue between different stakeholders that are aimed towards achieving combined positive changes. Community engagement involves key principles such as impartiality, fairness, learning and continuous learning (Matthew, 2016). 
Tesla is American energy and automotive company, based in California. It specialises in manufacturing electric cars and solar panels (Greenspan, 2018). Objectives behind starting the company were to prove to people that electric car could be better, efficient and more fun to drive compared with gasoline car and to make people realise that the world was accelerating in producing CO2 emissions that had severely affected the environment hence there was a need to stop relying on the fossil fuels and move towards sustainable and zero carbon emissions future (Tesla, 2019). Tesla started different community engagement programs to educate society on technology and sustainability and to help address community challenges that were to generate from the constructions of its Giga factories. 
2.     ANALYSIS OF THE ORGANISATION (TESLA)
2.1.          TESLA'S BEST PRACTICES ON COMMUNITY ENGAGEMENT 
The CSR strategy of the company also focuses directly on development projects initiatives to create a positive impact on communities (Greenspan, 2018). To create a better community engagement, Tesla has opened it factory tours to provide locals with experiences, investing in teachers through different development opportunities and partnering with different colleges to provide technical skills to students to prepare them for future technologies (Tesla, 2019). Tesla believes that teachers are critical link that develops and prepare the next generation of talent in the communities; for this purpose, the company host multiple programs that allow teachers to learn more about the career path available. Tesla's STRAT program, help provide technical education so that the young generation can learn about technology and sustainable living (Hess, 2018). Hence, Tesla has been promoting collaboration between communities to improve the understanding of the right problem in local contexts. 
Some of the best practices that the company has been involved in are (Tesla, 2019): 
· Properly designed engagement programs to make a difference.
· Encouraging local communities to involve; educating them on climate change perspective.
· Working with partner organisations to reach out to people.
· Informing communities of the impact due to their contribution. 
2.2.          RELATIONSHIPS TESLA HAS WITH STAKEHOLDERS 
According to Matthew (2016), an organisation must include, involve and communicate with its stakeholders while carrying out different community activities. Tesla takes a pride in making sure that all of its stakeholders such as investors, directors, public, government, suppliers, employees, partners and shareholders are kept informed on company's major accomplishments, strategies, key issues and targets (Tesla, 2019). Tesla's corporate social responsibility (CSR) strategy focuses on the nature of its business that promotes zero-emissions products. For this reason, Tesla gives the highest priority to communities around it; to satisfy concerns of communities on environmental impact and sustainable livings such as the concerns of the community is the preservation of the natural environment that the company's products duly address (Greenspan, 2018). Tesla believes that communities are its brand image that helps the company to promote the company's business among others (Tesla, 2019).
2.3.          HOW THE COMMUNITY ENGAGEMENT HAS EVOLVED 
From the above discussion, it is visible that company has only been taking part in the community engagement through educating teachers and students by utilising different platforms but the company has been facing serious challenges in reaching out far to communities. One of the reasons that the company has yet to engage communities at a higher level is the fact that the company has started its operations back in 2004 and is still focusing on developing itself (Tesla, 2019). The community engagement levels are far behind to that of other automotive players in the market such as Ford, General Motors and Fiat Chrysler. 
Tesla employees are facing issues due to their daily work practices, retention levels are low; Employees in Tesla are deeply involved in their work that they have no time to take part in volunteering activities (Lopez, 2019). According to Poletti (2019), everyone in Tesla seems to be pushing to make sure targets are met or else they may lose their jobs. It is possible for the management at Tesla to involve in more community works as this will help its employees to connect more with their work, ultimately driving increased productivity (Lopez, 2019). Though Tesla has a significant social media presence, it is not being used to communicate with the public related to its community works. The company provides significant business information but lacks in having effective community engagement strategies (Automotive News Europe, 2020; Lopez, 2019). 
Some other challenges that Tesla is currently facing in terms of its community engagement include the resistance from the local community company when the company started the construction of its three Giga factories (Suba, 2020). Though the company was able to deal with the situation, the issue seems to arise again when the company revealed the construction of its fourth Giga Factory in Grunheide, Germany. The local community conducted several demonstrations as the factory was planned to be constructed in a forest (Suba, 2020); it shows a lack of community engagement on Tesla's part. The company should have engaged the local community before even such an issue comes to the surface (Fitzgerald and Primavera, 2013). Tesla needs to put more efforts in engaging local communities. The local community of Grunheide complained that cutting down trees and removing people from their homes; to construct a Giga factory does not seem logical (Suba, 2020). Tesla is also facing cultural challenges while carrying out its social programs; this is due to the cultural difference being found between diverse communities in the US (Poletti, 2019).
2.4.          TRAINING AND DEVELOPMENT REQUIRED TO EQUIP EMPLOYEES 
Based on the above discussion, Tesla needs to develop ways to engage the community better than what it is currently doing. This can be achieved through community's consultations and community's participation (Wenthe, 2019). There has been a little credible information on what Tesla's employees' role is towards community engagement. Community engagement brings local people and organisation together to harness the ambitions of society (Matthew, 2016). It can help Tesla to design its future projects and to provide a platform to the company that can educate the community through events, surveys, focus groups and workshops. In all these activities, employees' engagement is significant (Fitzgerald and Primavera, 2013). 
Some of the best practices that Tesla can adopt in carrying out effective community engagement programs are (Burton, 2016; Dozier et al., 2011):
· Public meetings;
· Surveys and questionnaires;
· Local workshops;
· Roadshows;
· Public Exhibitions;
· Interviews;
· Social media interaction;
· Community fairs;
· Leaflets.
According to Powell Sears (2012), culture shapes identities and nourishes concepts on how individuals and groups form a relationship among each other. Culture not only shapes trust but forms partnerships; this forms the process of community engagement. For effective engagement, companies are required to have an understanding of the cultural dynamics to build strong relationships. Communities are not heterogeneous; they are made up of different histories and social and cultural structures (Janssens, 2010). Management and employees need to interact with communities that may not share the same norms, values, beliefs or expectations (Jaouane, 2020). Engaging with such diversity in culture needs to have a team that is competent enough to handle such situations. In this regards, employees' training and development play a significant role in a collaborated effort towards the engaging community (Cavalluzzi, 2018). 
According to Bussgang and Bacon (2020), one of the benefits of having community engagement program is that it allows an organisation to engage its employees at different levels based on programs that ultimately drives employees' engagement within the organisation. Dozier et al. (2011), suggests that it is important to train employees for volunteering programs as it is vital for the health of the organisation. An organisation works efficiently with a highly engaged workforce; according to Cavalluzzi (2018), volunteering for social work not only brings benefits for the company but also for the employees as a sense of wining is developed within employees who will go an extra mile to ensure the win for the company. It is argued by Jaouane (2020) that organisations having strong community involvement have high levels of employees' engagement as compared to ones who do not. Employee engagement in volunteering is a key element to have an effective community engagement (Boccalandro, 2018). Having resources and CSR strategy, Tesla can train its employees to be more engaged towards social works. 
2.5.          ADDING VALUES
To improve the way for social strengthening, help in making people's lives better and promoting social mobility between communities and organisation; it vital for the organisation to enhance employees' engagement in community works (Automotive News Europe, 2020; Lopez, 2019). To involve employees, Tesla needs to carry out more community engagement programs. The company needs to adapt to the culture of social works and also create an organisational culture towards volunteering (Burton, 2016). Tesla can develop training programs for volunteering opportunities that will aim towards harnessing employees' skills, interest and passion. Training and development program for volunteering can include the following (Lough and Turner, 2017; Fitzgerald and Primavera, 2013):
· Arranging pre-training engagement that will provide insight towards an employee's commitment.
· Providing employees with a reason to participate in the training; for example, the training provided will be the career-orientated motivation that will eventually contribute towards career success and advancement.
· The training program should be specific toward the community work; it will increase productivity and efficiency. 
· Integrate real-life examples to enhance the quality of the content.
· Arrange training on different aspects of culture present in the community.
· Integrate teamwork, problem-solving and decision-making into the training.
· Provide awards and recognitions.
· Add performance reviews in the development plan of employees.
A study by Wenthe (2019), suggests that employees get more interested in community works if it involves acquiring skills that would be beneficial for their career. An increase in volunteering creates other positive workplace attitudes such as; an increase in the sense of work, pride in the company's products, improvement in personal growth and job satisfaction (Cavalluzzi, 2018). Employees prefer a company that involves a community into its work practices; this provides a boost to employee morale and helps in developing a positive working atmosphere (Wenthe, 2019). Volunteer candidates are found to be more loyal and satisfied (Lough and Turner, 2017).
3.     RECOMMENDATIONS
Based on the above discussion, some recommendations are made on how to increase community engagement to drive competitive advantage:
· Increase volunteering programs to enhance productivity at work through increased employee engagement. This approach will not only attract new hires but will also increase retention levels; ultimately boosting business confidence (Cavalluzzi, 2018).
· Through better community engagement, Tesla can increase community impact that can help to involve more people and create better partnerships with local organisations (Burton, 2016).
· Develop cultural competence among employees; this will help the company to understand community concerns in a better way (Janssens, 2010).
· Community works will help Tesla to help build its employees' skills to drive performance.
· Increase participation and involvement in community works.
· Invest more in community works as it will support the company to find a sustainable business model (Burton, 2016). 
· A social network can be used effectively to communicate different volunteering activities (Lough and Turner, 2017).
· Evaluation program should be implemented that would consist of planning, implementation, completion, broadcasting and reporting. This process will help the company to focus on different challenges while carrying out community activities. Thus, using feedback, future social works can be improved (Dozier et al., 2011). 
· Create a strong presence in the community that will boost Tesla's brand's image.
4.     CONCLUSION
The report highlights how a meaningful community engagement is important to maintain a relationship with its vital stakeholders as they provide a social licence to operate. Community engagement can help Tesla to gain enhanced knowledge, strong relationships with community members, a strong image in the community and a new organisational capacity. The report also discusses how strong support from communities can help the company to create a superior business model. Creating a culture for community engagement will help Tesla not only in developing strong community relationships but also an increased employee's engagement. As the engagement level of an organisation grows, communities get smarter, reliable and generate more values towards the organisation.
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