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The discussion on community engagement is going to be done in this essay. The definition of the community engagement concept will be provided to enable the reader to know the concept and its meaning. The discussion on the community engagement principles, standards, and the stakeholders’ participation in the community services and engagement will be held. This is because the community needs good interrelationship between the stakeholders and the community at large so that the management and development of the community can be managed as required (Whiteley et al., 2011).
[bookmark: _Toc113304501]Discussion
Community management is primarily concerned with engaging the community at large in more sustainable and equitable decision making, which necessitates an efficient process and results in the deepening of relationships and trust between the government, organizations, and the community at large. In this essay, community engagement will be analysed in terms of its social media aspect. Community engagement is always based on the democratic idea, which is that there is always an issue that is known to impact the community in its decision-making when the community sticks to it. Community engagement also helps in the holding of the various promises, where public participation is known to affect or influence decision-making, which is then known to affect the provision of the services, the future vision of the community, and the sustainability of the community (Ojha et al., 2016). There are various definitions of community engagement in the context of the different fields in the community. But all the definitions for community engagement are highly related to the explanation of the consultation, participation, collaboration, and empowerment of a given community. The main task in the community is mutual decision-making.
People, governments, and various organizations, whether governmental or non-governmental, are known to come together in the making of basic decisions that are known to have a positive effect on society or community. From the government and the various organizations' perspectives, community engagement is understood as the bridge or the way to work together, listening to each other, so that the communities can build a long-term relationship that is mutual and the relationships that can help in developing meaningful solutions to complex issues (Keen et al., 2012). Through these mature and important relationships, the community can develop meaningful solutions to the complicated and complex issues. There is also a chance for the government in the creation of the catalogue with every aspect of the diversity that is found in the community, and this is through the central inclusivity. There are several principles that can be used to provide guidance to community management and society as a whole.
There are five basic principles that help in community engagement. These principles help in the building of value and connections among the community members. The community leaders are supposed to continuously innovate the offer that is being provided to the community as it is known to bring value to the overall societal experience (Ojha et al., 2016). The first principle is that there is a need for the individual to understand the community and the members that they are engaging with. There is a need for research about the customer base and the preferences in the given community in case there is a launch for the new community in the business aspect (Ahmed et al., 2010). This can be done by working cost-functionally with the immediate members of the community or the organisation. 
The understanding of the community and the personal profiles can help you and the business understand users' needs, experiences, behaviours, and goals. This data must be gathered to ascertain the value your community offers its constituents. Think about it: what unites our team? Why should these people care about each other? The more specific you’re "why," the more thoughtful your "how" may be. Become close with your colleagues. Meet them in person if you can! The foundation of your community will be stronger if you can talk to each person individually and get to know them better. To understand what motivates people's behaviour is the goal (Hovmand et al., 2014).
The other principle is that you are supposed to make your team the star. This explains that the focus should be on the people and their connections. There is a need to give the public a shout out regarding their contributions and achievements. When the members are made more visible, it is more likely that the members and the community engagers will find and build connections in the form of genuine relationships with people like them. This also gives a good chance to be aware of the experience and the challenges that a certain community is going through. The mission should be to bring people together and assist them in making the connections and finding the answers they require. There is also a need to focus on empowering and elevating the community members in whatever they are doing (Wallerstein et al., 2010).
The third principle in community management is the aspect where there is a need to make it easy for the community members to participate easily in the changes that are made in the community. When considering engagement-boosting tactics, start small. As a great way to promote conversation, start by offering topic starters in your online community spaces. In order to encourage participation from people of various ability levels, these questions should be entertaining and open-ended. Not every opportunity for community participation requires a lot of time. While some attendees might not have the time to commit to an hour-long webinar, they might still want to voice their opinions on a simple group topic. The characteristics of your neighbourhood will serve as a guide for your proposals, and as time goes on, you may increase the level of vulnerability and time you require (Hubert et al., 2012).
The other principle of community engagement demands the community engager to participate in the activities that are being undertaken in the community activities. This will be the basis of the motivation of the members of the community, as the interaction and the participation of the engager will be the source of the modelling of the culture and behaviour that the person wants to see from the community that is being engaged. This can also be accomplished through social media by commenting on the social media groups of the targeted communities. The contributions should also be considered as supportive, welcoming, and helpful for those people who are in society (Ahmed et al., 2010). The greater the influence on community participation and engagement, the more members will feel comfortable and safe, allowing them to be their true selves. This can allow the community to introduce authenticity and the genuine self.
The other principle is about persistency and being consistent and thoughtful in community engagement. There is a need for the creation of the plan for the engagement process to be fully undertaken. There is a need for the creation of a calendar of events. The calendar should be content-linked, thoughtful, and well-crafted in the form of the engagement touch points. It is crucial to monitor and assess results as part of the plan. Are others using your conversation starters in the neighbourhood? Are webinars being attended by fewer people? Examining the performance data that backs up your actions is a great way to determine what is and is not working with them. Experimentation is also supposed to be done in accordance with this principle (Heldman et al., 2013). Hence, there is a need to try the activity in the community before we are aware of how it is done. If the engagement rate is at its lowest point, the person is required to go back to the drawing board and figure out the appropriate method that can be used in engaging the community. Last but not least, give your engagement initiatives enough time to be effective. You shouldn't expect everything you try the first time to be a huge success. Getting momentum and giving members experience they can rely on could take some time.
There are various types of community engagement and, according to this essay, the discussion of digital engagement is supposed to be undertaken. The stakeholders can be reached through the social media platforms. The stakeholders are known to affect the success of the goal and the success of the community engagement. Engaging with stakeholders can be done through constant communication to ensure that everyone is on the same page, identifying the interests and existing relationships (Hubert et al., 2012). This will ensure that the appropriate and the right stakeholders will be received in the engagement. There is a need to survey the different stakeholders to establish the correct and effective relationship between the stakeholders and the strategies. You may leverage the connections in your network that you find through surveying stakeholders to advance the issues that are important to you. The alternative is to give priority to stakeholders' interests and sway. Any stakeholder engagement strategy must prioritise stakeholders based on their level of involvement with your company and their influence over specific issues.
There is also a need for mapping the stakeholders in the measurement of the ROI of stakeholder engagement. This is done without considering the size of the stakeholder and the stakeholder's investment in the engagement effort. This can help in tracking the activities and the progress of the engagement process (Keen et al., 2012). There is also a need to communicate the company's activities regularly to the stakeholders, and this can lead to the creation and launching of new products in the community at large. The last way of establishing the appropriate establishment method in the relationship between the stakeholders and the community strategies is through logging into the meetings and maintaining institutional knowledge. Use a strategy to record meetings so that information is stored in a systematic way rather than just in one person's head. Additionally, keeping a note of meetings offers benefits beyond institutional knowledge. If your team is organised by topic and numerous team members are meeting with the same lawmakers, consult the meeting minutes from past meetings. By doing this, you will avoid stepping outside the bounds and perplexing the representative and their staff. Include feedback on the meeting's efficacy and update your stakeholder map in light of how well meetings with each office went (Clark et al., 2010).
In engaging the stakeholders, there is a need for the use of social media in community engagement. This is through the use of social media outreach to reach the stakeholders and the spam influencers. Many companies trust their social media or community manager to handle their outreach on social media. The benefit of this strategy is that it gives your campaigns a more intimate feel. Prospects are addressed by Jim, a Widgets Inc. employee, as opposed to Widgets Inc. If your business is well-known, leveraging your brand accounts for social media marketing has the benefit of appearing more official (Saxton et al., 2012). You might reply to the Nike account on Twitter more quickly than someone posing as an employee of the brand. The following are the various strategies that you can use social media in the outreach of the project in consideration of interpersonal skills. There is an important consideration in the consideration of the objectives of the project that coheres to the community engagement task. In social media marketing, deciding what you want to accomplish is the first step. Your goals will determine who you contact, how you create a prospect list, and how you get in touch with them. Try not to set too high targets for your initial outreach endeavour.
The other way to use social media for community engagement is by making a prospect list. This is through the use of the media platforms. This suggests that randomly browsing Twitter and messaging everyone you follow is ineffective and makes it tough to track your efforts. There needs to be more strategic thinking. Ideally, you should look for influencers that are likely to be interested in your brand and industry and who have their own fan base. In order to define the project or industry that you are aiming for in community involvement, it is also necessary to establish the crucial tasks that may be used. The use of the various social media platforms and the focus group can help in the full acquiring of the community engagement in the attiaing of the given project. Getting your social media profiles ready for outreach is the other method. People that you connect with on social media will view your profile (Manetti et al., 2016). If you want to be taken seriously, your profiles need to be well-designed. The settings of the professional Instagram or Twitter bio may be used to create a range of biographies. Making a professional profile photo and describing your identity and field of work can help you achieve this. This contributes to brand protection. Then, you may encourage others to contact you by adding the URL and phone number. Making an engagement list is the next step, and it's crucial to do so before meeting with the client. Keep your social media outreach secret rather than making it public. The use of social media ads is also beneficial in this engagement (Melanie et al., 2014).
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Finally, it is primarily concerned with engaging the community at large in more sustainable and equitable decision making, which necessitates an efficient process, resulting in a deeper relationship and trust between the government, organizations, and the community at large. There are five basic principles that help in community engagement. These principles help in the building of value and connections among the community members. It is recommended that stakeholders be effectively engaged in the area of social media. Social media outreach is also a factor in community engagement. 
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