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Introduction

The purpose of this essay is to discuss community engagement. Community engagement is a process where public bodies reach out to communities to create community empowerment and empowerment opportunities. 
Community engagement is more about the participation of a community in policy planning and service, for an example in the case of health policy, if the people of the community can be involved in any discussion, then the plans can be executed properly and the patients will get the services as they expect. Community engagement is based on social justice and the principle of equality. It recognizes that there are many difficulties in health and social services. These barriers are rooted in the failure of organisations to adequately recognize the social, cultural, religious, economic and generational experiences of people from different communities. 
An important part of community engagement is decision-making that helps provide better services to the community. 
Another important aspect is making better relationships within or without the community or improving old relationships that are already there. All will be discussed in this essay what is community engagement, principles of community engagement, standards of community engagement, benefits of stakeholders' participation in community engagement, identification of the relationship between stakeholders, strategies to connect stakeholders through community engagement, and how multiple social media platforms can contribute in this strategy of engagement, ways to obtain socio-cultural integration and multiculturalism etc.
Community engagement is actually based on democratic concepts which means that if the people of a community are affected by an issue, then others who belong there have complete freedom to decide to change that issue. It is most effective in business management. 
Community engagement defines helping each other by sharing important knowledge across sectors (Kumar and Kumar, 2020). Community engagement in business is about improving business through building relationships with external clients. Its purpose is to improve the society and economy as a result of which it will be easier to get skilled workers in the society and the economic structure of the society will be strengthened.  
Community engagement helps to increase brand awareness and helps to give a positive business reputation. At the same time, community engagement contributes toward philanthropist goals which offer an overall growth to the society. For example, KPMG, a global organisation which works as a professional service firm for tax advisory, and auditing, is working on advancing awareness for community engagement build-up (Bitc. 2022). The project aims to bring forward racial equality by embracing cultural diversity.  
A number of organisations have identified several principles of engagement. Seven principles of community engagement are included which reflect the concerns and understandings of those working in community engagement. 
Those seven stages of principle are –
1. Planning requires careful preparation, and adequate and inclusive planning to ensure that the design, organisation and assembly of the process meet both a clearly defined objective and the needs of the participants. 
2. For the diversity of the population and to establish the foundation for democratic legitimacy, equitably include diverse individuals, voices, ideas, and accounts to account. Therefore, one must respect and recognise the diversity of communities (Orau. 2021). 
3. The purpose of this stage is cooperation and sharing. Here the participants should be encouraged to work together and help them in their work to boost their morale.
4. At this stage openness is taught, participants are taught to listen to each other and it is also taught that they have to develop new ideas without being bound by previous ideas and evaluate their work. Openness and learning are the major ingredients of the principle of community engagement (Penn State College of Agricultural Sciences. 2020). 
5. The principle of this stage is transparency and trust. It is important to have a clear idea about your work at this stage.
6. The key principles at this level are influence and action. This level should ensure that a distinction is made between the participants and that they are informed about it.
7. The principle of this phase is the principle of engagement and participation. Promote a culture of participation with programs and institutions that support community engagement. 
Community engagement is a process that builds relationships between public services and community groups. There are seven standards of community engagement- inclusion, planning, support, methods, communication, working together, and impact (Scdc. 2022). 
Another ten community developments are-
1 The involvement standard identifies organisations that are interested in the focal point of engagement.
2. A support standard will be identified that will overcome any barriers to community engagement (Community Planning Toolkit. 2021).
3. Evidence should be collected from available agencies as required and used to agree on its objectives, scope and timeframe and actions to be taken.
4. The approach must agree to a standard that is the engagement's use of methods that are fit for purpose.
5. Standards of working together should be agreed upon and employees should be encouraged to participate in standard work together.
6. Be aware of whether correct information is being shared among participants.
7. Must work effectively with others with engagement and enthusiasm and set standards of working collaboratively with others (Community Planning Toolkit. 2021).
8. Improvement standards require all participants to actively develop skills, knowledge and confidence.
9. Feedback standards require feedback on the results of engagement with the wider community and affected agencies.
10. Monitoring and Evaluation Standards include monitoring and evaluating whether the engagement meets its objectives and national standards for community participation (Community Planning Toolkit. 2021). 
The definition of stakeholder is expanding day by day, companies are targeting a narrow group of stakeholders; shareholders, employees, customers, and regulators. Companies are communicating with many people who affect their business; among these are local residents, community development groups, environment and development agencies, civic associations and non-governmental organisations. 
Becoming part of a community plays a major role in bringing about success for all scales of businesses and stakeholders (Westman et al. 2019). Engagement can improve not only the community but also the company by tapping into local knowledge, reducing conflict, increasing recruitment and preventing costly delays. Research identifies and combines three broad strategies to match one's business objectives and context. 
The overall process brings about benefits such as better decision making, local knowledge build-up, conflict reduction, growth of competitiveness and legitimacy, increased recruitment, cultural support etc (Network For Business Sustainability. 2018). 
There are some common challenges of community engagement. These challenges and ways to address them are discussed in a series that describes real-life experiences from the partnership between the Clinical and Translational Science Awards (CTSA) program, Prevention Research Centre (PRC) program, and other community-engaged research (CEnR) (ATSDR. 2019). 
The five challenges are -engagement and maintenance of community involvement, overcoming diversities among multiple forms of academics and communities, indulging in work relationships with non-traditional communities, leading a project with a particular type of community and constructing a board for community advisory, and overcoming the priorities which are being competitive and having institutional differences (ATSDR. 2019). Each point describes a challenge faced by the partnership and actions taken and provides relevant messages.
Stakeholders can be individuals, groups and entities that are affected by the operation of a business. A clear relationship with stakeholders can be the key to business growth. For a customer-centric company, no stakeholder relationship is more important than its customers. Treating customers fairly and providing strong products and services helps achieve long-term customer loyalty. 
The business relationship with the community is closely related. In addition to acting legally and responsibly, small communities like to support organisations that give back through charity and participation in local community activities and events. This led to the emergence of corporate social responsibility practices. Owners play a small but important role in small businesses owners and stakeholders provide financial support in the corporate structure; which helps in legal profit in business.
Community management strategies are important for meaningful progress. The strategy should always be updated keeping in mind the current competition. Community strategies are essential for any long-term or short-term business relationship. 
The strategy should include multiple strategic steps. It is important to effectively determine the core necessity for the process of community engagement (EPA.2020). If a business or its stakeholders are working on a project then they must be able to define the goals, aims, scopes and anticipated results of that project related to community engagement (EPA.2020). 
In order to work on such an approach, it is highly important to consider the right method or technique of engagement (EPA.2020). The stakeholders involved in the act must have effective collaborative, communicative, and interpersonal professional skills (Geekiyanage, Fernando and Keraminiyage, 2020). Last but not the least, it is important to track, monitor, evaluate and modify the planning (EPA.2020). 
Social media platforms are able to provide free communication between the general public and the government. Social media is like a tool for common people to get high activation. The benefit of social media is that it is like an open paper where the public can view comments, ask questions and get direct answers; and stakeholders can be contacted very easily. By understanding how different demographic groups engage with social media platforms, the contribution of social media to finding the stakeholder that they need is huge. 
Social media is very effective in building a community, attracting people who are interested in such communities and creating a voice of own by expressing support for those communities. Platforms such as Facebook, Twitter, Instagram, and LinkedIn work with great potential in bringing together those communities. It has been observed that brand engagement by businesses with multiple communities can help in erasing brand scandals which highlights the importance of engaging with online communities (Yuan et al. 2020). 
In order to gain a healthy and progressive community engagement, it is highly important that businesses, organisations or any other personal and professional bodies are focused on socio-cultural integration and multiculturalism. However, the process of this integration needs to be highly focused on a respectful rendition of all races, cultural diversity etc (Warren and Akoury, 2020). 
The idea of sociocultural integration tends to correlate with the standard principle of common socio-political interactions. It helps in influencing the subjects to connect with each other using the interactive form of common civil (Ideopol. 2020). 
Community involvement through socio-cultural integration is possible when the businesses or organisations or the stakeholders are ready to mix up with the locals. Meeting people beyond the language barriers is also important in order to create cultural harmony.  At the same time, it is also highly important to get acquainted and communicate consistently with a diverse range of communities which brings networking flexibility. 
Moreover, organisations, stakeholders or individuals can also practise maintaining cultural sensitivity which helps in creating an empathetic engagement with people of cultural differences. It is helpful in gaining reputation and support forces from every section of society.  


Conclusion

The idea of community engagement not only feeds the basic human urge to socialise and live but also it serves as the secret ingredient of progress and future growth. In all the spheres of both business and non-business sectors, community exposure plays a key role in bringing about success and harmony. For businesses not only does it offer better exposure to networking and expansion but also helps in gaining an impeccable reputation. 
Even though there are potential challenges that come in the way of community engagement it can be overpowered by the stakeholders by making the right use of the internet and social media platforms. At the same time, their interpersonal skills and professional skills along with effective communication are also important in carrying forward a positive communicative practice. 
On the other hand, while building up an engagement it is important that stakeholders are focusing on building communal harmony by taking care of the diversity, cultural differences and beliefs. 
In order to gain community engagement success, a few suggestions would be appropriate. Business organisations or individuals can make use of social media to attract the communities. Joining social media groups of similar interests is highly effective at building such community exposure. Moreover, it is highly important to maintain highly communicative flexibility. 
Building communication through multiple channels, platforms etc. helps in constructing a community which aids in business growth. 
It is also important to make use of multiple technologies which helps in team building going beyond cultural diversity through language translation and collaboration. Moreover, collaborating with other companies and businesses is also a great idea to tap into their community of them in order to unleash an ocean of engagement and networking. Staying culturally sensitive while building an engagement with a new community helps in a highly lucrative way to build quick connections. 
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