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[image: ]This essay is focused on community engagement which has provided its principles and stakeholders' participation benefits; it includes decision making, the relationship between stakeholders and prevention of project delays or obstacles. It has identified the relationship between the stakeholders and provided suitable strategies for engaging the community to achieve its goals. The social media platforms have been very essential for making the stakeholders engaged in organisational operations. The concept of community engagement through community participation, collaboration and diversity and inclusion in the organisation is highlighted in the essay below. The prime focus of the essay is oriented to the topic of community engagement. 
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Community engagement allows a wide range of platforms for the business to promote their products and services to create values to have better outcomes. It helps to make positive workplace culture and build strong relationships with the local communities. The importance of community engagement is to increase brand awareness and visibility to encourage their businesses to achieve higher opportunities to develop their business potential. It also helps to make stability in the business process and create values of their brand awareness in the market. This essay is based on the analysis of community engagement; it will show the principles, standards and benefits of stakeholders' participation in community engagement. It will show their importance and stakeholders' benefits in the businesses to reach closer to their goals. This essay will identify and provide an overview of the relationship between the stakeholders and the strategies which are suitable for engaging. It will further provide different social media platforms which are used to gain more support for their projects which will include creative thinking and professional skills. This essay will also show its relevant ways to promote community participation, diversity and inclusion which enables multiculturalism and socio-cultural integration.
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Community engagement allows making positive and effective changes in both the communities to make development on the process of operating their business. It focuses on making better development by engaging the community to achieve sustainable and long-term outcomes. It also helps to have better relationships, decision-making, implementation or processes to achieve better results in the market. The principles of community engagement help to have practical guidelines to understand the factors which are required for the company. Community engagement is a strategic process which has the specific purpose of working with an identified group of people (Bini et al., 2018). The role of stakeholders in a community is to benefit the community; it also allows improving company decision-making, competitiveness and legitimacy. It allows reducing conflicts, boosting market knowledge and preventing costly delays which help businesses have a better advantage to improve their market positioning. Stakeholders are referred to as parties which have an interest in the company, each individual or group should have a healthy and balanced relationship with other stakeholders to have better efficiency in the market. Investors, Customers, employees, suppliers, communities, and government and trade associations are the stakeholders of the company which can be both internal and external (Seaman and Bent, 2022). They focus on making values or quality of product or services, financial returns, safety and revenues, taxes and GDPs of their trade work, health, safety and economic development to provide efficient support to the businesses to meet their goals and objectives. 
In the business stakeholders play the most important part which helps to meet their strategic objectives with the help of their experience and knowledge of the projects, it also provides all necessary resources and materials (Baba et al., 2021). There are various advantages and benefits of having a stakeholder in businesses to be more successful and create sustainable changes in the company. The participation of stakeholders in the company allows for effective decision-making by critically understanding the needs and changes required to avoid any product issues and understanding each stakeholder's perspective (Jha and Iqbal, 2020). It helps to gain competitive advantages by over viewing each stakeholder's perspective to make better and more informed decisions making and considering their customer needs. Better relationships with stakeholders are also one of the benefits which help to know about their specific needs and demands to understand the factors to deal with to overcome those challenges to build better stakeholders. It helps to make an effective method of implementation of tactics or strategies or skills which are learned in the stakeholder's management (Boyle et al., 2022). Prevention of project delays or obstacles is the most beneficial advantage which helps to benefit the company to have more production. Stakeholders help to have quality, and value and achieve their targets to avoid any problems or delays in the production to achieve better results from the projects. This process helps to have higher chances to complete their task or projects on time or within budget to avoid any wastage which helps to boost company efficiency in the market (Martin and Ibbotson, 2021). These are the benefits which help companies to boost their level of competitiveness and develop their company potential to achieve better outcomes. 
There are several key stakeholders in the social media platforms that organisations must be aware of and take proper use of. Social media is the platform for sharing information and data online which is one of the most active platforms for organisations to operate. Some of the key stakeholders that organisations must have to suffice their needs on the social media platform are; employees, customers, managers, marketing representatives, customer support and sales representative. These key stakeholders play a vital role in bringing success to the media marketing of an organisation. The relationship between these stakeholders is very close quartered as they influence one another on a very high note (Xu and Saxton, 2019). Managers are the ones that ensure close participation from the internal members concerned with the media marketing under which employees, marketing representatives and customer representatives’ work. On the other hand, customers, sales representatives and customer support operations on a close related bond as one follows the other. 
To keep the stakeholders, strategies have to be adopted by the organisation that will ensure their close engagement with the process of digital or social media marketing. Different stakeholders possess different interests and expectations from organisations to fulfil their interests. The first strategy that organisations must implement is creating internal communication effectively. Making the internal staff communicate better with clear messages would be the first strategy to engage the stakeholders together (Zarzycka et al., 2021). Internal culture matters to have a better engagement from the stakeholders as social media surpasses any geographical boundaries. Having extensive research about the concerned stakeholders is another strategy that organisations can adopt to have proper knowledge about them (Denktaş-Şakar and Sürücü, 2020). Having regular social media audits also is a concise strategy for having the stakeholders closely related to the program. Targeting the stakeholders based on their interests is also one of the brightest strategies for organisations to keep them included in social media marketing. 
Communication is one of the most vital aspects of achieving success on social media platforms. Social media platforms provide the main components of communication for the organisation and all of its stakeholders. Social media platforms act as a bridge for organisations and customers to interact and indulge in marketing campaigns and operations. One of the most prevalent social media platforms that businesses use for marketing their products and services is LinkedIn. LinkedIn is one of the most commonly used tools for creating a connection and communication between active stakeholders. Profiles on LinkedIn help organisations to determine the most active and concerned stakeholders for the company. LinkedIn has been a major tool for businesses to engage their people and customers and interested people in close relations (Troise and Camilleri, 2021). There are several other platforms like Facebook and Instagram that provide organisations with enhanced brand promotions through social media pages and influencers. Social media platforms also demand proper utilisation of creative thinking skills to make a long-lasting impact on the customers. Marketing on social media demands creative thinking from marketers to attract customers online.
Organisations since the introduction of globalisation and industrialisation have started to focus on community participation. To suffice the idea of community engagement, organisations implement certain steps to support their participation, collaboration, diversity and inclusion. Socio-cultural integration refers to the engagement of the people within a community to the organisational objectives. To foster socio-cultural integration and multiculturalism, organisations can implement different types of promotional activities. Organisations must indulge in certain principles that would foster the successful evolution of partnership with the communities (De Weger et al., 2018). Organisations must not only orient their focus on providing the products but also the services that would empower the society and community they operate. Organisations should also create awareness of the inside of their own. Although businesses need to focus on the online platform, it is also mandatory for them to create a good relationship with the community and the people that are engaged in facing the community outside. Businesses should also focus on other channels to promote community participation and collaboration in making the projects collaborative. Channels such as customer user groups and product councils can be helpful to leverage the collaboration from the community (De Weger et al., 2018). Another method to support collaboration is marketing the new customers along with acknowledging them with the existing community they serve in. 
Promoting diversity and inclusion is also one of the most common strategies that organisations use to support the community to include them in the organisational operations. To include diversity and inclusion in the organisation is one of the most widely practised aspects to support the community in which they operate. One of the prime ways in which organisations try to foster socio-cultural integration through diversity is through their onboarding and recruitment. Selecting people from different backgrounds helps the organisations to increase their values and implementing measures focused to have a diverse workforce empowers the community (Dinnie and Fischer, 2020). Communicating with people about the diversified workplace empowers the community to have themselves interested in the organisational operations. 
Another way to promote diversity fostered in the community is making the internal workforce committed to diversity in the organisation. Making the workforce fully diverse would create a huge positive impact on the people concerned with the organisational operational activities in the community. The community takes a very good analysis of the organisations that are engaged in promoting diversity in the workplace. It is highly beneficial for organisations to have diversity in the workplace that would make it easier for the organisation to interact with the local communities in the process so that it would not face any drawbacks in the process (Dinnie and Fischer, 2020). Hosting community events in the organisations to celebrate diversity can directly support the organisational objective of having their community socially and culturally integrated with the process. Indulging in community cultural programmes is also another way of showcasing that the organisation is highly included in diversity programmes and it supports local and international culture alike. 
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The following essay has shown community engagement principles, its standard and the benefits of stakeholders' participation which helps to achieve better outcomes and develop strategies to achieve its strategic goals. It includes community principles and stakeholders' participation benefits to achieve its target and stability to provide better advantages to create their brand values and awareness. This essay has provided and identified the relationship between the stakeholders and the strategies which have been used and are suitable for engaging in the businesses. It will also show its different platforms of social media which have helped businesses to support their projects; it includes creating internal communication effectiveness, regular social media audits, and targeting the stakeholders as per their interests. This essay has also promoted community participation, inclusion, diversity and collaboration to enable socio-cultural integration and multiculturalism. 
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RECOMMENDATION
Community engagement is the most important way which helps to build trust and good relationships with the company and its stakeholders to achieve its goals and objectives. There are various strategies and ways to establish effective community engagement by avoiding challenges and problems. Building trust is one of the first steps which is essential for the company to establish or improve community engagement in the business. It is built to develop the effectiveness of the company to ensure that the company has an advantage and better efficiency to achieve its targets. Knowing limitations is also one of the steps to developing businesses to avoid making mistakes in the community engagement strategies and have better opportunities and advantages in the market. Understanding the limits helps to make proper decision making and strategy implementation to have much more stability and higher chances to have benefits and engage in more different activities. 
[bookmark: _bx9mjw4kfbq0]
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