Assignment Title: Assessment 2
Community Engagement
Student ID: 2114508
Student name: Ralitsa Georgieva














Contents
Introduction	3
Main body	4
Conclusion	8
Reference list	9












[bookmark: _Toc102766988]Introduction

Community engagement is the most important strategy for every society and region population. Creating strong, supportive and helpful community is very important responsibility for every government. There is available many tools for managing the community, but proven evidences showing that the most effective one is the social media. During the COVID-19 many companies turned their strategies with main focus to increase their online digital networks activity and to improve their revenue and sustainability in long terms. There is also many governments which find out with good time manner how to use the online social media in their advantage and how to increase the community engagement via digital tools and communications (Rita,2021).
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The widespread use of social media has had a massive effect on community members' and authorities' levels of interaction. Official accounts on Facebook, Twitter, and other social networking sites exist for elected members, city politicians, entire government agencies, as well as the metropolises themselves. As a consequence, occupants and local residents can provide real-time feedback and responses to metro activities and decisions. And, since the most networking sites such as facebook are all independent, they are a low- to no-cost way for authorities and citizens to communicate directly (Drury,2021).
COVID-19 has pressured metropolises to dramatically change how they operate, hold conferences, and interact with residents on a constant schedule. Residents' trips and telephone conversations may go unanswered as many city councils throughout the nation shut their doors. That is why it is critical for authorities to investigate a range of public engagement strategies. Social media is among the easiest and most direct methods of virtual community engagement.
The way people use social media varies greatly depending on the platform. According to the Pew Research Center, nearly 70% of adults have used Facebook and Youtube; in fact, 74% of these users visit the sites on a daily basis, with about half visiting multiple times a day. Understand the social selection programs' potential audience can aid towns in their focused communication and engagement. Age, gender, and educational achievement all influence how people use social media networks, but one point is certain: social media is here to stay and can thus be used as a strong tool for public involvement (Molbert,2021).
One of the advantages through using social media is that citizens can see, give an opinion on, ask any questions regarding, and receive straight answers regarding public service delivery and judgment in timely manner. Public faith in democracy has remained a source of consideration, and several people say they want their elected representatives to be more transparent and accountable. Social media makes it simple to share downtown area news and events with occupants, trying to humanize administration staff members and trying to demonstrate the day-to-day work they do.
And responding to questions from community members on a general populace town page is far more productive than trying to answer them multiple times over the mobile with various citizens. When you respond to community members' comments, they will feel supported and recognized.
Despite the fact that social media usage is increasing across population characteristics, teenagers continue to be the most regular members throughout social media channels. a nd certain systems may be better suited for reaching out to teenagers, as research shows that Instagram consumption declines with age, for example. Knowing how various population groups interact with social media sites can help cities identify initiatives and design status updates with the specific citizens in thought (Xia,2021).
Notably, an increasing number of UK people get their daily information from social media. For greater good worse or, they are progressively seen as go-to news providers and up-to-date details, and therefore, they may be the best place for metropolitan areas to share case of emergencies notifications, breaking information, and global health guidelines, among other critical info.
Citizens can feel attached to their leaders, city officials, and the broader public by posting pictures of future initiatives and city collaborate. Citizens who are adversely affected by expansion project can be reassured by keeping a record of and receiving regular updates on capital improvement projects in their neighborhoods.
What Works Cities is always looking for new and creative ways to promote information authorities. Towns can access a wealth of information through social media, which can be used to notify communication and obtain insights into citizen demands. Cities can learn what works by tracking interaction on social media posts and adapting material to motivate more discussions with citizens (Bonazzi,2021).
With over 2.6 billion users worldwide, Facebook is among the most popular social networks available today. It's a great place to keep up with what's going on at the moment, such as new attractions, job openings, new guidelines, and continued development infrastructure improvements. Citizens who want to know exactly what's going on in there own society can see the broad scope of their administration's task by posting pics and posting on a regular basis. Facebook Live is a real - time service provided by Facebook. Using Facebook Live to communicate to the public, respond to questions, and make critical community communications is a simple process. The capacity to interact with audiences by accepting resulting from experience and assessing Live emotional responses in real time is one of the unique characteristics.
A few population centers use YouTube as a video platform to streamed their own media content. It could be used to broadcast simulated political rallies and other distant conferences to individuals in the community via web conferencing or in service user. Towns may also use YouTube to transmit and receive "State of the City" contact information and other essential press statements from local politicians. It's an effective tool for communicating relevant data to citizens, with interaction values close to Facebook (Chapleo,2021).
The Digital News department is a collection of video content concentrating on  most latest headlines, happenings, and official statements. They also have a committed succession of notifications on COVID-19, and also streaming video over several various town ministries and organizations trying to offer information and events on current development.
Twitter is perfect for short bursts of subject matter and actual interaction. Towns must extract a most crucial data from news releases and headlines to start sharing via Twitter due to the short messages limit. Whilst also Twitter seems to have a much different audience than Facebook or YouTube, it is especially popular among teenagers aged 18 to 25, who would not be aware of public service delivery elsewhere (Ponta,2022).
Twitter has the potential to improve the efficiency and transparency of government operations. Numerous towns, particularly through COVID-19, use Twitter to share case of emergencies notifications via brief news releases. A lot of communities use Twitter to replace 311 calls, which are used by citizens to ask city services and content. Some cities are able to provide this service in numerous ways.
Instagram is a popular social network that works especially well for storyboarding. Instagram enables users to share pictures with subtitles individually, but the story feature is incredibly beneficial for metropolises. City Posts could be used to communicate society headlines and news releases that necessitate more material and message. Furthermore, Instagram is very well for government agencies to communicate each other's information — for example, local officials with their own webpage may post public statements, which public city currently account, or account information owned by ministries and organizations, can re-share to their readers and viewers (Coupar,2021).
For centuries, the favored social media platform for authorities has indeed been LinkedIn, a professional social networking app. Cities can use LinkedIn to advertise job openings and hire people, but there are other advantages to using the system. It's also a perfect platform for innovative thinking, with motivation and social to implement and collaborate on particular subjects, which is helpful for networking and communication industry standards. A lot of communities, and also local officials in specific, use LinkedIn to share innovation culture (Harrigan,2021).
The speed with which misleading information and incorrect subject matter expands on social networking sites is a major issue. Legislators and information systems and social media leadership are seriously discussing if and how realization methods should be incorporated into major social networks. In the existing COVID-19 flu epidemic, false and incorrect health data has spread quickly, putting residents' and sections of the community' lives in risk.
Towns have a key role to play as neighborhood health authorities and custodians, and they must ensure that knowledge released with and encouraged on social networks is accurate. Or in the very minimum, this entails double-checking publications before publishing media stories and removing untrue or provocative content from operated webpage (Rana,2021).
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As we can see from the provided information the social media can be very powerful tool which can lead to very efficient community engagement and better society which can deal and support each other in difficult moments. Due to the social media complexity and involved serious number of members it makes it very difficult for control and this is the reason there is need of more control and management over the content and information in order to be decreased the risk for the users. 
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