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INTRODUCTION
	Community engagement refers to the process of working has been done in collaboratively manner, with the groups of people who are from similar geographic pattern, special interest or similar situations to  address the issues which is affecting the well-being of people. It is a powerful vehicle for bringing about the environmental and behavioural changes  that will improve the health of the community and its members. In this report, the analysis has been done on the chosen organisation for the purpose of literature review and the organisation’s best practices particularly on community engagement and stakeholder participation. (Gelmon, and et.al., 2018). The chosen social programme is a campaign named as UNESCO-The connect 2 Socotra Campaign. To raise the awareness on the rich and distinct natural and cultural heritage of Socorta, this campaign has been launched by the UNESCO and the friends of Socorta Association in Palermo Italy. Major museums, botanical gardens, academic institutes and other organisations around the world that host historically important collections and advise or stimulate ongoing projects related to Socorta, are organizing natural history and photography exhibitions, public talks and lectures, workshops, film screenings and other events to connect Socorta to the world and the world to Socorta.  
PART A 
UNESCO-The connect 2 Socotra Campaign
	UNESCO-The connect 2 Socorta Campaign is conducted for the reason of raising international awareness on the great richness and the vulnerability of the unique biodiversity of the Socorta Archipelago and the importance and its conservation. There is a need to safeguard the richness of Scorta’s unique intangible cultural heritage, in particular about knowledge and practices related to nature and universe and the Socorti language. (Orphan, and et.al., 2018).  This campaign has been conducted for supporting the efforts of Yemen’s Environment Protection Authority and its branch on Socorta in preserving and promoting biodiversity. Identifying follow-up actions to be taken for further preservation of the Archipelago’s natural and cultural heritage. Stimulate research on the impact of climate change and other threats on the Archipelago’s biodiversity and propose mitigation measures. Focus of the campaign is that in the field of nature, events will pay particular attention to the link with other natural world heritage properties, the study of insular endemic species and lineages, conservation needs and methods including traditional methods and the main threats to natural heritage. To raise awareness on the needs to safeguard the Archipelago’s cultural heritage, the campaign will focus on the knowledge and practices concerning nature and the universe of the local population, oral traditions, indigenous languages or the challenges to conserve vernacular architecture. (Vaeliverronen, and et.al., 2017). Benefits of this campaign is that by protecting these heritage sites, an opportunity will be there for conserving the culture of the particular country. Benefit is also in the terms of that spreading awareness on how the challenges and the care connect us to the vulnerability of ecosystems all over the world. 
The stakeholders of the campaign are some of the participants institutes. It includes World Museum, Botanical garden of Rome, research centre in biodiversity and genetic resources, university of Palermo’s Botanical Garden, Mendel University, ghent university botanical garden, lower Morava biosphere reserve meise botanic garden, royal botanic garden Edinburgh. The sort of relationship shared between the campaign and stakeholders is a kind of mutual interest, same goal and the intentions towards attracting the people for visiting these heritage sites for the purpose of exploring themselves.  The stakeholders who are engaged with this campaign or involved with this campaign are also associated or active on social media platforms. (Metro-Roland, M., 2018). 
The purpose of remaining active on social media platform is that they can create awareness about the heritage sites so that it does not lost with the fast time of modern era. The reason for creating this kind of awareness is that people can make themselves aware about the historic development and comes to know about the culture of the country. The campaign main aim is that the value of this historic or heritage places do not get lost over the period of time. Social media platforms plays a very important role in spreading the awareness about these places and can reach to the lakhs of number of people with their message. There are different kinds of social media platforms. It involves youtube, facebook, twitter and other media platforms can make the work easy for spreading this message. The campaign has been launched in 2019 October to 2020 February. 
Under this campaign major museums, botanical gardens, academic institutes and other organisations around the world that host historically important collections and advise or stimulate ongoing projects related to Socorta. They are organizing different kinds of photography exhibitions, public talks and lectures, workshops, film screenings and other events to connect Socorta to the world and the world to Socorta.  The people involved in this campaign has tried to do various activities for spreading the awareness. The skills or more improvement can be done regarding this campaign through by popularising these activities on the world level. (Molinillo, and et.al., 2020). This can be done through online media where it has been lots of possibilities for reaching to the large number of people. For connecting Socorta  to the world its really important that to convey all the knowledge, kinds of activities through modern approach. This modern approach can be the shift towards digital media and the people also associated with it needs to work on digital media so that they can make themselves aware that how they can use and access the particular kind of media platform and using it in a wise manner. In this way, the campaign working can be done in a result-oriented and active manner.
The campaign can take efforts in reaching to the large number of people through social media platform. It not only increase the popularity of the campaign but also gives a new chance to connect with people in a different manner. (Singh, and et.al., 2018). Through social media platform, feedback can be received through users who take interest in this campaign. By using this kind of approach, opportunity has been created for building the email marketing lists. Website traffic can also be increased by making the content to the point, heart-centric and attractive approach so that large number of people can connect with this campaign. Through this digital media, improvement can be done through overall campaign engagement. These kind of activities can contribute in attracting the large number of people for visiting the different heritage sites. It is important to give training to those people who are associated with this campaign for the purpose of success of this campaign. (Winschiers-Theophilus, and et.al., 2015). They need to be trained regarding how to use social media platform in an effective manner. Give them training how to interact with social media posts. The training is very important so that people can understand that how they can deal with this large number of group of people. The training helps in contributing towards dealing with different kinds of people with different backgrounds.
 The training infused new skills, sharpen the existing ones, perform better, increase productivity in terms of attracting the large number of people for visiting these heritage sites. Forward –looking approach is very important for the campaign because of the fast-moving changing technological environment. In this modern era, due to development and changing environment the working style of many people has changed in a very fast manner. Modern approach not only connects with large number of people but also gives the opportunity for growing themselves to a next higher level. (Nagar, R. B., 2016).
 There are different kinds of people on social media platforms with different kinds of cultural background and different thinking people. Its very difficult to make understand the importance of these heritage sites because they have their own mindset. There are certain kinds of external factors which will create hindrance in the successful implementation of this campaign. External factors can be economic, political, social, technological, environmental. These factors play a very important role in making the connection between this campaign and its stakeholders. Stakeholders behaviour towards the campaign is very important because if they are positive towards the campaign then there is a lots of good chances then campaign can achieve its objectives. Stakeholders and their partners support plays a very important role in spreading the awareness regarding the heritage sites. Whether it is a economic factor or any other factor, the changes in these factors result into the performance of the campaign. If the results ad impact are in the positive manner then it will support the main aim of the campaign. And if the results are not favourable then it may deviate the working of campaign from its target. It can be in the form of that due to political changes where government does not support for this kind of campaign. So its really important to observe that how these external factors are working and how does it affect for any kind of activities within that area. 
To achieve a competitive advantage, community engagement has to follow some particular and modern steps so that they can follow the current trend on which the whole people are focusing. Competitive advantage is something where strategies and planning has been done in such a manner that it can be achievable within limited resources or within low cost of investment. (Schudde, L., 2019). It is a kind of something achieving big with small kinds of investment. Community engagement needs to understand that for what purpose the campaign has been organised. 
They have to think in a broader perspective so that different kinds of people from different communities and background can come together and spread the awareness among people in a positive manner. (Baudish, I. and Bruce, A., 2015).  Community engagement is the best way for fulfilling the bigger targets in a positive manner. Community engagement can be improved by increasing the communication skills and knowledge so that people can understand the value of the campaign.


CONCLUSION
Community engagement is a process where the bigger targets can be achieved through the collaboration of different kinds of people from different backgrounds, different communities. The campaign named as The connect 2 Socorta Campaign is a very good initiative for protecting and create awareness about the heritage sites. These heritage sites infused with their historical knowledge, importance and with their own stories in it. Campaign has their own partners and stakeholders which contribute and gives support so that they can focus on their aim. (Golden, and et.al., 2018). To carry out the objective of this campaign it is necessary that the people who are associated with this campaign have some skills, qualities so that they can spread the awareness in an effective and result-oriented manner. The awareness can spread through using modern approach according to the current time requirement. Awareness can be created through the use of social media platforms. It is  a very good and strong way to connect with large number of people. This kind of awareness through wise use of social media platform can be very effective and can be into the category of downfall if it does not approach to the people in a to the point manner.
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