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Assessment Component 1 
Words Essay

Strong economic and social change in society is primarily concerned with community involvement. Appropriate comprehension of community involvement is developed and shown throughout the project activities. The study stated uses this to its advantage by expanding upon and setting out several advantages and disadvantages of community engagement. The paper includes guidance on how to use a variety of social media strategies to take a proactive stance toward addressing the difficulties and complications that have been identified. The paper as a whole address and emphasises the appropriate and adaptable advice that social organisations may use to manage their interaction with the networks to achieve competitive advantage.
There are four main perspectives to consider when examining community participation, each of which has something unique to offer.
Systems Perspective
To a systems thinker, a community is like a living thing: it has many diverse pieces that all have a purpose and work within defined parameters to provide for the whole (Cabrera and Cabrera, 2019). The health of the community depends on every member fulfilling his or her specific job concerning the total. Connected and interdependent sectors of a healthy community work together to identify and address issues and improve the community's overall health.
Social Perspective
Communities may also be described in terms of the social and political ties that connect their members, institutions, and authorities. Engagement strategy design relies heavily on an accurate understanding of these networks (Li et al., 2021). By following people's social connections, engagement leaders may learn about a community's leaders, its habits, its at-risk members, and the people who can assist them.
Virtual Perspective
There are still communities that emerge around physical locations, but increasingly people use computers and the internet to establish important social and professional connections and life choices. "Virtual communities" refer to social groupings or groups with a shared interest that engage in a structured manner through the Internet (Agostini and Mechant, 2019). These online groups undeniably represent a pool of accessible resources for community-based health education and study.
Individual Perspective
Beyond the concepts of the community used by scholars and engagement leaders, individuals have a sense of belonging in the community (Michalski et al., 2020). In addition to this, people may feel a connection to more than one group at the same time. William James, a philosopher and psychologist, provided some helpful insights on this topic. It was crucial to James to take into account both the "I," or an individual's internal representation of themselves, and the "me," or how others outside of themselves see them. On occasion, these divergent points of view may be reconciled to form a unified whole.
Following are five examples of the many ways in which giving back to the community helps both businesses and the community at large.
1. Working together as a community via networks
Involvement in the community facilitates networking amongst companies in the area. Many will be in related fields, while others will provide supplementary goods and services. Supporting a community's economy via outreach and collaboration with such groups.
2. Volunteering Increases Employee Morale
Volunteering has a beneficial effect on employee engagement, despite what a community project like RecycleRebuild would think (Boštjančič et al., 2018). This is especially true if workers are rewarded for their efforts. Since local firms' workers are so likely to be residents of the same area, they may have a greater impact via volunteer efforts. Therefore, they have a vested interest in the outcomes of the conflicts taking place there. By caring about these concerns and rewarding workers for becoming engaged, a company shows it cares about its people.
3. Attract and Keep Local Talent
Participating in one's neighbourhood may do wonders for recruiting and retaining top personnel (Howe et al., 2022). It's a great way to get the company's name out there while also demonstrating that they mean business when it comes to social responsibility. Highly talented employees who are also creating value work for companies that show they are committed to more than just making a profit. Sixty-four per cent of millennials say an employer's stance on social issues influences their decision on whether or not to apply for a position.
4. Gain an Edge Over Big Corporations
Compared to their national counterparts, local and small firms benefit greatly from community participation. Companies with a high concentration of local workers tend to have stronger relationships with the communities in which they operate. As a result, the company's efforts to better the neighbourhood are more organic and heartfelt since the company cares about the success of the neighbourhood (Mainwaring, 2020).
5. Build Brand Awareness
A company's name recognition and good standing in the market are both enhanced by its active participation in the community. Customers care about more than just a company's bottom line. Consumer trust is at stake, which is especially important in today's economy, and these actions may either strengthen or erode that trust.
Internal and external challenges arise when trying to engage the community.
Resourcing: When it comes to community participation, a lack of time and resources is often the largest obstacle (Kilewo and Frumence, 2015). Beginning with the planning phase, this is required for delivery, followed by the final reporting and assessment phase.
Flexibility: Flexible strategies and resources for community participation are essential for adapting quickly to changes in demand and the kind of feedback.
Accessibility: Involvement in the community thrives when all members can participate. To achieve this goal, it may be necessary to translate documents into several languages, arrange events at various times and places, and provide training on the online engagement software.
Tired of Consultations: Constant community involvement carries the risk that residents may become weary of having their opinions sought and will eventually stop participating (Haldane et al., 2019). To keep people engaged, it's necessary to strike a balance between the requirement for involvement and what's an acceptable degree of engagement for the complete community.
Disillusionment: If people in the community feel their ideas aren't being heard, they may lose faith in the system as a whole. The community may feel slighted and resentful if they perceive the consultation was only a "tick-box exercise" to show that they were consulted but their criticism was not taken into account or acted upon. Therefore, it is crucial to manage the public's expectations regarding how much of a say they will have in the ultimate choice.
Governance: Good leadership ensures openness and responsibility for all members of the community (Beato, 2020). To get the most out of engagement activities, a systematic strategy is required, including strategic goals, strategies for allocating resources, and a clear division of authority and accountability.
Possible ways to engage with community members effectively.
Engaging stakeholders using social media allows businesses to have direct conversations with communities where doing so would have been difficult, if not impossible, before the widespread use of the internet (Manetti and Bellucci, 2016). While some businesses are certainly pioneering the way, many sustainability experts are unsure of where to even begin. To increase community involvement, they've started using social media for stakeholder interaction.
Be familiar with how conversations work: Companies should get their hands dirty with social media platforms ranging from Facebook to Vine before plunging in headfirst. Before attempting to handle queries presented to them, they should engage as users and observe how interactions take place, thus understanding the "language" of the planned platforms.
Interpersonal skills: Information extraction from the community is a complex process. Users' emotions and ideas can only be uncovered via in-depth research and analysis, which requires a defter touch than standard conversation (Magids et al., 2015). Occasionally, members of the community must be pushed on the proper path by the use of force. High levels of community involvement are achieved via the demonstration of strong interpersonal skills that make the audience feel that their thoughts and ideas are valued.
Engagement skills: Having many different components, such as polls, surveys, questionnaires, qualitative conversations, focus groups, etc., is great for the overall health of an online community. The manager of such a group must be well-versed in member preferences and behaviour to maintain high levels of participation and enthusiasm. Gaining the most from a community requires an awareness of how to financially and otherwise compensate its members.
Share stories from the community:. A couple of goals may be met using this approach. By offering the supporters a platform to express their opinions, they strengthen bonds inside the group and inspire members to open up about their own lives. To put it simply, this is constructive material provided by users. And this is a crucial aspect of their approach. 
Recognize that there is nowhere to hide: Business entities exist in the social media sphere regardless of whether or not they actively participate (Horn et al., 2015). It used to be difficult for regular people to provide honest feedback on businesses, but thanks to the rise of cellphones and widespread Internet access, platforms like Yelp and GoodGuide have made it a breeze. There is no longer a choice about whether or not to have a social media presence; the only option is how that presence will be handled.
Be transparent and honest: Businesses that decide to join the social media sphere should do it with self-assurance and authenticity (Appel et al., 2020). Communicating openly and honestly with stakeholders will encourage similarly forthright responses. Trust and mutual respect are two of the most crucial aspects in developing a successful stakeholder engagement programme, according to new research by the Brunswick Group.
Get ready to experiment: When it comes to social media, various business strategies might be tested. Employing this setting to try out new customer interaction strategies is a must for any company serious about success. For instance, the French grocery chain Auchan puts QR codes on receipts so that shoppers can provide feedback on new products straight to the company using their smartphones.
Apply editorial rigour: Finally, although social media may appear more casual than more conventional media channels, businesses should nonetheless treat their conversations there with the same level of seriousness they do in other settings. They need a system in place to conduct surveys, gather information, verify data sources, and then disseminate, discuss, and moderate the findings (Kabir, 2016).
Create real bonds with people: It's vital to prioritise establishing genuine relationships. One of the best ways to connect with customers on a personal level is to be genuine, prioritise their needs, and provide them with a window into the company's inner workings (Magids et al., 2015). Telling the story will offer the community and business partners a voice and unite them in their concern for the organization's long-term viability, ease of use, and accessibility. Communicate with the clientele regularly and pay close attention to what they have to say.
Give the community a place just for them: People in a community need a gathering spot where they can get to know one another. Someplace where people may open up about all of their experiences and discuss the things that drive them most. When individuals just have interactions with the company, they don't feel like they belong to any kind of community, but rather like consumers (Dixon et al., 2010). Providing a forum where members of the online community may chat about topics that are important to them is a terrific way to foster a feeling of belonging and camaraderie among them. Reddit, Facebook, or any other social media site that is most popular with the target demographic may serve as this location (Lua, 2022).
React quickly: Humans have a natural need to communicate and share their thoughts. Consequently, it's important to communicate with the affected parties as much as possible. Engage with the online community by answering questions, expressing gratitude, and asking for clarification. In this approach, it is feasible to ask individuals to participate in the discourse that is going on.
The report as a whole close with an appropriate comprehension of the interdependence of the concerned organization's stakeholders. In addition, the report's contents help readers figure out where the writers stand on a range of issues, to guide each reader to a decision that's right for them. The research also concludes the importance of training in the context of addressing and resolving sociocultural difficulties and complexity. Further, the paper concludes how the use of a prospective strategy may help businesses and their networking partners maintain stronger connections over time. The study as a whole offers actionable advice that may be used to improve decision-making in the future.
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