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Introduction

Community Engagement refers to the process of collaborative working with a group or through a group of people. The report concentrates on the best community engagement practices of Transport for London (TfL) in the pandemic situation. This social program affects the well-being of the people who are engaged in a collaborative working and become powerful vehicles to bring out the environmental and behavioural changes. It clarifies the social expectations and commitment and invites social diversity to maintain social harmony. Social media tools help TfL to hold emotional wellbeing and community safety for all participants. The report demonstrates the stakeholder’s participation and types of stakeholder’s relationship. Different areas of TfL are to be discussed to evolve the community engagement and application of different social media platforms. The report highlights the importance of a forward-thinking approach to training the employees. The report focuses on external factors to sustain the business relationship with the network partners.

Community Engagement project analysis and stakeholder’s participation

Identifying the types of stakeholder relationship and their engagement on social media platforms, is clearly visible that TfL is recognised as the local government body that is credible for most of the transport hierarchy in London, England. There are four sorts of stakeholder relationships to deploy transportation decisions including the customers, the government, carrier & agent and the consumer (Stone and Aravopoulou, 2018).
The customers relationship. The transportation process proceeds by transferring the customers of TfL from the pick-up point to their destinations. The customers relationship helps TfL to transport the customers safely and quickly according to the route planning.
Engagement in social media platforms. TfL measures their successful services by interacting constantly with the customers, taking surveys and dealing with all kind of complaints which helps to improve its services. As well is using an online tracker of each bus and connect with an application making very easy and friendly for customers to check online for their connections and real time arriving or disruption of the services.
The Government relationship. The government imposes legislation on TfL and has a deep involvement in London transportation. When the government applies legislation on TfL, transport in London moves to a more competitive context and operational freedom (Reinhard et al., 2018).
Engagement of Government in social media platforms. The governmental agencies and bodies include the social rules on the social media network to build public awareness. TfL can directly make a conversation with civic officials and government agencies that provide support for TfL business (Mueller et al., 2018).
Carrier and agent relationship. The familiar agents of TfL are purchasing and sales agents. The carrier receives the highest services rate by keeping the costs to the minimum where possible. (Mueller et al., 2018).
Engagement of carriers and agents in social media platforms. The agent can use Twitter and Facebook accounts on behalf of TfL to post sales and purchasing information.
The consumer relationship. The customers create transportation demands by purchasing TfL services. TfL try to minimise transportation costs and includes higher safety features for the customers (Church et al., 2020).
Engagement of the consumer in social media platforms. TfL creates Facebook page and invites the consumers to like and follow the page. TfL upgrades the service details on the Facebook page to engage the consumers. The short reels of the community working are uploaded on Instagram too. Consumers review the posts and upload their comments.

Community engagement projects

Different eras of TfL emphasise the evolving of community engagement by explaining skills, knowledge and required employment strategies.
The evolution of TfL carries the evidence of having an in-house team and experience to work with specialists. TfL was founded in 2000 and from 2000 onwards, TfL carries different projects like the ones listed below:
Wood Lane Arches. TfL concentrates on the creation of new commercial units during 2001 by renovating 31 unused railway arches at Wood Lane tube station. TfL convert the arches into unit’s workspaces with cycle parking and amenities (Marsh et al., 2017).
TfL concentrated on organisational transparency and communication goals with the employees to make them engaged. TfL utilises communication skills, research skills and critical situation analysis skills to complete the project.
Open data project. The open data project was a community engagement project of TfL in which TfL deployed a bus departure API during 2012. The bus departure API enables the users to demonstrate live departure information regarding bus departure across Great Britain. It bought a revolution in bus service contexts in Great Britain. The talent retention maximisation helps TfL to maximise the performance level of the employees. The technical skills and API knowledge is applied to complete the project (Marsh et al., 2017).
Blackhorse Road. TfL ensured planning approval to develop the site at Blackhorse Road during December 2018 and this site is currently under construction. TfL encompasses 1.5 acres that are opposite the tube station on the Victoria line underground. This community engagement project of TfL will convey new homes, cafes, shops and restaurants. The site analysis knowledge and presentation skill are applied to renovate Blackhorse Road. The reward and compensation facilities possess motivation for the employees (Ma et al., 2018).
Air quality observing project. TfL inaugurated the air quality observing during September 2020. TfL installed about 30 sensors at 18 schools from the Breath London network for recording nitrogen dioxide levels. The results indicate the deduction of NO2 levels by 23%. It helps to indicate the link between air pollution and Covid-19. The knowledge of air pollution and Covid-19 precautions are taking to examine the level of NO2 in the air. The analytical skill, technical skill and ready-witty are needed for TfL to effectively complete the project (TfL.gov.uk, 2021).

Community issues and their resolution

The lack of community engagement introduces a lot of issues including socio-cultural issues, attitude issues and decision-making issues. The lack of community engagement cannot provide constructive outputs for the employees. It introduces a lack of confidence that restricts the employees to communicate with each other (Ma et al., 2018).
The decision-making issue is introduced as the lack of resources and collaboration that creates mishaps. The cultural barriers introduce attitude issues that possess negative attributes towards TfL. Interpersonal skills increase the interaction between the community members that strengthen the community bonding. Social media tool management is the best practice of community engagement that increases the relationship and business viability of TfL during pandemics.

Socio-cultural issues

The next paragraph will analyse and explain the required training and development to prepare employees to deal with socio-cultural issues within society from TfL perspective. 
Deploying diversity training. Diversity training makes the employees of TfL more aware of diversity issues associated with the workplace. The diversity training develops the beliefs on diversity and improves the interpersonal skills of the employees. It helps the employees of TfL to make collaborate with diverse cultures. Diversity training increases the faithful context and enhances the confidence of the employees to work closely with people (Hanna and Adams, 2019).
Development of accommodating cultural differences. The communication skill and practical knowledge is important for the employees to deal with socio-cultural issues within the society. Cultural preference knowledge is more important to develop collaborative working. The practical cultural differences situations need to be deployed to test the ability of the employees to cope up with socio-cultural issues (Hanna and Adams, 2019).
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Figure 1: Community engagement
Applications of different social media platforms to support the business

The social media platforms are used to support TfL to continue the community engagement project during the pandemic situation. These are explained bellow.
Facebook. The community holders of TfL can demonstrate Facebook Live streams from the Facebook page and clarify the raised doubts of the community along with important announcements. It develops the interaction skills of the community for achieving the preferred outcomes (Cohen et al., 2018).
YouTube. Through YouTube, TfL can broadcast their video content and helps TfL to deploy virtual remote community meetings. TfL can update the dedicated series and ongoing working context that helps to develop professional skills during the pandemic time (Cohen et al., 2018).
Twitter. Twitter develops real-time community engagement by publishing short messages and rapid-fire contents aligning the creative features. The community can retweet the content with their opinion that helps TfL to justify the work progress of the Community during the pandemic time (Local.gov.uk, 2021).
Instagram. Instagram helps TfL by publishing visual storytelling content and TfL can post announcements and guidance for the community. Instagram shares community news and re-shares the feedback and opinions of the community (Local.gov.uk, 2021).

Importance of forward-looking approach to train the employees on multiculturalism

Stakeholder’s engagement. The forward-looking approach used by TfL for determining the possibility of future business conditions in the pandemic times. This approach is very beneficial for engaging the stakeholders to their company after the pandemic situation. This approach is very beneficial for engaging the stakeholders to their company after the pandemic situation. This approach is very important for those stakeholders who thoroughly show their interest on their business future condition (London.gov.uk, 2021).
Predicting future conditions. TfL can predict their business’s future condition after applying this forward-looking approach and after they can train their employees on the multicultural workplace based on their predictions (TfL.gov.uk, 2021).
Creativity. TfL can increase their organisational creativity by using this approach in this pandemic situation. The organisation is operating their works with the help of efficient employees who are from different cultural backgrounds. The forward-looking approach gives a chance to the employees for sharing their creative ideas for increasing creativity for future operations during this pandemic situation (London.gov.uk, 2021).
Broader thinking. Multiculturalism in the workplace helps TfL to make broader thinking about the future conditions of their business. The employees of TfL are benefited by their diverse workplace. The forward-looking approach also helps them to increase the scalability by sharing knowledge and lifelong learning (Londoncouncils.gov.uk, 2021).
Work experience. The forward-looking approach can increase the experience level of the employees of TfL during this pandemic situation. Additionally, it helps to understand the current situation and possible upcoming situation (Londoncouncils.gov.uk, 2021).
As a result, TfL can make decisions and appropriate strategies to overcome the issues which arise in a pandemic situation and continue their business smoothly by their employees who are from different cultural backgrounds (Hanna and Adams, 2019).

External factors can build and sustain business relationship

Considering external factors can contribute to build and sustain business relationship between the network, partners and organisation.
The core network partners of TfL include London Trams, London’s buses, London Underground, Victoria Coach Station and Docklands Light Railway. The external factors include political factors, economical factors, social factors and technological factors that impact the sustainable business relationship of TfL with its network partners. The PEST analysis is shown below:
Political factors. The government regulation of network partnership implementation affects the business relationship of TfL with its network partners (Marsh et al., 2017).
The rate of tax in the UK is 25% that creates restriction for TfL to continue the partnership.
Economical factors. The inflation rate in the UK was 1.79% in 2020 and it fluctuates which affects the relationship sustainability of TfL. The economy in the UK is stable but Covid-19 affects the stability of the UK economy (Church et al., 2020).
Social Factors. The customers attachment towards TfL and the network partners help to develop their business relationship (Reinhard et al., 2018).
The demands of the transport services are increasing day by day.
Technological factors. The allowances of technological features of TfL with the network partners affect the business relationship of TfL (Stone and Aravopoulou, 2018).
The artificial intelligence, 5G network facilities and social media allowance helps TfL to develop a sustainable connection with network partners. 








Conclusion and recommendations

Conclusion
After the entire analysis of the report, it is configured that the community engagement is affiliated by special interests, geographic proximity and similar situations for addressing issues. The community engagement collaborates with the community partners of TfL and it helps to demonstrate positive exchange of resource and knowledge in the context of partnership. Stakeholders relations demonstrate the practice of developing mutually effective connections with individuals and third-party groups. Social media helps TfL to develop community engagement and external factors are considered to sustain business relationship.

Recommendations
· TfL needs to concentrate on identifying and analyse the stakeholder’s interests for maximising their attachment.
· TfL needs to provide the space to the community to express their opinions and their issues during the pandemics.
· TfL needs to provide proper training for the employees to collaborate with multicultural people.
· TfL needs to keep a continuous eye on the external factors and access the market facilities to strengthen the bonding with the network partners.
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