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1.0 Introduction 
In the comtemporary soicety, ‘a community of shared future for mankind’ is a awareness that appeals the joint efforts of everyone and every organisations to concentrates on and assist social and environmental issues, which the enterprise is an indispensable part. Instead of simply acquiring profits, companies are beginning to take some responsibilities for incorporating social concerns into their business. Corporate social responsibility (CSR) is a continuing commitment by a corporation to act ethically and contribute to economic development on a voluntary basis while ehancing the quallity of life for its employees, local communities and society. Meanwhile, CSR reduces the negative impact of the company, which is conductive to better public relations, customers and stakeholders. (Brain, 2019) In corporations of social media, it is dramatically siginificant to take corporate social responsibility to protect the interests of customers and stakeholders and acquire a cometitive advantage. Employers are more willing to implement corporate social responsibility activities, as a strategic resource to generate benefits to company.
2.0 The related theories 
2.1 Coporate social responsibility 
  “Corporate Social Responsibility is a way of doing business that matches or exceeds ethical, legal, commercial and social expectations.” (Trauner Verlag, 2013) Positive leaders sincerely do the right things, which they will keep a long-term vision, not just focus on company, but care about the employess and the whole society. There is a research investigated by experts indicate that business strategy has a positive coorrelation with CSR performance, which developing an effective and special business strategy is beneficial for CSR to become a rare resource and a sustainable competitive advantage for the corporation. (Branco and Rodrigues, 2006) In this method, innovative CSR produces high performance and profits to the firm, which encoutages leaders to carry out more CSR activities, forming a valid circle. To some extent, CSR improves the reputation of company, thus promoting the trust of customers and forming an important intangible resource of the company.
Corporate Social responsibility mostly eatablished on a voluntary basis. However, when CSR cannot add value and benefits to the company, voluntary becomes negligible. In this situation, for companies, it is their responsibilitie to protect the benefits and minimize harm of stakeholders, which are their obligation. This means that companies have an obligation to take the right and fair behavior without consideration of profits. From fgure 1, there is a new framework of CSR that emerges the links of CSR and legal and accountability. (Antonín, 2015) Responsibility includes legal obiligations and moral obligations, which both are indispensable to protect the rights of stakeholders. Without legal and accountability constraints and assistance, the firms will not be liable for breach of contract or non-performancel, inducing practical action cannot be effectively implement. The proposal is to combine three parts, and the companies utilize diverse strategies to take Corporate Social Responsibility, so as to make meaningful contriutions to the whole society and the environment.
2.2 Business ethics
Ethics is an indispensable value in modern society, which lays the foundation of a civilization. Only when every role in the society keeping the moral code can a civilized society be formed. On the contrary, unethical behaviors will generate negative effects. For enteriprises, business ethics is a high degree of professional intergrity. It means being honest, fair competition and other ethical behaviors. For employers, leaders and employees, good reputation is one of the most significant possessions. (Massimo, 2006) Diverse aspects of business establish its unique and suitable code of conduct, for instance, accountants should record expenses and benefits seriously and not cheat or ignore each account. Due to the rapid development of the Internet and social media, promoting business cooperation between different countries and regions. International business ethics has emerged to address the issues of gap of economy, culture background and values. Corporate social responsibility and business ethics have close relations, which they are committed to social, environmental and other issues, but the former is a narrower topic than the latter. (Grace College, 2017) It is suggested that leaders and organisations integrate business ethics and CSR, which taking CSR behavior on the basis of business ethics to enhance the reputation of the company.
2.3 [bookmark: OLE_LINK34][bookmark: OLE_LINK35]The Triple Bottom Line
The triple bottom line consists of three dimensions: economicvalue, environment and social responsibility. It advocates that corporations not only dedicate to acquire profits, but also make contributions to the society and environment, as well as improve quality of life. (Pablo, 2019) However, because of the temptation of money, some firms will lose the balance and tend to generate profits, de-prioritizing social and environmental issues. Nowadays, the environmental responsibility is the primary business, which the long-sighted leaders focus on the protection of the environment and resource, the corporations will be in the sustainable success. The fair combination of three essential elements becomes a new method of enterprise sussess. 
To urge the companies to take all the responsibilities, social media and Internet play significant roles, which they generate a powerful voice for the public. Social media is a powerful force, supported by abundant passionate customers, investors and employees whose collective voices are strongly supported and encouraged through Facebook and Twitter. To some extent, the responsibility of social media is to supervise corporation to operate honestly, compete fairly and make contributions to society.  
3.0 Social Media and Corporate Social Responsibility
3.1 The facts of Social media
  In the contemporary era of Internet and online communication, social media has become an indispensable channel to acquire information and news timely, and interact with people all over the world. There are diverse categories including social networking site, bolg and photo sharing sites. Social media energes one of the most transformative impacts on business, which information technology has changed the relationship between companies and customers. (Auroa and Victor, 2020) For instance, on social media, customers and investors can quickly learn about the company profile, and the firm can directly communicate with stakeholders, which is convenient and win-win for all parties. Social media becomes an open platform for everyone to comment according to their own thoughts, which significantly promotes freedom of speech. (John, 2018) It is essential to keep a rational view of freedom of speech indicates that it has both advantages and disadvantages. On the one hand, it facilitates innovation and storm of thinking; on the other hand, excessive or inauthentic comment may lead to contradiction and panic. Consequently, some people take social media as the object of ctiticism, which it is harmful and dangerous for users all over the world.
  The demand-side model is a new concept in social media that appeals to beliefs of readers. Given the fact, social media will select a positive or negative aspect of a topic to present to users according to their needs and preferences.(Nguyen and et al. 2015) The demand-side platform acceses to mulitiple inventory sources through an interface, meaning that there are more desirable display opportunities. It provides plenty of coverage and frequency, and customizes topics that users really want to know.(Mike, 2009) The problem is that the demand-side model accelerates the speed of falsehoods and inflammatory speech produced by conspiracy theories. When users are interested in a topic, they will look through all the comments about this topic, positive or negative, which may cause changes of their thoughts and even behaviors. Negative information or rumors may lead to damage to the interests of stakeholders and investors, and meanwhile, generate a wicked impact on society. 
3.2 The Corporate social responsibility of Social Media
Recently, the world is facing a common enemy—— COVID-19. Mankind is in a dangerous situation, yet all people and organisations are resisting coronavirus tenaciously. For each individual, it is essential to take corresponding responsibility. The duty of medical staff is trying their best to rescue patients; the duty of the government officials to implement the correct policies; the duty of citizens is to protect themselves and families; the duty of social media is to against the false information and announced the scientific information and news. It is the time for social media to take corporate social responsibility to protect society and citizens from harm in their own methods in this particular situation. 
  At first, readers were regarding information as a joke when they looked through that the coronavirus was related to the 5G push, but the wider coverage and frequency, inducing abundant Facebook groups spread resistance to using the new network, even though a lack of evidence to prove declaration. (Rory, 2020) Social media found that falsehood produced a negative impact on society and network industry, which they had to take a series of measures. Facebook banned users and limited the spread of misinormation, meanwhile, deleted previous falsehoods. According to statistics, the total number of monthly active users in Facebook is 2.50 billion. (MarketLine, 2019) This enormous number indicates that the spread of information is dramatically quick. User-generated false information has become a major content of the spread, which critics describe its speed as fast as the coronavirus from one country to another. (Mark, 2020) There are a series of measures implemented by Facebook, which it cracked down on online coronavirus rumors, and banned the sale of masks for advertising. Then, Facebook promoted an official account for the 2.50 billion users to learn about reliable and scientific information about the cornavirus. It strengthened the supervision of onlie rumors to effectively prevent the spread of news and protect readers from pannic or irrational behviors. This responsibility is not only that Facebook should take, but also it contributes to society and users on the basis of voluntary.
4.0 Conclusion
  Corporate social responsibility is particularly important in situation of dangerous. Every enterprise shows social concern and protect the interests of stakeholders, which social media is no exception. No matter from the business ethics, or from the current social and environmental situation, CSR is indispensable and one of the essential factors to judge the success of corporation. Social media as a main channel of communication, its CSR is to ensure the positive, authentic and harmonious website. From the bottom line, while earning profits, a company takes social responsibility to increase its reputation and obtain support from customers, thus gain a competitive advantage.
5.0 Recommendation 
[bookmark: OLE_LINK28][bookmark: OLE_LINK29]  It is recommended that social media cooperate with multiple parties to take common Corporate social responsibility. Facebook has taken measures to prevent the emergence and spread of falsehoods through its own management systems and restrictive policies. Other social media took diverse methods, for example, Twitter directly demoted conspiracy theories and criticized them for spreading false information.(Mark, 2020) Youtube deleted videos of the Covid-19 being associated with 5G. Their methods can resist the spread of falsehoods, however, the most valid approach is for the social media to cooperate, which they integrate all the CSR practices and show strengths of each social media. They work together in diffcult global circumstance to counter behaviors that mislead and harm people, in this method, more and more people support and trust the use of social media. In addition, the ‘invisible hand’ also plays a crucial role to assist social media to achieve CSR. The government or other organisations can create official account that express accurate, scientific and detailed information to users through social media. The government set up special teams to coordinate and participate in the campaign against the spread of fasle information. The positive cooperation can improve CSR performance and even generate good reputation to the whole industry, which is beneficial to all social media. 
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From: Corporate social responsibility and accountability: a new theoretical foundation for regulating CSR.
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