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1. Executive Summary




2. Introduction

Corporate Social Responsibility has been defined by (Schooley, 2019) as being an “evolving” practice amongst businesses, whereby companies incorporate things into their business model that can be expected to have an advantageous impact on a number of factors, including social factors, economic factors and environmental factors. For example, they may wish to become more environmentally friendly or become involved with a charity in some way. This definition is backed by (Chen, 2020), who states that Corporate Social Responsibility is simply a “self-regulating” business model, which has the aides a company in becoming more socially accountable. This source in particular goes on to state that while this business model benefits the company, it will also benefit both stakeholders and the general public.
Social media has been described by (Merriam-Webster, 2020) as being a variety of ways in which one can communicate with others via technology. This has been backed by (Hudson, 2020), who explains that social media is an umbrella term that refers to a series of websites designed to allow their users quick, easy, and efficient methods of content-sharing. Although there are many methods of marketing, Hudson claims that social media is an important tool for anyone who is looking to advertise something due to the sheet amount of people who use social media and the fact that they often look for companies who interact with their customers.
A number of Corporate Social Responsibility models will be looked into throughout this report. Following this, they will be applied to Facebook, Twitter and Instagram. For example, Carroll’s Corporate Social Responsibility Pyramid and The Friedman Doctrine will be thoroughly examined and applied to the aforementioned social media companies.



3. Method

Firstly, Carroll’s Corporate Social Responsibility Pyramid has been described by (Carroll, 2016) himself as being an increasingly important tool since the 1950s. This source also claims that Carroll’s Corporate Social Responsibility Pyramid is a “progressing topic.” According to (Dudovskiy, 2012), the layers within the pyramid re useful tools in guiding managers to see the things that society expects from their company. (Janse, 2020) explains that the pyramid contains four layers, namely “economic responsibility, legal responsibility, ethical responsibility and philanthropic responsibility.”
Furthermore, economic responsibility is explained by (Corporate Finance Institute, N.D.), who state that initiatives taken by a company in terms of economic responsibility will not only be advantageous to the company, but will also mean that the company will be more financially sustainable.
What is more, it is claimed by (Lambooy, 2014) that governments have even gone as far as introducing new laws to ensure that companies take on a good stance in terms of Corporate Social Responsibility. Not only this, companies have a duty to abide by all laws that are relevant to them, such as employment laws. 
Additionally, (Ethics Unwrapped, 2017) states that Corporate Social Responsibility means more than just earning money and that it is a responsibility to all stakeholders. For example, the welfare of employees must be important to companies, consumers must also be at the heart of the business and communities must be benefitted where possible. 
In addition to this, philanthropic responsibility is described by (The Giving Machine, N.D.) as being the responsibility of companies to invest in the communities in which they operate. For example, this could mean donating to a local charity or even creating job opportunities for the people living locally to the company’s headquarters. Having said that, there is also a possibility that jobs may be created where employees are able to work from home. 
Moreover, (Friedman, 1970) claims that “only people have responsibilities.” Whilst we know that this is a flawed idea today, the Friedman Doctrine has risen to fame since it was mentioned a number of decades ago. Friedman clearly believed that companies did not have any responsibilities in the way that people themselves do and that a company’s only responsibility is to generate a profit in order to continue successfully trading.
What is more, (Corporate Finance Institute, N.D.) claims that the Friedman Doctrine is also widely known as being the Shareholder Theory, since it seeks to benefit shareholders only, totally disregarding other factors. This source states that as far as the Shareholder Theory goes, a business’s largest and most significant responsibility is to generate a profit and to satisfy shareholders.



4. Findings

In light of the above on Carroll’s Pyramid of Corporate Social Responsibility, it must be noted that there are a number of ways in which the pyramid can be applied to social media websites. For example, in terms of philanthropic responsibility, it is known that Mark Zuckerberg, the founder of Facebook is fond of charitable activities. According to (Pratap, 2019), Zuckerberg and his wife, Priscilla Chan, have “pledged” that they will donate approximately 99% of their Facebook shares. In 2017 alone, they were said to have donated $1.9 billion to the Chan Zuckerberg Initiative, which is dedicated to “science, education, justice and economic opportunity.”
What is more, Instagram, a company now owned by Facebook, is in line with the Shareholder Theory, and is clearly thinking of benefitting shareholders, with (Alexeeva, 2020) stating that shares in the company are most likely to reach “half a billion” dollars in the near future. This source also states that in January, Instagram stocks cost “$196” per share. This information suggests that shareholders have a high satisfaction with the company, since shares are increasing at an astonishing rate.
Furthermore, it is claimed by (Araujo & Kollat, 2018) that social media companies, such as Twitter, have an unprecedented ability to “foster dialogue.” This suggests that the company is, in some way, able to portray itself and, through the use to accounts, potentially other companies, in a light that they would prefer. In terms of Carroll’s corporate Social Responsibility Pyramid, it would appear that for this reason, Twitter is not the most ethically responsible company, as it has the ability to change the way in which it appears to potential users. This is morally wrong as potential consumers deserve to see a true representation of the company.
Despite the aforementioned points within this section, (Bauer, 2014) claims that Facebook and Twitter have made commitments to be socially responsible and are said to enhance the citizenship status of users in a totally varied number of ways. For example, the platforms allow users to contact others who may be fighting for the same cause, promote causes and become activists themselves. For example, there are groups for women’s rights, pride groups amongst other positive causes. They allow people to easily spread important messages, such as information on voting, government guidelines and other things.
One case of a social media company actively taking steps to becoming a socially responsible company is Facebook actively attempting to aide charities in fundraising. As aforementioned, Zuckerberg created an initiative with his wife, the Chan Zuckerberg Initiative, in order to fundraise for a number of previously mentioned causes, with 99% of the couple’s shares being donated to the initiative.
Furthermore, Facebook’s fundraising feature first surfaced in August, 2017, according to (Banis, 2018), who goes on to explain that Facebook’s birthday fundraisers allow users to pick a cause that they would like people to donate to, in replacement of traditional birthday presents at times where possible. This suggests that the company is dedicated to helping charities to gain a social media presence, bring in donations and give them a platform to use as they wish.
Additionally, (Facebook, N.D.) claim that they have over 750,000 charitable causes available for users to back as their “birthday fundraiser.” The site also states that this is only the number of American charitable causes, meaning this figure does not include charitable causes based within the United Kingdom or any of the other countries that are included on the impressive list of places that Facebook operates.
What is more, (Carter, 2018) claims that over three hundred million dollars were donated by Facebook users in just 2017 alone.
All of the aforementioned points in relation to Facebook engaging in charitable activities suggest that the company is attempting to be a socially responsible company. This, unsurprisingly, is not at all in line with the Friedman Doctrine, but does appear to line up with Carroll’s Corporate Social Responsibility Pyramid.



5. Conclusion

To conclude, it has become apparent that the Friedman Doctrine, also known as the Shareholder Theory has become almost totally irrelevant. More companies appear to be taking a positive stance when it comes to corporate Social Responsibility, suggesting that more businesses are being able to make some use out of Carroll’s Corporate Social Responsibility Pyramid.
It appears that Facebook is making a significant effort in order to be and remain a socially responsible company. This is evidenced partly by the fact that the company itself is attempting to partake in charitable activities, such as hosting fundraisers. It is also evidenced by the fact that the company’s founder created an initiative and has pledged to donate 99% of his shares to said initiative.
Twitter appears to be wanting to look like a socially responsible company, but is able to change the way it appears to potential users, meaning it has morally compromised codes of practice.
Instagram appears to be following the Friedman Doctrine, which is evidenced by the fact that shares are increasing and are expected to hit half a billion dollars in the near future. 
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