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1.Summary Abstract
Stakeholders increasingly expect companies to act ethically, and investors, consumers, and potential talent are more interested in companies that practice corporate social responsibility(Hou, Chieh‐Tse, 2019). Effective use of social media to disseminate CSR information can enhance corporate image and encourage employees to be highly committed to the organisation(Bartels, Jos, 2016). This paper analyzes the definition, importance, and relationship of CSR with social media. And get the conclusion that the correct use of social media can help enterprises spread CSR behavior to a certain extent, improve the reputation of enterprises and their employers, as well as lead to greater success for the business. However, if only CSR and social media are used as tools to enhance corporate reputation, it may also have a disastrous impact on corporate image. In addition, social media platforms not only make use of members' information for profit, but also lead to the spread of some pornographic and violent gray goods on social media due to inadequate supervision. Finally, this paper analyzes CSR of Chinese e-commerce giant Alibaba and its affiliated Taobao, which puts forward some feasible Suggestions for CSR enterprises.








2.Introduction
With the development of the economy and the continuous improvement of living standards, some global problems are also followed. The lives of people are surrounded by climate change, terrorism, unemployment, economic instability, fatal diseases, and resource shortages. Some of them are difficult to solve by government efforts alone, and social problems arise when the negative effects are ignored for some time (Sarkar, Shulagna, 2018). However, enterprises do not exist alone, a healthy enterprise can not exist in a sick society, because businesses and society are interdependent(Moura-Leite & Padgett, 2011). Corporate social responsibility(CSR) is considered the cornerstone of modern literature that focuses on the main purpose of business and its role in society(Roszkowska-Menkes, Maria, 2016). CSR is seen as a voluntary strategy that combines ethical, social and environmental concerns with the core of the company; The objectives are: to create shared value for shareholders, other stakeholders, and the whole society to the maximum extent; to discriminate, prevent and reduce the possible negative effects of the operation of the company(Roszkowska-Menkes, Maria, 2016). Corporate social responsibility is increasingly becoming an important part of modern corporate culture since the increasing number of people around the world are aware of the need for strong corporate management, preservation of the environment as well as social care, and rising expectations from stakeholders(Hou, Tony, 2019). The study of CSR has changed over the past 70 years(Moura-Leite & Padgett, 2011). According to Sarkar and Shulagana (2018), there are three generations of corporate social responsibility: the first generation focuses on the short-term interests and motivation of enterprises; the second focuses on the long-term success strategy; The current third-generation goal is the role of enterprises in addressing more pressing issues such as poverty, exclusion and environment degradation. The idea behind the development and definition of CSR has existed for a long time, but it was in the early 20th century in the United States that CSR issues were first associated with the business (Gulyás, 2009). There are also numerous versions of the definition of CSR, many of which deal with the main aspects of the impact on the business: social, environmental, economy, stakeholder, and voluntary (reflecting and voluntary adherence to ethical principles spans surpass legal obligations); Adi believes that in the definition of CSR, the most essential thing to emphasize should be the society, that is, the social dimension that enterprises are responsible for (Adi et al., 2015). In a broader sense, CSR refers to the relationship between the economic environment (business) and the whole society, and enterprises must take sustainable development into account when carrying out business activities; in a small sense, CSR refers to a new way of corporate governance and management, and decision-makers must take the interests of all stakeholders fairly into account in the pursuit of profits, all of which are affected by corporate activities(Adi et al., 2015). According to Moura-Leite & Padgett(2011), from about 1990 to the present, the concept of CSR has been recognized and promoted by almost all members of society, from government and enterprises to consumers. Even the international organisations (the world bank, the international Labour organisation, the United Nations, the organisation for economic cooperation and development) fully support and actively develop guidelines to sustain this movement. Although CSR is a broad concept, different countries have different attitudes towards it. Sweden is known for its efforts to encourage corporate social responsibility; In the United States, CSR is encouraged as a voluntary activity to solve social and economic problems. By contrast, companies in Europe and the UK are expected to Commitment this problem as a partition of their legal liabilities(Sarkar, Shulagna, 2018). However, not everyone agrees with the CSR model, and Gulyás points out that the potential purpose and social impact of CSR activities are dubious. Despite these criticisms, the importance of CSR continues to grow(2009). In addition, in the mid-1990s, the global communications capabilities of the Internet and related technologies increased the ability of institutions to put new pressure on enterprises to assume greater social responsibility(Moura-Leite & Padgett, 2011). Research has shown that social media is not only a value-neutral means of communication but also an important supporter of socially acceptable value systems(Lee & Kiljae, 2013). Social media play an important role in disseminating trends in CSR related activities, however, the transparency and ubiquity of social media will not only reward socially responsible companies but also punish companies that are not socially responsible(Lee & Kiljae, 2013, Adi et al., 2015).


3.0 Main Body
3.1 The Importance Of CSR
Since the 1970s, the importance of CSR has been widely discussed and studied in academic and practical circles from different perspectives(Sánchez, Pablo, 2015). In the long run, social responsibility enterprises not only focus on maximizing short-term benefits, but also tend to establish healthy and long-term relationships with stakeholders to achieve long-term performance and sustainable development of enterprises(Ehsan, Sadaf, 2018). As product gaps and technology between companies narrow, organisations need to differentiate themselves from their competitors. CSR has become an important mean to influence consumers, there is growing evidence that CSR programs drive positive consumer responses(Minjung Sung, 2016). In addition, research has shown that it is absolutely critical to acquire and maintain a good corporate image to business success because a large part of consumer decisions are based on corporate image(Minjung Sung, 2016). Therefore, many enterprises will make great efforts to establish and maintain a good corporate image in public. According to Minjung and Sung, sponsorship is considered to have a halo effect, since it helps build brand awareness and improve corporate image, as well as brand loyalty and sponsor identification(2016). Enterprises can use the power of sports strategically to transmit social value, so as to improve society; As a result, the quantity of CSR sports has increased dramatically(Minjung Sung, 2016). In addition, the research of Lacey and Russell suggest, combining the brand sponsorship of sports events with CSR can make brand sponsorship more effective(2017). That is to say, the philanthropic nature of sporting events may transfer to brand sponsors(Lacey, Russell, 2017). 

3.2 Social Media
There is no doubt that social media has become a main player in the field of media and dissemination area. According to the latest statistics, more than one-third of the people in the world have access to the Internet(Adi et al., 2015). Nowadays, companies around the world are using social media as a tool to tell stories about their social responsibilities in their corporate social campaigns(Hosseini, Hamid 1992). Social media can help organisations break new ground, build new relationships, engage in the public domain, and adjust their activities to better meet public expectations(Hosseini, Hamid 1992). For example, TOMS (An American shoes brand)used Instagram to promote its "One Day Without Shoes" campaign, which aims to give children in need a new pair of shoes. All it takes is for Instagram users to take pictures of their bare feet and share them with their friends. The more photos were Shared, the more shoes TOSM donated(Chu, Chen & Gan,2020). For example, many shoe companies have been actively promoting their global performance through CSR activities, such as carrying out charity activities, developing green/ethical products, and innovating sustainable materials(Chu, Chen & Gan,2020). In addition, when social media is properly managed and used,, enterprises can use it to increase the social awareness and credibility of CSR activities in the market and improve the reputation of employers(Benitez, J. et al., 2020). Santade Group is a leading bank in the world, using social media Facebook to provide scholarships, sponsorship to outstanding college students to support scientific research, while providing job opportunities for some students. Santade takes advantage of the greater exposure, social visibility and credibility of social media to better enable CSR activities to help them build a good employer reputation(Benitez, et al., 2020). Also, a study by Li &Ma shows that a high interaction could enhance the attation of people and comprehend of the enterprise and its operational activities; At the same time, the higher the visibility of enterprises, the greater the benefits from CSR practice(2020).

[bookmark: OLE_LINK12]3.3 Social Media And CSR
Sprinkle and Maines argue that businesses have reason to expect that their CSR efforts will have positive and unintended consequences on consumer spending(2010). CSR has a positive impact on motivation of consumers, which means that socially responsible companies may entice consumers to buy their products or services(Sprinkle & Maines, 2010). Moreover, Sánchez and Pablo conducted a survey of a group of college graduates and found that students are more willing to take lower wages to enterprises with a better social image(2015). Companies realize that in the fierce market competition, in order to attract the best employees, they have to strengthen the reputation of enterprises and employers through the implementation of CSR strategies; the better the reputation of enterprises, the more attractive they can attract potential employees with the same values of social responsibility(Benitez, et al., 2020). In addition, many CSR activities are related to employee welfare. For example, McDonald's has a code of conduct that provides fair and safe working conditions for its employees on a regular basis; Eli Lilly sets up a day of service each year when all employees take time off from their work and volunteer for a charity(Sprinkle & Maines, 2010). 

More than 90 percent of Fortune 500 companies asserted that they had accepted CSR and reported on such activities in their annual reports(Adi et al., 2015). Although the public may never know the real motivation of CSR, research shows that it is increasingly impossible for the public to blindly accept CSR as merely an act of kindness or goodwill(Gaither & Austin, 2016). Public awareness of social, environmental, and humanitarian causes is increasing, and the responsible client is urging businesses to behave ethically in society and be accountable to all stakeholders(Dutot, Vincent, 2016). Perks and Keith believe that CSR programs should not only have superficial value, but also pay attention to its fundamental drivers(2013). For example, organisations use the legalization strategy in CSR advertising to try to distract stakeholders from threats by focusing on positive activities unrelated to the threat(Perks, Keith, 2013). Shell through advertising shows, even in deep places looking for oil, will respect and protect marine life. In fact, the group is only trying to protect itself by creating the image of marine animal protector, thus concealing the fact that oil spills have occurred in the past(Gond, Palazzo, & Basu,2009). As more and more attention is paid to CSR, this has led to the popularity of a tool approach. The risk with this approach is that it is a means of emphasising the reputation of CSR rather than the purpose of public welfare(Gond, Palazzo & Basu, 2009). In Gond and Palazzo report, they compared the companies that implement real CSR with those that implement instrumental CSR and summed up the implementation CSR real strategic company behavior(2009): (1)To establish good relations with local communities and local stakeholders; (2)Participating in strategic philanthropy; (3)Develop a business ethics plan; (4)Use values-based leadership to motivate employees to strengthen their CSR commitment; (5)Take CSR as the management means to improve corporate reputation and brand. However, enterprises with "instrumental" CSR can achieve the appearance of CSR through bribery, improper trading, suppression of dissent, and focus only on social and environmental challenges conducive to building a strong social reputation while ignoring problems that are too expensive or too complex to solve(Gond, Palazzo & Basu, 2009). Dependence on sweatshops, neglect of workers' health and safety, or payment of wages below the standard of living are more common instrumental CSR enterprises(Gond, Palazzo & Basu, 2009). Besides, not everyone agrees with CSR, and some critics say it may have a negative impact on corporate performance(Gulyás, Á., 2009). 

3.4  Critically Evaluate Social Media And CSR
Many commentators have argued that the social and political functions of the media have been undermined by the focus of large media groups on commercialization and entertainment. They turn the masses from active citizens into passive consumers(Gulyás, Ágnes, 2011). Edelman Trust Barometer 2020 shows the rating from people for social media performance rose from 49 to 69, but only 35 percent said social media could always be objective and clean; 57 percent said they used social media full of false information; and 76 percent said they feared it would be used as a weapon, up 6 percent from the previous year (Daniel, 2020). Research has shown that social media are one of the most disruptive technologies organisations use to create business value and change business activities(Benitez, et al., 2020). Because social media is a double-edged sword, when properly managed and utilized, it can help enterprises improve social awareness and corporate reputation; If misused, it can magnify the negative news of a company, resulting in a disastrous blow to its corporate reputation(Benitez, et al., 2020). For example, online criticism of Amazon has seriously damaged the reputation of its employers; Amazon monitors employees and encourages them to criticize each other, increasing their pressure and discouraging them; A poor reputation doesn't help Amazon attract talented people, and it is one of the top 500 companies with the highest employee turnover(Benitez, et al., 2020). 

Worse, social media not only shapes the concept of CSR, but can also lead to deliberate changes in corporate behavior(Adi et al., 2015). With the widespread use of social media around the world, there are more opportunities than ever for identity theft or online fraud(Kent Lewis. (2020). Social media generates revenue through targeted advertising based on the personal information it collects about users. Therefore, they encourage registered users to provide as much information as possible. Facebook is the largest social media platform which owns 2.2 billion active users(Grygiel, Jennifer, 2019). Last year, Facebook faced a $5 billion fine and a series of investigations over privacy concerns(Shepardon. 2019). Some people believe, however, that fines are not a real restriction on the Facebook business model, nor do they limit Facebook's ability to collect and sell data( Shepardon. 2019). Perhaps the easiest way to stop social media from tracking and analyzing their data is to delete social media accounts. However, a new study found that even when social media accounts are deleted, personal information can still be easily stolen( Lindesy. 2019). Because social media can get the user's information through their accounts of their friends. For example, just by studying someone's friend's tweets, machine algorithms can predict factors such as "hobbies" and "political relationships," which, in general, can achieve an accuracy of about 95%(Lindesy. 2019). Even large technology companies are collecting "shadow profiles" of non-users. This means that social media companies are not just collecting information about their users, but imagine when users post photos or information about their families on social platforms, then the user's family may be the target of social media companies(Lindesy. 2019).

It is shameful for social media to collect and use privacy, but the impact of social media on society is even more frightening. Social media can stimulate a range of people's worst impulses, such as fraud, suicide, depression, hatred, drug abuse(Dunbar, Mark, 2019). According to Poland and Lieberman, social media has created a wide range of connections among teenagers, which increases the risk of suicide among individual teenagers(2019). The problem with social media is not that it embodies these things directly. Instead, it makes it easier to perform(Dunbar, Mark, 2019). Because on most social platforms, attention is the primary value; Usually, negative news gets more attention(Dunbar, Mark, 2019). Rodrigo Duterte was named the undisputed "undisputed king of Facebook conversations" in the 2016 Philippine presidential election; A Brazilian marketing company was paid to create millions of WhatsApp accounts to walk the lies of Bolsonaro's political opponents; Facebook helped Trump's campaign in the 2016 US presidential election maximize the relevant topics for longer participation(Dunbar, Mark, 2019). Another concern is the emergence of content such as murder and revenge and pornographic videos on social media platforms, making it imperative to censor content(Grygiel, Jennifer, 2019). Terrorists use social media to recruit, post, and raise money, and are very successful; In addition, in 2016, a 14-year-old girl discovered that nude photos of herself had been posted on social media platforms without her consent. Although Facebook claimed to have removed the photos immediately after being notified by the victim, the girl's parents argued that they should not have been posted(Grygiel, Jennifer, 2019). In order to avoid increasing operating costs, social media companies are trying to relax the regulation of bad information. Studies have shown that insufficient content auditing can lead to huge losses for social media companies, so corporate ethics and CSR will be the main driving forces for companies to decide to strengthen content auditing(Grygiel, Jennifer, 2019).
3.5 An example of CSR on Taobao
During the 2019 11.11 Global Shopping Carnival, the Gross Merchandise Volume(GMV) settled on Taobao's retail market and consumer service platform through Alipay(payment instruments owned by Alibaba) reached 268.4 billion yuan ($38.4 billion), an increase of 26 percent over the same period last year(MarkeLine. 2020). Taobao is just a branch of Alibaba, whose former chairman and chief executive Jack Ma was named by Fortune as World’s 25 Greatest Leaders: Heroes of the pandemic(Fortune. 2020). Alibaba's core business segment includes a variety of digital retail and wholesale markets, as well as logistics and local consumer services.
The company earns revenue from merchants on the Taobao platform by selling a variety of marketing services, customer management services such as membership fees, transaction commissions and software service fees(Matthew Johnston. 2020). This is a web business model that turns suppliers of products listed on Taobao into entrepreneurs. However, in such a business model, it is inevitable that some illegal businesses will appear. The rise of social media platforms and electric commerce in China is supporting the worrying growth of the illegal wildlife trade(Cheong, 2018). Experts say there are many rare animals on Taobao, from snakes, scorpions, lizards to peacocks, foxes and other animals that can buy on its website(Cheong, 2018). At Taobao 11.11 shopping festival, people posted that they accidentally bought rare animals online; In addition, a wild animal owner in Beijing said that virtually all goods were available online and that even if he stopped selling, other people would be selling(Cheong, 2018). More than just selling wild animals, some Taobao sellers offer personalized photo ads and videos featuring African children for promotional purposes. In videos, children usually hold a sign that says it is for other shops, and shout promotional messages in Chinese. The act sparked a backlash against exploitation(Atuma, U., 2018). Not only that, but an advertisement two years ago for washing powder also caused a stir because, in the advertisement, a black man became a Chinese man after washing with washing powder. But the owner of the powder company did not know it was racial discrimination(Atuma, U., 2018). In fact, illegal and grey-market goods are ubiquitous on the mainland's most popular online shopping sites. According to a Taobao executive in Hong Kong, they have used keyword filtering, user reports and manual filtering to eliminate many banned products, but all kinds of goods are still traded through the website or through social software such as "WeChat" and "QQ"; For example, "aphrodisiac" is not searchable, but a search for "unconscious", "memory loss", "incapacitated" and other terms describing the item will turn up the same item(Jiang, 2013). As a result, Taobao also needs to step up supervision and constantly raise the threshold of entry for merchants to prevent the sale of such goods.


4.Recommendations
Here are some suggestions on how to maximize the use of social media to improve the corporate image and make more profits. First, for electric commerce companies such as Taobao and Amazon, users can be encouraged to share their shopping managers and product reviews frankly on social platforms. This is because most consumers prefer to collect information about products from trusted companies or other consumers before buying certain products or services. (Belinda, Casher D., 2018). Second, it is absolutely critical to understand the cross-cultural differences in consumer participation in CSR communication on social media, as this will provide valuable insights for transnational corporations in developing global CSR projects(Chu, Chen, & Gan,2020). For example, for Internet users in the United States and China, the role of social media is different, American netizens prefer to be free to speak, less concerned about whether or not they are similar to popular ideas, while Chinese netizens prefer to find similar views on social media(Chu, Chen, & Gan,2020). Thirdly, environmental and philanthropic CSRS are more likely to promote organisational initiatives than legal or economic CSRS because of higher global awareness of CSR(Belinda, Casher,2018). Therefore, enterprises can be more inclined to choose environmental and philanthropic CSR. Finally, CSR is no longer just about voluntary corporate behavior advocated by management as an internal management system. The company law reform in India requires companies to use a percentage of their profits CSR; the UK to reform the CSR part of the company law; the green paper of the European Union 2006 and subsequent directives. All these show that the government has already begun to regulate the social activities of enterprises in the relevant laws(Sheehy, B., 2015). For instrumental CSR enterprises, the government can take relevant measures and strengthen supervision to reduce the opportunistic behavior of such enterprises. In addition, any illegal and touching the safety of people's lives and the property is prohibited, and both enterprises and social media companies should assume corporate social responsibility to avoid being found loopholes by people who cherish evil designs.

5. Conclusion
Corporate social responsibility(CSR) is increasingly becoming an important part of modern corporate culture since an increasing number of people around the world are aware of the need for strong corporate management, preservation of the environment as well as social care, and rising expectations from stakeholders. CSR and its relationship with social media are critically analyzed in this paper. Among them, the first part of the article introduces the concept of CSR and its importance. In the second part, the article gets the conclusion that enterprises that can effectively implement CSR strategies are more likely to attract consumers and potential talents.  In the third part, CSR is not suitable for all organisations, the practice of instrumental CSR to enhance the reputation of enterprises is not desirable, in addition, the wrong use of social media, it is likely to bring a disastrous blow to the reputation of enterprises.  Fourth, social media is extremely dangerous in exploiting and selling people's information for profit and exposing private information too much to social media platforms. When the content audit fails, some pornographic, violent, homicide videos will appear in the public view, threatening the mental health and personal safety of teenagers. Finally, the article takes the Chinese e-commerce giant Taobao as an example to introduce the phenomenon of illegal commodity trading activities and racial discrimination on the website. Even if these illegal goods are bought and sold in a minority, they will still give wrong guidance to consumers in the blind area of law and underage consumers.
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