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Abstract

As more and more attention are paid to the social responsibility of enterprises in today's world, the activities of enterprises must be beneficial to society, so as to help the business growth of enterprises (Heyward, 2020). CSR is an organisation's obligation to consider the interests of its customers, employees, shareholders, communities, and the social and environmental consequences of its operations (Cipd.co.uk., 2021). This paper aims to analyse the social responsibility of social media. The authors chose three large social media companies (Twitter, Tiktak, and Facebook) for analysis. Through content analysis, this paper will evaluate the implementation of corporate social responsibility on social media and get enlightenment on the problems and give relevant suggestions.
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[bookmark: _Toc99538852]Introduction
With the development of society, modern commercial society believes that enterprises can shoulder more social responsibilities （CHRIS, 2022）. CSR is a model established by companies to help them be accountable to the market, themselves and their stakeholders (Rachel, 2021). For example, sustainable development, environmental protection, human rights, gender equality. Taking on these responsibilities can give companies more exposure and visibility, which can grow their business (Camilleri, 2017). People are being urged to stay at home because of the coronavirus outbreak. In the absence of any outdoor entertainment, the use of social media has exploded (Pandya, and Lodha, 2021). However, false news, user privacy theft and other problems exist in social media all the time (LibertiesEU, 2021). But there are few accountabilities demands on social media platforms. Therefore, this paper hopes to critically think about their possible ethical problems and predict their short-, medium- and long-term impacts on society by studying the social responsibility of three social media companies that have existed for more than 10 years.As corporate social responsibility is valued by the public, more and more enterprises begin to focus on their own CSR (Kim, Milliman and Lucas, 2021). Corporate social responsibility is to encourage enterprises or organizations to assume more responsibilities through some excellent business practices or activities (Saridakis, Angelidou and Woodside, 2020). Due to the progress of technology, more and more enterprises will release relevant CSR reports on various social media platforms (Heyward, 2020). However, I did not find any CSR reports on social media platform companies. The author finally obtained the CSR reports of three social media companies through Internet search. Therefore, analysis can only be carried out through existing CSR reports. However, through a large number of searches and research, the author found that social media platforms are profitable institutions. Non-profit social media platforms do not exist today. Most of the research on CSR focus on for-profit organisations, while few research on non-profit organisations (Latapí et al, 2019). According to the overall survey on social media platforms, if CSR is studied only from social media platforms, it can be explained why there are few CSR reports from non-profit organisations. Therefore, this paper will focus on the CSR of Twitter, Tiktak and Facebook, three social media platforms. The paper is divided into three parts. The first part is a review of CSR related research and theoretical elaboration. The second part analyses the CSR of these three companies through Content analysis and gives relevant suggestions. The third part is the overall reflection on the second part and suggestions for future development.


[bookmark: _Toc99538853]Section 1
Corporate social responsibility (CSR) has become a priority for business leaders (Melo and Galan 2011).
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Figure 1(Latapí et al., 2019)

Figure 1 shows the overall development process of CSR. In 1953, Bowen first proposed the concept of a set of specific principles for enterprises to fulfill social responsibility (Latapí et al., 2019). He believes that the decisions and actions of businessmen not only affect their stakeholders, employees and customers, but also have a direct impact on the quality of life of society as a whole (Bowen, 1953). Bowen defined CSR as "the obligation of businessmen to pursue these policies, to make these decisions, or to follow a course of action that is desirable to the goals and values of society" (Bowen 1953, p. 6). Since the 1960s, scholars have regarded CSR as a response to modern social problems (Latapí et al., 2019). It is mainly due to the social, economic and political changes that make businessmen re-examine their role in society and the pressure to assume social responsibilities (Davis, 1960). Davis argues that businessmen have obligations to society in terms of economic and human values (Davis, 1960). He acknowledges that, to a certain extent, social responsibility can be linked to the economic returns of the firm (Carroll 1999; Davis 1960). As a result, modern business environments increasingly encourage the application or implementation of CSR concepts (Barauskaite and Streimikiene, 2021). This will encourage companies to operate professionally and focus on sustainability and protecting the planet while pursuing profits. (Eckert, 2017). According to the research, the implementation of the corporate social responsibility concept can help enhance the competitive advantage of enterprises, improve their reputation, ensure the stability of customers and the friendliness of investors. It can bring new economic benefits (Nibusinessinfo.co.uk. 2022). This means that corporate social responsibility can positively affect the corporate financial status and market value. With the demand of the market and society, CSR is becoming a part of business strategy (Barauskaite and Streimikiene, 2021). Companies represented by shareholders believe that their sole responsibility is to make shareholders profitable. However, nowadays, many scholars and entrepreneurs find that the social responsibility of a company goes beyond profit (Mele, 2008). Moreover, when enterprises focus on charity, moral and social issues, they actively spread their CSR achievements, which can significantly enhance their reputation and financial performance (Tang, Gallagher, and Bie 2015). For example, in July last year, heavy floods broke out in Henan Province of China. Among them, HongXing Erke Group Donated 50 million yuan in supplies, but its annual revenue is at a loss. After the customers learned the real situation, they went to hongxing Erke's shop for consumption, which brought new growth to the enterprise's finance (Kejie Yi. 2021). In 2001, the European Commission defined corporate social responsibility (CSR) as "enterprises integrate social and environmental issues into their business activities and interact with stakeholders on a voluntary basis" (Green Paper, 2001). The commission stresses that corporate social responsibility is not just to comply with local laws, but to undertake more obligations. Rather than reporting on corporate social responsibility, companies invest in their own future with the expectation that their voluntary commitments will help improve profitability directly or indirectly (Audrey and Romiena 2009). Lantos (2001) believes that fulfilling social responsibility is a necessary behaviour. Quazi and O’Brien (2000) believe that solving social problems should consider economic benefits. Porter and Kramer (2006) both show that companies have an obligation to do the right thing. However, at present, the governments of many countries have issued relevant laws and regulations requiring enterprises to issue social responsibility reports (Lin, 2020). The government believes that such enforcement will help companies better fulfill their social responsibilities (Gov, 2014). In the UK, for example, regulations require all listed companies to show ethical, social and environmental risks in their annual reports （Lin, 2022.）. As a result, most corporate social responsibility reports include environment, sustainability, employee welfare and so on in order to inform stakeholders of the relevant content and activities. Firstly, through CSR report, stakeholders outside the enterprise can understand how the enterprise is responsible for social problems (R and Heather, 2018). This means that the corporate social responsibility is open, through the report to inform the public of their plans and how to implement the steps (Business Insights Blog, 2019). Secondly, they can understand that some unacceptable behaviours will bring substantial financial risks to the enterprise (Frc, 2014.). The shareholders of a business value the growth of the business because it means how much money it directly brings to them. Finally, from a strategic point of view, corporate social responsibility can promote significant social progress because companies use resources and expertise in activities that benefit society (JASON, 2022).

[bookmark: _Toc99538854]Theoretical basis
Incorporate social responsibility, in addition to the relevant social issues, the company's stakeholders are the next concern. Because the interests of the company will directly affect them. Stakeholders are groups affected by the company's interest behaviour, and they usually have a particular influence on the enterprise (Du et al., 2010). Figure 2 is the stakeholders proposed by Edward Freeman, who divides them into external and internal. In his opinion, external stakeholders include suppliers, governments customers shareholders, society and stakeholders. Internal stakeholders include employees, manager and owners (Tang, Gallagher, and Bie 2015). 
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Figure2 (Laplume, 2008)

Edward Freeman argues that stakeholder groups need to be identified before a decision can be made that takes them into account. Therefore, the Edward’s stakeholder theory needs to determine all stakeholder groups when considering or deciding a business decision (Heath, and Norman, 2004). In addition to being responsible for its own stakeholders, the enterprise also needs to be responsible for external stakeholders. Often these external stakeholders can influence the development of an enterprise (Waddock, 2000). For example, whether the policies of the local government are favorable to the business (e.g., tax exemption policy) (Luo, Xue, and Han, 2010). The case of Hongxing Erke Group mentioned above can well prove that the purchasing power of consumers will directly affect the finance of enterprises.

Most companies consider CSR as a form of investment (McWilliams and Siegel, 2001). They believe that they can maximise profits while meeting stakeholders' needs for CSR (Werther, and Chandler, 2005). However, in fact, when enterprises undertake social responsibility, their return is far greater than the input (Du et al., 2010). No more than that, CSR has different goals and priorities in different industries. Carroll once proposed that corporate social responsibility has four specific responsibilities: economic, legal, moral and charitable (Carroll,1979). These four representatives have specific responsibilities; however, they depend on each other (Pineda, 2018). In different situations, corporate social responsibility is also different. For example, the social responsibility of non-profit organizations is mainly to improve social welfare (Melo and Galan, 2011). And business priorities are different in developed and developing countries. Social responsibility in developing countries mainly relates to national socio-economic development issues such as education, health, child Labour and human rights (Muhammad and Craig, 2008). For example, in China, people are very concerned about the education of young people. It is common for Chinese parents to focus on their children's education, which leads to too much competition for their children. In order to reduce the physical and mental health of children under the age of 16, the government has issued a "double reduction policy" to reduce the pressure on children (Li, et al., 2021). However, as a populous country, China is bound to choose the best because of demographic factors. Therefore, enterprises still have a great responsibility in the social responsibility of education in developing countries. In developed countries, CSR mainly includes climate change, environment, sustainable development, gender equality, work-life balance, etc. (Kvasničkova et al. 2020). Through these data, it can be found that corporate social responsibility is different in different situations. As a result, there is still no consensus on the most appropriate theoretical classification for CSR research. However, based on the review of previous CSR theoretical perspectives and through the conceptual framework of Mellahi et al. (2016), a new approach can be developed (Figure 3).
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Figure 3 (Frynas and Yamahaki, 2016)

Figure 3 shows that Mellahi et al. (2016) emphasize that theoretical perspectives are interdependent and that problems are diverse in non-market environments (e.g., political, social). Therefore, at least one theory related to external drives and one theory related to internal drives should be applied in the multi-theory perspective (Frynas and Yamahaki, 2016). Figure 3 shows that externally driven theories include stakeholder theory, institutional theory and resource dependency theory (Hessels, and Terjesen, 2010). These external driving theories are more suitable for focusing on the relationship between enterprises and society. Because these theories emphasise the relationship with external actors or emphasize the role of external actors in conveying relevant management practices to the enterprise (Geels, 2011). Internal driving theory focuses on processes within organisations (Frynas and Yamahaki, 2016). Therefore, internal drive theory is more suitable for analysing social and environmental problems. Because these questions are more focused on understanding management within the organisation and individual social values (Camilleri, 2017). Moreover, they believe that there is at least one external driver theory or internal driver theory for social, environmental or market problems. Such an idea is very similar to the classification of previous scholars (Frynas and Stephens, 2015).

These theories all indicate that managers need to make positive choices about CSR practice in different ways. All of these theories require managers to consider whether CSR is related to the economic value creation of enterprises or to the personal beliefs and interests of individual decision-makers when making decisions (Mei, 2016).

[bookmark: _Toc99538855]Institutional theory 
The institutional theory holds that firms conform to social norms in a given business environment (Henrich and Linda, 2015). Companies often listen not to external actors but to conventions. For example, a particular way of doing things for a long time or as it should be done (Kauppi and Hannibal, 2017). Generally, it can be divided into three ways: 1) Economic methods, which mainly regulate the essential supporting role of economic activities. 2) Sociological methods, mainly to determine the legitimacy of the system. 3) Comparative institutional methods are mainly used to define capitalist economies and shape the differences between economic organisations and enterprise competitiveness systems (Hotho and Pedersen, 2012). Studies show that environmental management and social institutions are the factors that influence corporate social responsibility behaviour (Zelazna, Bojar, and Bojar, 2020). When firms in the same industry face institutional pressures, their strategies and practices become very much the same in a stable environment (no war, economic stability, policy is convenient) (Fransen, 2013). A significant advantage of institutional theory over other theories is that it allows CSR to be studied as a social institution and as a governance model in society and economy (Brammer et al., 2012). Treating CSR as an institution within a broader governance system can broaden the scope of CSR research, integrate it into other social science disciplines and further develop the overall scientific theory.

[bookmark: _Toc99538856]Legitimacy theory
Legitimacy theory is defined as "a general perception or assumption that an entity's behaviour is desirable, appropriate, or appropriate within some socially constructed system of norms, values, beliefs, and definitions.” (Suchman, 1995, p. 574). The premise of legitimacy theory is that enterprises operate on the basis of a contract with society. Society needs to recognise or give legitimacy to enterprises to avoid the negation of social goals. Companies get certain rewards from society and can survive. According to the theory of legitimacy, enterprises and society are closely linked. There is no unique high or low power between them, only to the extent that society gives them legitimacy. Therefore, corporate activities must be legalised in order to maintain consistency between social goals and corporate goals (Deegan, 2002). Academically, legitimacy is studied in two ways: strategic and institutional. The strategy has a certain degree of management control over the legalisation process. Legitimacy is the inspiration of stakeholders to resource dependency theory. This theory emphasises the importance of resources and the need for management to pay attention to relevant stakeholders (Milne and Patten,2002). As a result, legitimacy is considered a resource that stakeholders outside the firm grant. The strategic approach of legitimacy theory has been widely used in various studies (Craig, 2019). It is mainly to solve how to narrow the gap between social expectation and business practice after enterprises' social responsibility is announced (Magness, 2006). Legitimacy theory research shows that companies use various means to bridge such gaps, such as philanthropy (Lanis and Richardson 2013). In an institutional way, legitimacy is obtained through the joint construction of enterprises and the social environment (Tracey, Phillips, and Jarvis, 2011). It can be seen from these two approaches that different challenges to legitimacy require different strategies.

[bookmark: _Toc99538857]Resource dependence theory 
The theory suggests that firms are dependent on their environment to ensure their survival. Therefore, enterprises must pay attention to the needs of those in their environment, which provide the resources for their own survival（Mitchell, Agle, and Wood, 1997). However, the theory was developed initially to understand the relationships between and within firms (Carpenter, Pollock, and Leary, 2003).  However, people find that the Resource dependence theory can be easily applied to the relationship between enterprises and different types of institutions (Julian et al., 2008). The dependence theory emphasises the role of the board of directors as the essential Resource to ensure the operation of the company (Mallin et al., 2013). As enterprises need to exchange resources with other related industries, relevant studies have found that the exchange of resources with important external groups can effectively improve the performance of enterprises (Ramanathan et al., 2014).

Resource dependence theory is about the study of the external drive. In the resource-based view of internal drive, the theory is that enterprises can have a sustainable competitive advantage under specific resources. It is mainly because enterprises obtain equivalent exchange through valuable and unique resources (Kraaijenbrink et al., 2010). CSR can be thought of as an investment in a company's capabilities (Bhardwaj et al., 2018). This is to make the company stand out from its competitors and improve its status. The resource-based view can help enterprises develop and utilise social and environmental problems to obtain corresponding economic benefits (Hart, and Dowell, 2011). However, some studies have shown that CSR-related capabilities (such as innovation or sustainable development) can bring new competitive advantages to enterprises (Lourenco et al., 2014).

Another internal driving factor theory is Agency theory. The theory is mainly concerned with the relationship between "principal" and "agent". Agency theory is often applied to extensive, open relationships between owners and managers. For example, employers and employees, suppliers and buyers (Frynas and Yamahaki, 2016). Agency theory can solve the related "agency problem". For example, an exciting subject and a principal cannot effectively monitor their agent's behaviour. Friedman (1962) believes that Agency theory is the self-interested behaviour of corporate social responsibility (CSR) on behalf of managers (agents), whose main purpose is to pursue ultra-low profits without considering social and environmental issues, and ultimately to harm shareholders (principals). However, the agency theory has a significant disadvantage in that it can only provide a partial explanation of corporate social responsibility. As a result, the agency theory needs to be combined with other related theories in later development.

This paper mainly studies the CSR of social media platform enterprises. Since all social media are for-profit organisations, the author selected Facebook, Bytedance (TikTok) and Twitter after multiple checks. The three social media companies were studied.

Due to the emergence of social media services in recent years, the relevant social responsibility theory is not very perfect. Uses and Gratifications Theory (UGT) are used to support social media services (Chen et al., 2021). UGT believes that audiences can find information to meet their own needs through the media. This theory holds that audiences restrict the process of media communication through their active use of media and points out that the use of media is entirely based on individual needs and desires (Kaur et al., 2020). Uses and Gratifications Theory was originally an analysis of traditional media. As social media is a part of media, the application of this theory in social media is also possible. The main reason is that the Uses and Gratifications Theory can explain and predict personal behaviours in social media (Leung, 2013). After a lot of studies, it is confirmed that the Uses and Gratifications Theory is applicable to social media, and it can meet people's requirements on social media (Lee & Ma, 2012; Leung, 2013). Therefore, Uses and Gratifications Theory can be applied to the relationship between social media and audiences (Chen et al., 2021).

There are also controversies about ethics related to social responsibility in social media enterprises, mainly whether philosophical "ethics" can standardise and criticise social media. However, Plato divided the moral impact of social media services into three categories: 1) the direct impact of social network activities themselves; 2) It is that enterprises support some potential destructive business behaviours for the purpose of marketing and other activities, leading to its related stakeholders indirectly affected; 3) social media is a new society, whether there are some unfair behaviours, it is easy to have some structural impact (Plato, 2012). Some researchers argue that online social media tends to create a culture. In such cultures, deprivation of personal beliefs and behaviours can have permanent consequences, which can disconnect virtual people from their social identities in the real world (JANNA AND LEE, 2018). As a result, Dreyfus (2002) argues that there can be no real commitment or fulfilment of responsibility in a virtual world. For example, since the outbreak of the COVID-19 pandemic in 2020, various types of misinformation online have seriously affected the public's perception of the danger and transmissibility of the virus (Royal Society Open Science, 2020). Moreover, prevention efforts have been overshadowed by online conspiracy theories, which have greatly hampered public health efforts (Marie and Frederick, 2021). However, with the development of science and technology, social media continued to move forward and promoted a series of new philosophical studies in the field of social epistemology and ethics (Plato, 2012). Regina Rini(2017) argues that the issue of false online information, personal morality and cognitive responsibility, and the responsibility of social media platforms themselves cannot be considered from the perspective of individual cognition but must be regarded as "the tragedy of the cognitive Commons", which requires practical solutions. The age of social media has ushered in a new ethic. In virtual worlds, individuals and communities are built, executed and managed (Parsell 2008).



[bookmark: _Toc99538858]Section 2 
Content analysis is a qualitative research tool, mainly to analyse and determine some unique words, themes, or concepts in the text (Schreier, 2012). Use content analysis to quantify and analyse the relationships between particular words, topics, concepts, etc. The data source for content analysis can be any communicative language (like books, news, reports, media) (Publichealth.columbia.edu, 2022). When using Content Analysis, it is necessary to determine the intention of the research subject (Bengtsson, 2016). Have a deep understanding of the research subject; Cultural differences should be taken into account in the content of research. The content analysis itself comes in two types: conceptual and relational (Bizhan, 2020). Concept analysis is the frequency with which a particular concept appears or exists in a particular article (Furner, 2004). The relational analysis is a further development of the relationship between researchers through conceptual analysis (Publichealth.columbia.edu, 2022). Concept analysis will use specific dimensions to analyse CSR. 

In order to convert the data observed in the content analysis into valid data and make the results more intuitive. Kao et al. (2018) divided CSR into 12 categories based on the internal and external drivers of CSR: Corporate Governance and ethical value; The Employee Growth; Environmental Management and Protection; Energy Saving and Reduction; Sustainable Development; The Product Quality Control; Protection of Consumer Equity; Supply Chain Partnership; Promotion technological Development; Tax Contribution. Scientific Responsibility Management System; Sound Corporate Image. This paper will learn from and develop these 12 categories to adapt to the CSR research of these three social media platform companies. Due to the global scope and nature of social networks, stakeholders are diverse. The analysis of these three enterprises is carried out through the stakeholder theory in the Literature review above. Among them, drivers selected are obtained according to the nature of social media and relevant data shown in CSR reports of the three companies: Users, governance, Employee, environment and Age of organisation (The length of time can be used to determine the influence of the enterprise in society) and Mission which includes CSR statements. Relevant data have been sorted out in the following table[footnoteRef:1], and the CSR content of the three enterprises can be found in the appendix.  [1:  This table is compiled through CSR reports disclosed by these three social media platform companies, and relevant data are collected through online public information.] 


	Driver
	Facebook
	Tiktak (belong to: ByteDance)
	Twitter

	Users
	The business aims to continually grow its user base, which aligns with Facebook’s generic competitive strategy and intensive growth strategies. As stakeholders, users are interested in the ease of using the firm’s social media services and in the privacy and security of personal information. The company faces criticism on the ethics of addressing this stakeholder group because of data privacy and security concerns such as those involving Cambridge Analytica. However, Facebook’s corporate citizenship approach continues to improve its social networking website and mobile apps to make it easier for users to protect the privacy of their accounts. Moreover, the company is the primary participant in the launch of Internet.org in 2013, which aims to make the company’s platform and other online resources more accessible in the developing world. Nonetheless, Internet.org faces criticism regarding net neutrality. 
	
	Promoting healthy conversation is built into every facet of Twitter’s culture, including our product and policy implementation and design. From our work to prevent dehumanizing speech, to the ways in which we leverage tech to tackle abuse, to our work with industry peers as part of the Global Internet Forum to Counter Terrorism, the impact we’ve made in these areas continues to grow and evolve as the public conversation around us does too. Fundamentally, we believe that Twitter cannot be successful if people do not feel safe expressing themselves. Using a combination of product, technology, and human review, we’re scaling our efforts and the level of sophistication at the Tweet and account level to be able to be increasingly proactive to reduce the burden on people using Twitter. 

	Governance
	Facebook’s corporate social responsibility strategy involves negotiations and partnerships with governments to show support for governmental efforts and programs. In the case of China, for example, Facebook continues to participate in education programs as a corporate citizenship approach to convince the government to open the market to the online social network.
	Actively participate in the public welfare society and donate all kinds of materials to the Red Cross Society of China. Donated 10 million dollars to American charities and later.
	They created a Risk Committee of the Board of Directors that, among other responsibilities, will focus on our most important ESG issues. 
(ESG): Environmental, Social, and Corporate Governance strategy

management reporting processes are designed to help their board clearly identify, assess, and manage risks, as well as management’s strategic approach to risk mitigation. 

	Employee
	Facebook’s corporate social responsibility programs directly address these interests through competitive human resource policies. For example, the company gives some of the highest salaries in the industry, especially as a way of attracting talent while competing against firms like Google in the labor market. Such efforts show that the company satisfies corporate social responsibilities in considering the interests of employees as a major stakeholder group. Addressing this stakeholder group’s concerns influences Facebook’s corporate culture, which shapes employees’ behaviours.
	We commit to providing a safe and healthy work environment and strive for an operational health and safety promotion for continuous improvement of the work conditions. 
ByteDancers and Partners must maintain a high standard for securing employee health and safety by complying with all applicable laws and regulations, including but not limited to those on working hours, wages, benefits, right to freedom of association, collective bargaining. 
	create an exceptional employee 
Include: Learning and Career Development, Health and Safety, and Inclusion and Diversity. 
They measure their success and progress across these areas through key metrics including workforce growth,decentralization, representation, engagement, and retention. 

Twitter’s leadership team updates their Board of Directors at least once a quarter on these employee-related initiatives, their progress, and areas for improvement.

	Environment
	Sustainability: 
Facebook is also investing a lot in sustainability. On the one hand, while it drives efficiency and helps better manage the organisation’s environmental impact, on the other, there are larger benefits to be derived in the longer run including a better social image. At the same time, partnering with other organisations and providing them with the tools and resources that can help them achieve their sustainability goals is beneficial for the broader community. Most important focus areas for Facebook in the field of sustainability include climate change, renewable energy, water and sustainable workplaces.
Climate change: 
Facebook actively supports the ‘We Are Still In’ coalition that supports the Paris Agreement. The company reduced its GHG emissions from 2017 to 2018 by 44% and has achieved more than half of its 75% target.
Renewable Energy and water stewardship:
The goal of Facebook was to use 100% renewable energy to power all its facilities and processes by 2020.  Facebook had committed to renewable energy long back in 2011 only and started working in this direction. By 2018, it had achieved at least 75% of its full renewable energy target. The data centers of Facebook are among the most energy efficient ones in the world and Facebook also buys renewable energy from others to support its data centers and other processes. Moreover, when it opens a new data center, it also adds to the existing renewable energy grid. These data centers are also 80% more water efficient compared to the average data center. The company has prioritized water stewardship across its facilities and operations and is committed to creating circular systems that reuse as much of water as possible.
	ByteDance considers it a key responsibility to conduct business in harmony with the environment. We support and encourage efficient use of natural resources and make efforts to act responsibly to reduce the impact of our activities on the environment. 

	Creating environmental sustainability strategy

the launch of their partnership with Cool Effect, a non-profit organization that identifies projects around the world to reduce carbon emissions. They work with Cool Effect to offset emissions from their data centers and employee travel by funding green projects around the world.

They choose three distinct projects as the financial beneficiaries of their offsetting initiatives: Protecting Brazil’s Jacundá Forest Reserve, Tree-planting initiatives in India, Kenya, and Uganda, A biodiversity protection project in Indonesia.

	Age of organisation
	18
	10
	16

	Mission which includes CSR statements
	Our mission is to empower people to build community and bring the world closer together.
	Making the digital life of billions of people become more beautiful, efficient, and interesting. 

	We help people understand healthy digital habits and online safety. We support organizations that tackle issues like bullying, abuse, and hate speech. We support initiatives that defend and respect all voices by promoting free expression and defending civil liberties.
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Figure4 (GWI. 2022)

According to GMI data, Facebook is the most used site. Instagram, which shares pictures and text, has the most users. Tiktok was chosen because it is currently the only social app on the market for sharing short videos (Gwi.com. 2022). Facebook and Twitter are American companies, while ByteDance, TikTok's parent company, is Chinese. Since CSR has not been developed for a long time in China, the relevant information is not perfect. However, according to Yiming, ByteDance's global CEO, ByteDance has established the CSR department, which he personally manages, with the primary purpose of leading and developing ByteDance's global strategy. To support the company's tremendous global growth, as well as corporate social responsibility efforts and new businesses such as education (Bytedance.com. 2020).

Through table content and correlation analysis, the author integrates and further analyses the 12 dimensions mentioned above, as follows:

Corporate Governance and ethical value
With the development of technology, using social media platforms is the choice of more and more people. This also means that the values and morals of the society in the virtual network are constantly being challenged. Furthermore, that's a new responsibility for companies on social media platforms. They must act according to corresponding moral values. This is a necessary part of corporate strategy (Carroll, 2008).

Facebook 
As shown in the table, Facebook's CSR for the government includes cooperation and negotiation to show the company's support for the local government. In this report, only the communication with the government is shown. However, the improvement of social morality is not shown (Milton, 2019). For example, how to prevent people from "addiction". Internet companies are lacking in moral values (Plato, 2012). Therefore, managers need to strengthen their thinking in this aspect so as to help enterprises win recognition and respect from users in terms of values (Houssem, Nadia and Kaouther，2020).

ByteDance
According to the table, ByteDance spends 10 million dollars on charity. There has been little other co-operation with the government (Bytedance.com. 2020). The number of TikTok users has exceeded hundreds of millions around the world (Business of Apps. 2022). There is no moral constraint with such a vast user base, and many people's videos will have some moral problems. This requires ByteDance to actively cooperate with the government, introduce relevant policies, and contribute to jointly maintaining a harmonious and beautiful network environment. Because, as the platform used by users, from its own point of view, it needs to bring corresponding services to users and assume relevant responsibilities (von Hippel, 2001).

Twitter
On the table, Twitter said it had created a Risk Committee of the Board of Directors, which sets strategy on environmental, social and corporate governance issues. Compared with the previous two companies, Twitter seems to be relatively well-developed in terms of moral values and direct cooperation with the government. Through communication with the government through specialised departments within the company, some problems can be solved well. Under the policy and moral values, enterprises need to improve the transparency of stakeholders and let stakeholders know their plans so as to improve better the value of enterprises (Colleoni, 2013). Users expect CSR to make changes and contributions not only for corporate interests but also for society and the environment (Matute-Vallejo, Bravo, and Pina, 2011). Therefore, there is a greater need to understand how the enterprise develops its strategic plans in accordance with the needs of society (Suarez-Rico; Gomez - Villegas; Garcia-benau, 2018).

Employee
Facebook 
Pratap says Facebook uses competitive hr policies to grow its employees and as a way to attract talent (Pratap, 2021). However, if pure competition may lead to some bad behaviour does not appear, for example, corruption. Therefore, in addition to the necessary competition, it is also necessary to strengthen the welfare of employees and improve their satisfaction in the company.

ByteDance
ByteDance has some relatively good practices in employee welfare. For example, to provide a safe and healthy working environment and continuously improve staff's working conditions. This is very pleasing for the employees. Because a comfortable office environment will make everyone happy, and it will improve work efficiency (Bytedance.com. 2020).

Twitter
As you can see from the table, Twitter's employee growth is positive. This shows that fewer people are leaving and that employees are satisfied with the company. That's because Twitter helps employees grow and advance in all aspects of their career path. They even have a team that reports quarterly to the CEO to help employees get promoted faster.

Sustainable Development
Facebook 
Facebook has invested heavily in Sustainable Development (facebook CSR report 2019). This kind of behaviour is mainly to improve Facebook's public image. Although the cost is too high, it is appropriate for corporate image and social responsibility. So, it is desirable for Facebook to put in more than it produces.
 
ByteDance
In terms of sustainable development, Bytedance chose to set up a corresponding department to improve this direction and consider it an important responsibility (Bytedance.com. 2020). They are trying to take action. However, there is currently no information posted on the Internet about Bytedance.

Twitter
Twitter has an advantage when it comes to Sustainable Development. They chose to work with a nonprofit organisation called Cool Effect. They chose projects to reduce carbon emissions around the world to offset the carbon emissions generated by their data centres and employees. Although this may seem like a bit of an overkill, it would be more effective for employees to cut down on office paper (double-sided printing) and turn off the lights when they leave work. However, projects to mitigate carbon emissions still make sense.

Technological Development
With the rapid development of technology, Facebook came up with the concept of the Metaverse (Nover, 2022); Bytedance has chosen to enhance AI usage further (Jason, 2019). However, there are still big questions about user privacy. 

In 2018, There was a scandal at Facebook about a massive leak of user data. Facebook has even granted certain companies the right to gain access to users' privacy in return for compensation and benefits. Despite what Facebook Later said, this behaviour is meant to make it easier for users to access it on other platforms. However, that does not help users' distrust of Facebook and fear of privacy violations (ERIC Jhonsa., 2018). Another way is about Internet addiction, which makes it difficult for people to leave quickly after they open Facebook (Busalim, A.H., Masrom, and Binti 2019). To avoid the above problems, Facebook needs to further develop its technology, such as a better system on user privacy to reduce unnecessary related links. In terms of Internet addiction, it is necessary to limit login time and reduce people's dependence behaviour (Wolniczak et al., 2013).

Summary 
A business needs to be accountable to its stakeholders and society. Because the growth of enterprises cannot do without these factors, some studies show that after enterprises undertake social responsibility, different stakeholders will pay attention to it. Their attention can change the overall evaluation and value of the company (Jesús et al., 2016). However, there are still other motivations for enterprises to implement social responsibility, such as brand value enhancement, relationship building, preferential policies and resource increase, which play an essential role in promoting enterprises' economic activities in the future (Zhang et al., 2019). As a result, enterprises need to pay more attention to CSR related activities. In terms of the environment, further energy conservation and emission reduction are needed to protect the environment; In terms of employee growth, excellent promotion conditions should be provided for them in order to retain better and cultivate talents; For Internet enterprises, the most important thing is about users' privacy rights and interests. At the same time, they were improving various technologies to protect users' privacy and prevent them from being harassed by hackers. These are all things that enterprises need to consider when formulating strategies.
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Conclusion
Through the research on the corporate social responsibility reports of the three social media companies selected above, it is found that they have taken corresponding measures for the environment, employees, sustainability and the government. For example, there are corresponding schemes for carbon emissions, climate change, deforestation, and waste of available water resources in environmental issues.

All enterprises express that they will set up social responsibility departments to develop their social responsibility strategies. In practice, managers find that special departments are needed to deal with problems related to employment policies, human rights, users and equality. Otherwise, it will have a significant impact. However, the influence of external stakeholders such as the government will significantly increase the uncertainty of enterprises. Therefore, special departments are needed for communication and coordination (Quarshie and Leuschner, 2016).

While social media platforms have changed in many ways, the impact of these changes on the broader public interest remains unclear. The legalisation of personal information on its platform is still a controversial topic (She and Michelon, 2019). Through the information spread on social media, its stakeholders may gain more power, and the expression of information to the broader public will have adverse effects (Napoli, 2015).

Recommendation 
Legislation
The government needs to strengthen the accountability system of social media platforms (Kemper & Kolkman, 2018). When problems such as user privacy leakage, cyber violence, hacking attacks and human rights occur on the platforms, it can be judged as the poor supervision of the platforms. In the future, the government will need to punish these misdeeds jointly. The government, as a policymaker, should attach importance to draft bills and conduct regular research on the needs of relevant enterprises so as to regulate corporate social responsibility (Amlys et al., 2021).

The enterprise itself must comply with all applicable laws and regulations, such as the laws and regulations concerning employee human rights, employee welfare, users' right to know, and responsibilities to be performed by the enterprise.

Research shows that social media is still essentially one-way communication. There is a lack of honest communication between enterprises and stakeholders, so the inquiries and criticisms of stakeholders are often ignored (Colleoni, 2013). In this case, enterprises need to improve the feedback system so that the communication between stakeholders and enterprises can go smoothly.

Industry regulation
There must be leading enterprises in a big industry, which need to set up committees to regulate the whole industry in addition to self-regulation. The Committee needs to actively cooperate with the government to do an excellent job in industry supervision and strive to further the development of the industry under the leadership of the Committee.

Different from other industries, the particularity of the social media industry lies in the fact that the entire industry is in the virtual world, which means that many things are not authentic and lack evidence. As a result, there will be a lot of unethical things, such as hackers attacking computers, platforms accessing users' personal privacy, and even the government accessing citizens' information (Legal.thomsonreuters.com. 2022. Electronic Frontier Foundation. 2022). Many users report feeling they are being monitored. Therefore, whether relevant agencies or governments can access users' privacy needs a further ethical argument.

Between enterprises and users
For social media platforms, their customers are the users who use their products. Although these users are free to use, they bring a lot of wealth to the enterprises (Monfort, Villagra, and López, 2019). For example, advertisers serve ads (if there are no users, advertisers will not want to serve ads on the platform). As a result, under such circumstances, enterprises are required to improve the transparency of their social responsibility, especially when the social responsibility includes some information about values and moral commitment (Du et al., 2010). In addition, social media platforms need to provide users with direct channels to communicate with them (DiStaso et al., 2011). In fact, most social media are willing to communicate with stakeholders or provide some enterprise content through the platform (Dellarocas, 2003). In this way, user viscosity can be improved, and the interaction between enterprises and stakeholders can enhance the credibility of enterprises and increase their competitive advantages (Bilic, 2010).

Companies should consider some information when issuing CSR reports. For example: operating status of the company, corporate finance, local social activities, next development plan, participating public welfare projects. These can increase user interest, increase the company's appeal, and strengthen the relationship between the company and its stakeholders (Menon and Kahn, 2003). 
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Facebook 
http://panmore.com/facebook-inc-stakeholders-corporate-social-responsibilities 

https://notesmatic.com/csr-and-sustainability-at-facebook/ 

ByteDance (tiktalk)
https://www.chinanewsweb.com/index.php/2021/03/26/bytedance-2020-corporate-social-responsibility-report-fighting-epidemic-poverty-alleviation-and-promoting-employment/ 

https://www.bytedance.com/en/news/5e6f3017679cb801f7524d8e 

https://sf16-sg.tiktokcdn.com/obj/eden-sg/upsnuhpevbn/bytedance_official/code_of_conduct.pdf 

Twitter  
https://about.twitter.com/content/dam/about-twitter/en/company/global-impact-2020.pdf 
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Figure 1: Conceptual framework based on Mellahi et al. (2016)
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