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Executive Summary
The current report has revealed corporate social responsibility as an important practice that social media companies should embrace in their quest of meeting societal expectations. The Carroll’s Pyramid of CSR presents one of the widely used models of corporate social responsibility, which identifies economic, legal, ethical, and philanthropic responsibilities as important elements of CSR. Facebook has been highly effective in meeting its economic responsibility by being highly profitable and innovative. However, it while it has ensured it meets its legal obligations, it has failed through violations of data protection laws. Additionally, it has failed in its ethical obligations in areas whereby it has been accused of selling private user data to third parties as well as allowing political ads which perpetuate lies in the society. On the other hand, the company is not philanthropic and argues that its activities have brought better to the society than philanthropy can achieve. From the analysis, the report recommends the need for company to increase its response to societal ethical needs, privacy measures to eliminate the access of private user information by third parties, and consider philanthropy in its CSR. 
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1.0. [bookmark: _Toc40464577]Introduction
The advent of internet technology has revolutionized the way people communicate and how businesses operate across the world. One of the most radical outcomes of internet technologies is social network sites (SNS), which are technology/internet-based platforms that are user-content driven, and which allow people to share information, communicate directly with each other, and to network (Tuten & Solomon, 2017). Some of the leading SNS include Facebook, Instagram, YouTube, TikTok, and Twitter.  According to Chaffey (2020), there are now more than 3.8 billion social media users across the world, with Facebook being the most popular with 2.4 billion monthly users, followed by YouTube at 2 billion monthly users, while TikTok and Twitter have 800 million and 340 million users respectively. The impact of social media is widespread and more than ever, businesses are choosing to advertise on the platforms than on mainstream media. With almost half of the world on social media platforms, SNS companies a major role to play in the world, and this puts a major focus on corporate social responsibility (CSR) (Schivinski & Dabrowski, 2016). The widespread reach and the kind of information that SNS collect present major ethical issues that cover privacy, data protection, social media addiction, and others that have led to a growing push for such companies to engage in CSR to protect the society from their harm (Acquisti, Brandimarte, & Loewenstein, 2015). Additionally, the high profitability of such companies also is a major factor that has led to increased calls for such businesses to engage in CSR (Bernal‐Conesa, de Nieves Nieto, & Briones‐Peñalver, 2017). The current paper seeks to analyse the CSR engagement and responsibilities of social media companies. The analysis will also involve the use of Facebook as a case study and make logical recommendations for improving ethical performance. 
2.0. [bookmark: _Toc40464578]Corporate Social Media Engagement and Responsibilities of Social Media Companies  
2.1. [bookmark: _Toc40464579]Defining Corporate Social Responsibility (CSR)
Corporate Social Responsibility (CSR) can be defined as how companies, through their activities, can contribute to the social, economic, and environmental wellbeing of the society (Crane, Matten, & Spence, 2019). However, unlike in the past where CSR was considered as simply an act of goodwill or philanthropy to the society, there is a growing shift towards ensuring that organisations, throughout their activities, put in place measures that support the wellbeing of societies directly and indirectly (Rasche, Morsing, & Moon, 2017). Indeed, this shift can be best explained by Beschorner (2020) who argues that “CSR is about how companies make profits. Not about how they spend them’. Such an approach ensures that CSR activities stop being “whitewashing” initiatives that seek to hide the ills of companies (Sierra‐García, Zorio‐Grima, & García‐Benau, 2015). Hence, a good CSR is one where companies ensure that their activities, from the start to the end, are done with their impact on the society under serious consideration. However, this approach does not absolve companies from undertaking acts of philanthropy as CSR. 
2.2. [bookmark: _Toc40464580]Models of Corporate Social Responsibility and their Relation to Social Media Companies 
There is no single definition that can be considered as the most effective in defining and guiding corporate social responsibility in organisations. Instead, some several models or concepts exist that organisations can apply in defining their CSR activities or policies (Bernal‐Conesa et al., 2017). One of the most widespread models of Corporate Social Responsibility was put forward by Archie Carroll in 1991, and is referred to as the Carroll’s Pyramid of CSR (Carroll, 2016). The model will be utilised to analyse CSR engagement of social media companies and their responsibilities. 
According to Carroll (1991, as cited by Carroll, 2016), from which the Pyramid of CSR builds from, corporate social responsibility focuses on the economic, legal, ethical, and the philanthropic expectations of the society towards an organisation at any given point in time. As per the model, these responsibilities are hierarchical whereby economic responsibilities are the most important followed by legal, ethical, and the philanthropic ones (See figure 1) (Carroll, 2016). A company, in the quest of meetings its responsibilities to the society, must ensure it considers and puts effective measures to achieve all the above in their order of importance. 

[image: Fig. 1]
Figure 1: Carroll’s Pyramid of CSR (Carroll, 2016)
2.2.1. [bookmark: _Toc40464581]Economic Responsibilities of Social Media Companies in CSR
The first important corporate social responsibility of businesses as described by Carroll’s Pyramid of CSR is to bring value in terms of profits to their owners and stakeholders. According to Carroll (2016), the society expects businesses to be profitable since this plays a major role in ensuring their success and continued operations. Carroll (1991) notes that businesses have a responsibility to perform in a manner that maximises earnings per share, to be as committed as possible to being as profitable as position, and to maintain a competitive position, maintain high levels of operational efficiency. In the case of social media companies, economic success is essential just as is the case with any business. According to Bernal‐Conesa et al., (2017), social media companies are some of the modern-tech companies that attract millions of dollars of investor money, and it is essential for them to be profitable to give them the motivation that they need to continue supporting such ventures. It is a major responsibility for those companies to do whatever it takes to become profitable and give returns to the shareholders and investors who believed and continue to support the company. 
2.2.2. [bookmark: _Toc40464582]Legal Responsibilities of Social Media Companies in CSR
The society is guided by rules, through laws and regulations which govern the way individuals and entities such as businesses should conduct themselves. In this case, and as per the Carroll’s Pyramid of CSR, businesses are guided by laws which sanction their activities (Carroll, 2016). The laws that exist in a society represent the view of “codified ethics” of the society, which underpin the general perceptions of notions of fair business practices in a nation, state, and local levels (Rasche et al., 2017). As part of the corporate social responsibility, businesses are expected by the society to comply with such laws (Carroll, 1991). In a general sense, businesses are expected to perform in consistency with the expectations of law and government, comply with various national, state, and local regulations, be law-abiding corporate citizens, fulfil their legal duties to stakeholders in the society, and provide goods and services that meet the minimum legal specifications (Dhanesh, 2015).  For social media companies, legal responsibilities are well defined and cut across different segments of their operations. In the United Kingdom, online companies have an obligation under the Data Protection Act of 2018, to protect to ensure privacy and security of personal data that they hold (UK Government, 2020). Most importantly, the companies have an obligation to offer services that meet the specifications such as security, protection for minors, ensuring the usage of the platforms for legal purposes only, and so on. 
2.2.3. [bookmark: _Toc40464583]Ethical Responsibilities of Social Media Companies in CSR
While adhering to legal obligations is essential for businesses, it is not enough. According to Carroll’s Pyramid of CSR, businesses should go further than the requirements of laws, and ensure that they operate ethically (Carroll, 2016). Operating ethically means that businesses will ensure their activities meet the norms, standards, and practices that even though they are not sanctioned by law, are expected nonetheless (Carroll, 2016). The concept of ethics is essential since it plays a major role in offering guidance whether laws are missing, and ensuring that organisations do not violate those practices that are prohibited or shunned by the society, even when they are not covered under the law (Acquisti et al., 2015).  In general, businesses, including social media companies have ethical obligations to the society whereby they have to perform in consistency with societal ethical norms, respect new and evolving ethical norms in the society, prevent violation of ethical norms in the quest of meeting business goals, and most importantly, recognising universal moral philosophies such as justice, rights, and utilitarianism (Sierra‐García et al., 2015). For example, SNS companies can undertake ethical measures such as blocking accounts that bullying others, take actions against racism on their platforms, and so on, even though they may not be required to do so under the law. 
2.2.4. [bookmark: _Toc40464584]Philanthropic Responsibilities of Social Media Companies in CSR
Philanthropy incorporates defines all forms of business giving. Also referred to as corporate philanthropy, it is a discretionary or voluntary activity that the society expects from organisations, and an important part of CSR as per the Carroll’s Pyramid of CSR (Carroll, 2016). However, corporate philanthropy is not expected in an ethical sense, and organisations that do not engage in it are not judged negatively by the society as would be the case if they failed to be ethical (Sasse & Trahan, 2007). Even though failure to participate in corporate philanthropy does not have serious repercussions for businesses, it is viewed as an important way of showing “good citizenship” (Carroll, 2016). It is generally expected for businesses, just as private individuals are, to give back to the society. Businesses across the world often engage in corporate philanthropy by giving gifts, monetary donations, building utilities, and many other forms (Gautier & Pache, 2015). For social media companies, corporate philanthropy is a way of showing good corporate citizenship, and this can be depicted in numerous ways including sharing information that is needed by the society, for example, updates on coronavirus, as well as others such as giving back to the society through financial donations, and many others. 
3.0. [bookmark: _Toc40464585]The Case of Facebook in CSR
Facebook is the world’s largest social media company not only in terms of users, but also in financial strength, brand recognition, and reach. The company’s reach across the world and its usage by more than 3.8 billion people makes it one of the most influential organisations globally (Forrest, 2019). Just like other companies, Facebook must meet societal expectations that are depicted through corporate social responsibility.
Firstly, as previously noted, Facebook has a major economic responsibility to the society. The company has thousands of shareholders, who have invested heavily into the entity, both directly as investors or shareholders who have bought into the company since it is publicly traded. The earliest major investor into Facebook was Peter Thiel, who invested $500,000 in 2004, then $12.7m from Accel and $1 million from Jim Breyer in 2005 (Boyd, 2019). To this end, Facebook has ensured consistent returns for its shareholders and investors. For example, Peter Thiel, who invested $500,000 in 2004 and had 44.7 million shares by the time of Initial Public Offer (IPO) in 2012 (Shinal, 2017). In the months following the IPO, Thiel began to sell his shares off whereby he gained more than $400 million in 2012 by dumping 80% of his shares (Shinal, 2017). On the other, companies such as Microsoft that invested $240 million had its investment valued at between $8 and 9 billion in 2017 (Nolter, 2017). Most importantly, the shares of Facebook have grown from $38 during its IPO to the current level of $202.27 per share as of May 1, 2020 (Macrotrends, 2020). All these are indications that Facebook has been highly effective in meeting its economic CSR by creating enormous value to its investors and shareholders since it was formed. 
Secondly, in legal responsibilities, social media companies have an obligation to be law abiding corporate. There are guidelines that are enshrined in strict laws and regulations concerning data collection, usage, and privacy. Since social media companies collected data from millions or billions of individuals, they are highly regulated and must operate within the privacy laws that exist in the society (Bonneau & Preibusch, 2010). As such, Facebook is required to operate within laws that guide businesses generally, and in its area of operations. In the United Kingdom, Facebook, as a digital company is required to ensure that its activities are within the guidelines of the Data Protection Act of 2018 (UK Government, 2020). Most importantly, they must adhere to other laws such as competition laws, among others. For Facebook, the company needs to adhere to the set laws. Indeed, the company has been actively supporting increased legislation towards data protection to ensure that social media companies as a whole take more proactive measures to protecting the privacy of their users (Roosendaal, 2012). However, Facebook is not without blemish, and has been accused of violating privacy laws. For example, in 2018, Facebook was accused of selling data of 87 million users to Cambridge Analytica, a charge that led to a fine of $5 billion by the U.S. Federal Trade Commission (Forrest, 2019). Such situation shows that Facebook did not meet its CSR and paid dearly for its mistakes. 
On ethical responsibility, Facebook is required to adhere to not only local norms and moral standards, but also universally accepted moral philosophy. However, Facebook has historically been accused of violating ethical standards to the detriment of its users (Roosendaal, 2012). For instance, the company’s ‘inappropriate’ sharing of user information despite being a legal issue is also a major ethical problem. Secondly, the company continues to allow political advertising, despite increased calls for banning or restricting them since they are characterised by lying to the population (Newton, 2020). However, the company has continued to express its commitment to being ethical, and continued to adjust its site and services to ensure it remains ethical.
Lastly, Facebook is not strong in philanthropy and historically, its policy has been guided by the founder’s argument that the company is already doing a lot of good to the society and that it does not need to focus on giving back to the society through donations in kind (Fessler, 2017). In this case, the company notes that it is already leading to more open societies through its platform, and this presents a major good and hence no need for philanthropy. Despite the lack of focus on philanthropy, the company has engaged in some philanthropic activities. For instance, in November 2017, the company launched a $50 million gift fund aimed at supporting communities recovering from disasters and initiatives such as blood donation and suicide prevention (Constine, 2017). Therefore, in philanthropy, Facebook needs to improve on the aspect to meet the CSR obligations. 
4.0. [bookmark: _Toc40464586]Conclusion and Recommendations
The report has revealed an important role of CSR in organisations, including social media companies. Just like any other businesses, social media companies have economic, legal, ethical, and philanthropic responsibilities that they should focus on to ensure they participate effectively in the society. For Facebook, the company has strived to ensure that it meets requirements of CSR yet it has fallen short, especially in ethical responsibility. To ensure Facebook improves its ethical performance, the following recommendations will be essential:
· Increase its response to societal ethical needs: Currently, Facebook has continued to ignore calls to stop political advertising. The company needs to start listening and responding to ethical concerns and standards as they arise in the society 
· Increase privacy measures to eliminate access to private user information by third parties: The company should ensure that third party companies only have access to information that is not private to users
· Introduce Philanthropy Programs-As a company that makes billions and which has a reach to 3.8 billion people, Facebook as the ability to use its resources, both monetary and influence, to support good causes of philanthropy all over the world. Hence, it is important, in order to meet CSR requirements, to introduce philanthropy into its activities. 
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