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INTRODUCTION
In recent years, Climate Change has been recognized as an urgent issue for companies around the globe. An example is the commitment of one of the world's largest banks: HSBC to go Carbon Neutral; and most recently the British retailer: Marks and Spencer. Other leading retailers like Wal-Mart and Tesco have also announced major environmental initiatives, and are driving these through their global supply chains.

A particularly significant turn of event is that, firms have started to see their commitment to further sustainability and responsible business as a source of competitive advantage - what they call "competitive integration". 

This is driven by growing interest from talented employees, vigilante consumers - and even some institutional investors, about how businesses are run. Expectations of business behavior are rising all over the world - and another trend, therefore, is a growing debate about what responsibility businesses have for the misuse of their products and services. Another example is the global concern around obesity and the initiatives of companies like Coca-Cola, PepsiCo, Kraft and others to change product formulation, provide more on-pack nutritional information, and join campaigns to promote healthier life-styles.

All of these trends mean that businesses need to manage their environmental and social impacts much better: corporate responsibility has to cease being an temporary extension to business operations; and instead be built-in to business purpose and strategy. This involves a clear link to business values and culture; strong leadership from the top; and the active engagement of stakeholders (those affected by or who can affect the operations of, the business). A recent global survey of business leaders suggests that few business leaders believe that they yet do this well.
Chapter I: Understanding Corporate Social Responsibility (CSR) 

1. The definitions of CSR: 
The official definition of corporate social responsibility is that: Corporate Social Responsibility (CSR) is a form of corporate self-regulation integrated into a business model. Ideally, CSR policy would function as a built-in, self-regulating mechanism whereby business would monitor and ensure its support to law, ethical standards, and international norms. Consequently, business would embrace responsibility for the impact of its activities on the environment, consumers, employees, communities, stakeholders and all other members of the public sphere. Furthermore, CSR-focused businesses would proactively promote the public interest by encouraging community growth and development, and voluntarily eliminating practices that harm the public sphere, regardless of legality. Essentially, CSR is the deliberate inclusion of public interest into corporate decision-making, and the honoring of a triple bottom line: people, planet, profit.
There are also other definitions from various sources:

· CSR is a concept whereby companies integrate social and environmental concerns in their business operations and in their interactions with their stakeholders on a voluntary basis.   

            (Source: European Commission)

· CSR is the continuing commitment by business to behave ethically and contribute to economic development while improving the quality of life of the workforce and their families as well as of the local community and society at large.

            (Source: World business council for sustainable development)
In a nut shell, CSR is about building Trust:
· Trust in the brand

· Trust in performance of the product

· Trust in the company to “do the right thing”

· Trust in you as an employer

2. Benefits of CSR:
The scale and nature of the benefits of CSR for an organization can vary depending on the nature of the enterprise, and are difficult to quantify. However, businesses may not be looking at short-run financial returns when developing their CSR strategy.

Human resources

A CSR program can be an aid to recruitment and retention, particularly within the competitive graduate student market. Potential recruits often ask about a firm's CSR policy during an interview, and having a comprehensive policy can give an advantage. CSR can also help improve the perception of a company among its staff, particularly when staff can become involved through payroll giving, fundraising activities or community volunteering.

Risk management

Managing risk is a central part of many corporate strategies. Reputations that take decades to build up can be ruined in hours through incidents such as corruption scandals or environmental accidents. These can also draw unwanted attention from regulators, courts, governments and media. Building a genuine culture of 'doing the right thing' within a corporation can offset these risks.

Brand differentiation

In crowded marketplaces, companies strive for a unique selling proposition that can separate them from the competition in the minds of consumers. CSR can play a role in building customer loyalty based on distinctive ethical values. Several major brands, such as The Co-operative Group, The Body Shop and American Apparel are built on ethical values. Business service organizations can benefit too from building a reputation for integrity and best practice.

License to operate

Corporations are keen to avoid interference in their business through taxation or regulations. By taking substantive voluntary steps, they can persuade governments and the wider public that they are taking issues such as health and safety, diversity, or the environment seriously as good corporate citizens with respect to labor standards and impacts on the environment.

3. Different views and approaches on CSR:
VIEWS

Milton Friedman indicated that the one and only one social responsibility of a business is to use its resources and engage in activities designed to increase its profits, as long as it stays with the rules of the game, which is to say, engages in open and free competition without deception of fraud.

Milton Friedman and others have argued that a corporation's purpose is to maximize returns to its shareholders, and that since only people can have social responsibilities, corporations are only responsible to their shareholders and not to society as a whole. Although they accept that corporations should obey the laws of the countries within which they work, they assert that corporations have no other obligation to society. Some people perceive CSR as incongruent with the very nature and purpose of business, and indeed a hindrance to free trade. Those who assert that CSR is contrasting with capitalism and are in favor of neoliberalism argue that improvements in health, longevity and/or infant mortality have been created by economic growth attributed to free enterprise.

Critics of this argument perceive neoliberalism as opposed to the well-being of society and a hindrance to human freedom. They claim that the type of capitalism practiced in many developing countries is a form of economic and cultural imperialism, noting that these countries usually have fewer labour protections, and thus their citizens are at a higher risk of exploitation by multinational corporations.

A wide variety of individuals and organizations operate in between these poles. For example, the REALeadership Alliance asserts that the business of leadership (be it corporate or otherwise) is to change the world for the better. Many religious and cultural traditions hold that the economy exists to serve human beings, so all economic entities have an obligation to society (e.g., cf. Economic Justice for All). Moreover, as discussed above, many CSR proponents point out that CSR can significantly improve long-term corporate profitability because it reduces risks and inefficiencies while offering a host of potential benefits such as enhanced brand reputation and employee engagement.

Kirk Russell: insisted that every right is married to a duty, every freedom owns a corresponding responsibility. Hence, there cannot be genuine freedom unless there exits also genuine order in the moral realm and in the social realm.

APPROACHES
Some commentators have identified a difference between the Continental European and the Anglo-Saxon approaches to CSR. And even within Europe the discussion about CSR is very heterogeneous.

An approach for CSR that is becoming more widely accepted is community-based development approach. In this approach, corporations work with local communities to better themselves, for example, the Shell Foundation's involvement in the Flower Valley, South Africa. In Flower Valley they set up an Early Learning Centre to help educate the community's children as well as develop new skills for the adults. Marks and Spencer is also active in this community through the building of a trade network with the community - guaranteeing regular fair trade purchases. Often activities companies participate in are establishing education facilities for adults and HIV/AIDS education program. The majority of these CSR projects are established in Africa. JIDF For You, is an attempt to promote these activities in India.

A more common approach of CSR is philanthropy. This includes monetary donations and aid given to local organizations and impoverished communities in developing countries. Some organizations do not like this approach as it does not help build on the skills of the local people, whereas community-based development generally leads to more sustainable development.

Another approach to CSR is to incorporate the CSR strategy directly into the business strategy of an organization. For instance, procurement of Fair Trade tea and coffee has been adopted by various businesses including KPMG. Its CSR manager commented, "Fairtrade fits very strongly into our commitment to our communities."

Another approach is garnering increasing corporate responsibility interest. This is called Creating Shared Value, or CSV. The shared value model is based on the idea that corporate success and social welfare are interdependent. A business needs a healthy, educated workforce, sustainable resources and adept government to compete effectively. For society to thrive, profitable and competitive businesses must be developed and supported to create income, wealth, tax revenues, and opportunities for philanthropy. CSV received global attention in the Harvard Business Review article Strategy & Society: The Link between Competitive Advantage and Corporate Social Responsibility by Michael E. Porter, a leading authority on competitive strategy and head of the Institute for Strategy and Competitiveness at Harvard Business School; and Mark R. Kramer, Senior Fellow at the Kennedy School at Harvard University and co-founder of FSG Social Impact Advisors. The article provides insights and relevant examples of companies that have developed deep linkages between their business strategies and corporate social responsibility. Many approaches to CSR pit businesses against society, emphasizing the costs and limitations of compliance with externally imposed social and environmental standards. CSV acknowledges trade-offs between short-term profitability and social or environmental goals, but focuses more on the opportunities for competitive advantage from building a social value proposition into corporate strategy.

4. Dimensions of CSR:
(Source: “Challenges of Corporate Social Responsibility” by Dr. Elijah Ezendu)

· Internal dimension: this focuses on organizational practices with respect to internal stakeholders that should be aligned to CSR standard.
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Chart 1: Internal Corporate Social Responsibility
· External dimension: this focuses on an organization practices towards external stakeholders which should be in accordance with international standards of business practices.
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Chart 2: External Corporate Social Responsibility
5. Example of CSR:
· Jebsen stopped producing chainsaws in order to stop contributing to deforestation.

· Toyota’s commitment to champion zero emission by producing Prius hybrid petrol/ electric model.

6. The development of CSR concept:

(Source: History of Corporate Social Responsibility and Sustainability) 

The history of social and environmental concern about business is as old as trade and business itself. Commercial logging operations for example, together with laws to protect forests, can both be traced back almost 5,000 years. In Ancient Mesopotamia around 1700 BC, King Hammurabi introduced a code in which builders, innkeepers or farmers were put to death if their negligence caused the deaths of others, or major inconvenience to local citizens. In Ancient Rome senators grumbled about the failure of businesses to contribute sufficient taxes to fund their military campaigns, while in 1622 disgruntled shareholders in the Dutch East India Company started issuing pamphlets complaining about management secrecy and “self enrichment”.

With industrialization, the impacts of business on society and the environment assumed an entirely new dimension. The “corporate paternalists” of the late nineteenth and early twentieth centuries used some of their wealth to support philanthropic ventures. By the 1920s discussions about the social responsibilities of business had evolved into what we can recognize as the beginnings of the “modern” CSR movement. In 1929, the Dean of Harvard Business School, Wallace B. Donham, commented within an address delivered at North Western University:

'Business started long centuries before the dawn of history, but business as we now know it is new - new in its broadening scope, new in its social significance. Business has not learned how to handle these changes, nor does it recognize the magnitude of its responsibilities for the future of civilization.' Almost seventy five years later, these words ring just as true. Although today we face some novel concerns about the role of business in society, from internet “spam” to genetically modified foods, many of the issues under discussion are not very different to those being raised in the 1920s. There is a danger that social and environmental concern about business is an issue which, like sex, every new generation thinks that it has discovered. The interactive timelines below provide details of the evolution of the history of our environment, the history of business corporations, the evolution of the concept of sustainable development and the history of business law and socially responsible investment as forces seeking to shape the social and environmental impacts of business.

Chapter II:  Analysis of the Extremes – Corporate Social Responsibility Lessons through the actions of Vedan (Vietnam) Enterprise Corp. Ltd and the Walt Disney Company

1. Walt Disney Company 
As the largest media and entertainment conglomerate in the world, The Walt Disney Company, otherwise known simply as Disney, has an obligation to give back to those who have helped it to become what it is today. They have focused on an extensive amount of campaigns to establish their corporate social responsibility (CSR) around the world.  The company has received many awards for its effort and devotions and become a worthy pattern of doing CSR for others companies. Moreover when looking at their working result, we can see not only the benefits for society but also the transparent benefits for WD itself. That’s the reason why we choose WD to mention in our case study.

1.1. Overview of WD’s CSR actions:

a. Environment 

Through the years, Disney has launched a variety of resource conservation initiatives in addition to programs that educate guests on the importance of a healthy environment. Most recently, Disney introduced new goals in the areas of waste, carbon emissions, energy, water, ecosystems and inspiration to substantially reduce its impact on the environment and further enact environmentally responsible behavior among employees, guests, consumers and business partners

In the 2008 corporate responsibility report, accompanied by some mid-term targets, WD has mentioned 7 long term goals as below:

Long-Term Goal #1: Zero net direct greenhouse gas emissions

Long-Term Goal #2: Reduce indirect greenhouse gas emissions from electricity consumption

Long-Term Goal #3: Zero waste

Long-Term Goal #4: Net positive impact on ecosystems

Long-Term Goal #5: Minimize water use

Long-Term Goal #6: Minimize product footprint

Long-Term Goal #7: Inform, empower and activate employees, business partners and consumers to take positive action for the environment

b. Climate and energy

 The company has formed a climate solutions working group to engage each business unit in actively reducing carbon emissions. This group develops strategies for avoiding emissions, reducing emissions through efficiency, replacing high-carbon fuels with low-carbon alternatives and acquiring high-quality offsets for what is left.
c. Waste

Below are some of WD program to reduce waste generated:
Merchandise bag
In 2008, Disney set a merchandise bag standard outlining how branded retail plastic bags should be used within worldwide operations. 
Set Reuse

Building on the success of the ABC Television "Set Reuse Program" started in 2004, the program last year improved its recycling process to ensure that end-of-life materials are recycled. In 2008 the program recycled nearly 80% of wood and 100% of metal products from sets.

WALL-E DVD Packaging

In November 2008, Walt Disney Studios Home Entertainment launched the Disney/Pixar Wall-E DVD packaged in recyclable paperboard. The internal tray and paper inserts are made from 30% and 100% post-consumer recycled content material, respectively.

d. Ecosystems
Disney Worldwide Conservation Fund
Recognizing that ecosystems are the basis of the planet's health, the Disney Worldwide Conservation Fund (DWCF) supports not only the study of wildlife but also protection of habitats, land management plans and community conservation and education. In 2008, DWCF, along with help from Disney Guests, supported 104 projects by contributing $1.845 million to 72 nonprofit organizations working in 43 countries.
Animal Programs
The world's biodiversity is a key focus for Disney's global animal programs, which through Disney's Animal Kingdompark and The Seas at Epcot work to manage and breed endangered and threatened species. Both facilities are accredited by the Association of Zoos and Aquariums (AZA) and are involved in many Species Survival Plans" (SSPs). AZA SSPs have been instrumental in the cooperative breeding of many endangered animals, including black rhinos, white rhinos, lowland gorillas, African elephants and many rare birds, reptiles, invertebrates and fish. 
e. Water

Several water conservation initiatives have been in place across the Walt Disney World Resort in Florida since 1990. These conservation efforts have enabled net aquifer withdrawals at Walt Disney World (i.e. water use) to remain at the same level as 22 years ago, despite the property's tremendous growth including additional hotels, shopping areas and parks. Today, more than 6 million gallons of reclaimed water per day provide for landscape irrigation and cooling tower operation, among other uses. 
f. Product

During the coming year, company will begin the process of estimating the magnitude of the footprint resulting from product-related activities. In coming years, Disney intends to engage suppliers and licensees in a collaborative drive to reduce the environmental footprint of Disney merchandise.

g. Community 

Corporate giving:

As we can see from the chart, Disney contributes millions of dollars each year in cash donations, in-kind support and public service airtime, with an aggregate value of more than $209 million globally in fiscal 2008. This number even increased to $230 million in the next year, 2009. These contributions support local and global nonprofit organizations focused on children and families, community service, arts and culture, environment and conservation and disaster relief. In-kind contributions and employee volunteerism often enhance cash donations. In 2009, cash donations decreased from 41 million to 35 million; and other in-kind donations also reduced from $126 million to $102 million. However, product donations increased considerably from $42 million to $92 million. Therefore the total quantity still has positive growth.
	Corporate Giving by Disney (in millions dollar)

	
	Dollar Value

	
	2008
	2009

	Cash Donations
	41
	35

	Product Donations
	42
	92

	Other In-Kind donations
	126
	102

	World Wide Totals
	209
	230


Table 1: Corporate Giving by Disney (Source: corporate.disney.go.com)
Cash donations:

Disney has long been a supporter of: 
· Wish-granting and other uplifting programs for severely ill children

· Children's hospitals

· Programs fostering the positive development of children and families

· Youth and family volunteerism

· Environmental conservation and education

· Art and creativity programs

· Disaster relief

In addition, Disney provides financial and administrative support to The Walt Disney Company Foundation, which oversees special philanthropic initiatives separate from Disney's own businesses. The Foundation also made several contributions to local and national organizations supporting the arts and the well-being of children.

h. Labor Standards 

The Walt Disney Company is committed to fostering safe, inclusive and respectful workplaces - whether in our parks and resorts, where Disney Cast Members enhance the guest experience every day; in our Disney-owned stores, distribution centers or offices; or in factories around the world where Disney-branded products are made.

Health and Wellness

Disney Healthy Pursuits is the innovative collection of health programs, tools and resources our employees and Cast Members can use to help them and their families live healthier lives. Beginning in 2008, Disney joined with WebMD to offer a confidential personal health assessment. More than 34,000 employees completed the assessment to learn more about their health and what actions they can take to be healthier. With the resources available through Disney Healthy Pursuits, employees and Cast Members are stepping up to our companywide challenge to make "one simple change" toward better health.

Retirement and Savings

Disney provides retirement savings and investment options to help employees and Cast Members plan for their financial future. More than 63,000 employees and Cast Members are eligible upon vesting for a company-provided pension benefit when they retire. 
Tuition Assistance

Disney provides financial assistance for eligible employees and Cast Members who successfully complete qualified, courses that are educational or technical in nature and relate directly to job duties. 
Disney Scholarship Program

Children of eligible employees can apply for a scholarship from The Walt Disney Company Foundation Scholarship program. 
Labor Relations

With operations in 42 countries, Disney Cast Members and employees work under a wide variety of labor rules and regulations. A significant number of employees in various businesses are covered by collective bargaining agreements. Disney's management seeks to work directly and fairly with Cast Members and employees as well as their union representatives.

1.2. What benefits have Walt Disney CSR policies been bringing them?

a) Reputations and public opinions:

The Disney community is truly global. Their brands and products are recognized around the world and they have Cast Members and employees in 42 countries and large resorts on three continents. In the local communities, Disney has a large impact as a business, as an employer and as a corporate citizen.

In 2009, The Walt Disney Company, along with Google and Microsoft, was named a CSR leader, and placed the top of the list according to an analysis from the Boston College Center for Corporate Citizenship and Reputation Institute.
Moreover, the Walt Disney Company is the winner of a 2009 Travel + Leisure Global Vision Award for Corporate Sustainability. Contributing factors to the distinction were Disney's conservation efforts, initiatives to reduce the company's operational impact on the planet and programs that inspire environmental stewardship in others.

The company also was named one of the 2009 Top 50 Companies for Diversity in a survey carried out by Diversity Inc. Disney - the only major media and entertainment company to make the list - came in at No. 29, moving up seven places from 2008, the first year in which we participated in the 12-year old survey. 
According to Diversity Inc., "Disney has worked hard to create an inclusive work force”. The company has a perfect score on best practices for mentoring, including training mentors, having formal follow-up and using metrics to assess performance." This year, Diversity Inc. ranked 401 companies, up 14 percent from last year, on a variety of issues related to diversity; CEO commitment, Human Capital, Corporate and Organization Communications and Supplier Diversity. 
The Walt Disney is doing their best to change the life in a more positive way. They bring us the hope of a brighter future of the world with the cooperation of the companies like Walt Disney, and of the whole society.  There is a comment in http://www.brandchannel.com: 

“When I think of Disney, I think of imagination. Disney is a source that guides us to a place we've never been but always wanted to be; it allows us to escape the harsh realities of the world. As long as we have hope and an imagination, we'll have Disney.” (Amy - December 1, 2003)

b) Benefits in finances and business activities

It can be recognized that Walt Disney is also benefiting from all of its good deeds. Walt Disney CSR campaigns have attracted millions of people to do community services (e.g. the campaign to give out free tickets in exchange of 1 hour of volunteerism), and in turn, the community have recognized the company’s entertainment services as one safe and educational enough for their children. As a result, Disney’s profit soars.
Currently, Walt Disney is a Dow 30 company with revenues of nearly $38 billion in its most recent fiscal year. It has increased in total assets and share price, with strong growth predicted.

Although the company has stated to spend millions of dollars into community-benefited campaign and services each year (as stated in the above paragraphs), its gross revenues and profit are still in growing steadily.
In fact, we can see from Table 2 that, from 1991 to 2009, the company’s gross revenue increased six fold, from USD6,111 mil to USD36,149 mil. And from the company’s Quarter II 2010 Income Statement, its net income in the quarter rose to USD998 million from USD653 million in the same period last year, a 150% increase.
2. Vedan Vietnam Enterprise Corporation Ltd.
2.1. Thi Vai river incident - The actions of Vedan during many years

Vedan (Vietnam) Enterprise Corp. Ltd is a MSG (monosodium glutamate) plant. It was established in 1991, located in Phuoc Thai Village, Long Thanh District of Dong Nai Province – about 70 kilometers southeast of Ho Chi Minh City.

The plant was built next to Thi Vai River; therefore its waste water treatment had great influence on Thi Vai. Nguyen Thanh Hung, an expert from the Natural Resources and Environment Institute of the Ho Chi Minh City National University, said the river began to be polluted in 1994 right after Vedan started its operations. In 1995 the river water began to change its color and emanate a disgusting smell. Moreover, shrimps and fish raised by farmers were decimated, all ostensibly due to the pollution. By the end of that year Vedan had to pay a compensation of VND1.8 billion (US$107,000 at today’s exchange rates) to the farmers. However, the pollution after that continued up to 13/9/2008 when Vedan was caught in the act of dumping untreated sewage into Thi Vai River. That heavily polluted this river, caused immense damage to the residents living near this river.

Investigations by Dong Nai environmental authorities and inspectors from several departments quickly revealed the practice had been going on for the previous 14 years. At first, the Ministry and the Environment Police Department said the company had discharged 45,000cu.m of post-fermentation molasses waste into the river every month. However, after discovering that the firm had built a sub-merged pipeline to discharge effluent into the river the estimate was markedly raised.

On September 29th 2009, the Ministry of Natural Resources and Environment announced that Vedan dumped nearly 110,000cu.m of untreated wastewater every month into the Thi Vai River - 2.5 times higher than earlier findings. To avoid detection, the company stored the post-fermentation molasses waste from monosodium glutamate and lysine factories into a 7,000cu.m container unit. A second container of 15,000cu.m and some other smaller containers of 1,500cu.m were also buried. The containers were connected by a system of pipelines and the waste pumped into the middle of the river some eight meters below the surface. 

The toxic water killed local farmers’ fish and shrimp and ruined farmland along the banks of the river for a long time.
2.2. The consequences

Ministry officials said water quality tests found that pigment levels in the Thi Vai River were 3,675 times higher than permitted levels, while COD levels (Chemical Oxygen Demand levels) were 2,957 times, BOD5 levels (Biochemical oxygen demand levels)  1,057 times higher, and TSS (Toxic shock syndrome//chat ran lo lung – total suspended solids)  and ammonia more than 100 times higher.

Scientists from the Vietnam Environment Administration Institute in Hanoi did a research using Mike 21, one of the most modern data assessment models, has found that Vedan contributed 89.2 percent to the pollution of the Thi Vai River. The resulting pollution has had negative impacts of different extents on a large natural area of 240 square kilometers.

a. Effects on local residents’ health

First of all, the Thi Vai pollution brought out serious influence on local residents’ health. Contamination of groundwater by Vedan’s effluents leaded to pollution in soil, air and water of surrounding area throughout 14 years. The pollution has even contaminated underground water while many wells in the area are foul and unusable. A local resident in Phuoc Binh Commune, Tran Thi Son, said that the water has a bad odor and color; he cannot find fresh water any more although he had drilled other new wells because all of them were foul. It directly caused the ill-effects on the local residents’ health such as skin rashes, respiratory diseases and headaches. These consequences not only happen in several years, within several people; they last a long time and affect from this generation to the next ones. Since it is difficult to recover the pure environment of Thi Vai River area like before Vedan’s actions.

b. Effects on farmland

Secondly, the next consequence from pollution in Thi Vai River is negative effects on farmland. The pollution has caused huge losses to the farmers who depend on fishing, breeding aquatic creatures, and building dams for their livelihood. According to Natural Resources and Environment Institute, it has impacted on 2,465 hectares of fish and shrimp ponds in Dong Nai, Ba Ria-Vung Tau and Ho Chi Minh City. Nguyen Van Hung, a shrimp farmer in Phuoc Binh Commune said he had to invest VND20 million (US$1,200) per shrimp season last year to process the polluted water, but all the shrimp in three seasons still died, at a loss of VND250 million (%15,200). The pollution continued means killing more aquatic creatures and leading farmers to the brink of bankruptcy. As a result, the number of household involved in aquaculture also falls dramatically from 500 households to just 170 remain now, Nguyen Van Phung, Deputy Chairman of the HCMC Farmers’ Association said. In addition, land for cultivation also suffered serious effects. The pollution caused a decrease in productivity as well as quality of agricultural products plants in this area.

c. Effects on Thi Vai itself

Last but not least, the pollution in Thi Vai River has leaded to long term consequences for the river itself. The pollution have killed aquatic creature living in Thi Vai. Since toxins in the river climb the food chain after small fish consume food, then large fish eat smaller fish, etc. Each successful step expands food net and spreads out negative impacts from pollution of Thi Vai River. Moreover, Pollution in Thi Vai River has also caused losses to enterprises as cargo ships have refused to dock at Go Dau Port. Some Singaporean and Japanese cargo ships said they wouldn’t dock at the port, because the pollution would corrode their hulls. Vice General Director of Dong Nai Port JSC Pham Van Quyen said, “Singaporean cargo ships account for 200 out of the 600 ships docking at the port every year. If the situation isn’t improved, more enterprises will suffer”. Besides, many Japanese cargo ships also refused to transport fertilizer and raw materials for the Vietnam Japan Fertilizer Company in Go Dau Industrial Zone, Shinya Kajita - General Director of this company said. That means pollution has serious effects on waterway transport functions of Thi Vai – main functions of a river – and caused large financial damages for farmers and entrepreneurs.

It can be seen that groundwater pollution as in Thi Vai River is much more difficult to abate than surface pollution because groundwater can move great distances through unseen aquifers. Most water pollutants cannot stagnate in Thi Vai forever; they are eventually carried from the rivers into the oceans. Therefore, its negative effects are not only as above, they may spread lager and lager, and be unable to compute all damages. Although Vedan agrees to compensate billion dollars, it cannot make up for these losses.

2.3. Reasons behind Vedan’s action

· The main reason: to cut down the cost of waste-processing.

Sewage treatment is the process of removing contaminants from wastewater. It includes physical, chemical, and biological processes to remove physical, chemical and biological contaminants. Conventional sewage treatment may involve three stages, called primary, secondary and tertiary treatment.

· Primary treatment consists of temporarily holding the sewage in a quiescent basin where heavy solids can settle to the bottom while oil, grease and lighter solids float to the surface. The settled and floating materials are removed and the remaining liquid may be discharged or subjected to secondary treatment. In this stage, it may remove from 60 to 65 percent of suspended solids, and from 30 to 35 percent of biochemical oxygen demand (BOD) from the sewage.

· Secondary treatment removes dissolved and suspended biological matter. Secondary treatment is typically performed by indigenous, water-borne micro-organisms in a managed habitat. Secondary treatment may require a separation process to remove the micro-organisms from the treated water. The final step in the secondary treatment stage is to settle out the filter material through a secondary clarifier and to produce sewage water containing low levels of organic material and suspended matter.

· Tertiary treatment is sometimes defined as anything more than primary and secondary treatment. Treated water is sometimes disinfected chemically or physically (for example, by lagoons and microfiltration) prior to discharge into a stream, river, bay, lagoon or wetland, or it can be used for the irrigation of a golf course, green way or park. If it is sufficiently clean, it can also be used for groundwater recharge or agricultural purposes.

Especially, industrial sources of wastewater as in Vedan often require specialized treatment processes. The different types of contamination of wastewater require a variety of strategies to remove the contamination such as solids removal, oils and grease removal, removal of biodegradable organics, treatment of other organics, treatment of acids and alkalis, treatment of toxic materials. It can be seen that the industrial wastewater treatment process is very complicated and requires high cost which is estimated about 31 million USD = 589 billion VND. 

· Low Corporate ethics.

Vedan did not have a clear sense of its responsibility in discharging pollution. Its General Director Yan Kun Hsiang said his company did not agree with the finding that it caused more than 89 percent of the pollution. He argued that Vedan was not the only polluter because many other companies had also discharged wastewater into the river. However, with obvious evidences and persuasive accusations, Vedan finally admitted it had polluted the main part of the Thi Vai River, a stretch of about 10 kilometers, but still rejected the conclusion that it caused more than 89 percent of the pollution.

In September 2009, Vedan had rejected a compensation request of VND569 billion ($31.7 million) as financial support to farmers affected by the pollution. Even though this amount of money represented 50 percent less than the initial demand of VND1.2 trillion ($67.4 million) made by farmers from three affected localities, the company said it needed more evidence from the authorities and that the sum was too large. 

Besides arguments about the compensations for farmers, Vedan keeps not much goodwill in dealing with compensation. They even prolonged the case and gave invalid reasons to bargain the compensation amount. This amount changed from VND7 billion to VND15 billion and then VND30 billion in Dong Nai province; from VND6 billion to VND10 billion in Ba Ria – Vung Tau; and from VND7 billion to VND12 billion, then up to VND16 billion. Meanwhile, the actual damages in these three regions are VND119 billion, VND53 billion, and VND45 billion, respectively. It can be seen that Vedan expressed low society responsibilities for its wrong actions.


2.4. The effects of Vedan’s actions on itself

a. Reaction from public opinion

·   From the government

The Government chief asked the authority of the southern province of Đồng Nai to cooperate with the Ministry of Natural Resources and Environment (MONRE) and the Ministry of Public Security to strictly implement two MONRE-made decisions, namely Decision 1999/QĐ-BTNMT on October 6, 2008 on suspending Vedan’s license to discharge its sewage into water sources and Decision 131/QĐ-XPHC on the same day to impose administrative penalty against Vedan’s law infringement.

PM Dũng required Đồng Nai’s People’s Committee to closely supervise Vedan’s observation of the two decisions. He ordered Ministry of Natural Resources and Environment and the Đồng Nai People's Committee to seriously consider their lack of close coordination and unanimity in managing Vedan’s operations as well as in dealing with the company’s violations. They were forced to make report to the PM in November 2008.

· From residents

The three associations from Ho Chi Minh City, Dong Nai and Ba RiaVung Tau provinces said they had received nearly 10,920 letters demanding legal action against Vedan. Especially, in Ba Ria-Vung Tau Province, 1,094 out of 1,255 affected farmers have completed procedures to file a lawsuit against Vedan, and the others are being concluded.

There are many public opinions about this urgent matter. Tran Van Cuong, Deputy Director of the province's department of agriculture and rural development said on Tuoi Tre (Youth) newspaper: "We're determined to send the Vedan case to court, and we must complete lawsuit procedures before the September deadline". If the Dong Nai Association has no funds for court charges, the local authorities should lend farmers money, or the association should call for assistance from the community.  A farmer in Dong Nai Province, Nguyen Lam Son even said he would sue Vedan on his own. He has received free advice from a lawyer at the HCM City Bar Association. 

Many people feel dissatisfied with Vedan, and are ready to help farmers sue this MSG plant. They claim that the Vedan Viet Nam Joint-stock Company Ltd.’s violations of environment protection laws must be punished resolutely, thoroughly and strictly through proper steps to put an end to the illegal discharge of untreated sewage, overcome consequences, maintain production activities, and protect legitimate interests of the company’s employees.

b. Financial damages 

· Fine and environmental fees

The Ministry of Natural Resources and Environment suspended the plant’s wastewater discharge license and fined the company VND267.5 million (current US$15,030) in November 2008. The Ministry also demanded VND127 billion (current $7.14 million) from the company in overdue environmental fees. The company has paid the first fine and agreed to pay the fees in three installments.

· Compensation:

The Ho Chi Minh City Farmers’ Association asked Vedan Vietnam for VND569 billion ($31.970 million) as financial support to farmers who are affected from the Thi Vai River pollution. 

· Cost of restoring Thi Vai River

The Ministry said Vedan would have to pay the cost of restoring the river, which is now devoid of life. They have to construct a sewage treatment system in order to minimize the environment pollution.

· Decline in revenue

With Thi Vai River case, Vedan’s operations were interrupted for a time. There are about 10,920 letters demanding against Vedan from citizen. They do not trust Vedan as before. Besides, some grocery stores and markets even boycotted all Vedan products. These bad reactions from customers leaded to a significant fall in both Vedan revenue and reputation.

3. Lesson in conduct

From the two cases of Walt Disney and Vedan, we may recognize that the success in CSR needs many factors; in which the two basic are awareness and conduct. With the case of Vedan, the lesson in awareness and attitude is the need to help build a sustainable society and environment and the risk of not doing it. Learn about Walt Disney, one of the most successful companies with CSR, you can take a lesson of the way how CSR’s conduct must be. Moreover, through the cases, you also see the link between good CSR policy and increasing reputations and benefits of company itself.

3.1. Lessons in awareness and attitude

a. Realizing the importance of building a sustainable society and pure environment

Sustainability means achieving satisfying lives for all within the means of nature - now and in the future. A sustainable society provides opportunities for each member of the community to reach his/her potential; it provides strength and resilience to the human community, provides access to work, play, health care, education and so on, for each of its members.  Moreover, a sustainable society also resolves the inherent conflicts among its members through peaceful, respectful and non-violent means. In the other word, a sustainable society provides a high quality of life for all of its inhabitants without harming the integrity and productivity of the natural systems and resources upon which all life depends. It can be seen that sustainability for a society in general is very important; it is likely a goal of human being. 

Environment is one of essential parts of a sustainable society, and also a concerned problem in many regions. People depend on the nature’s capacity to take food, water, energy, fiber, and life-support services such as the pollination of crops and creation of soils.  Besides, people also depend on its capacity to detoxify their waste. Therefore, saving natural resources and protecting the environment are also considered as necessary strategies for sustainable living. 

Communities including all individuals, groups, organizations, etc… each one needs to have a deep sense of taking responsibility in building a sustainable society. CSR plays an important role in reaching this goal. A sustainable society cannot arise with ignorance, irrationality or greed. The basic principle in creating a sustainable living is possessing high corporate ethics. It reflects the duty of care for the community life and other forms of life, now and in the future. All life on earth is a part of one great interdependent system; thus, any disturbing one part of this biosphere can affect the whole. In order to improve quality of life but still does not threaten the survival of other species or eliminate their habitats, human being may together minimize the depletion of non-renewable resources; conserve the earth's vitality such as soil, water, air; and conserve biodiversity comprising all species of plants, animals and other organisms. All societies need a foundation of information and knowledge, and then together build a national framework for integrating development and conservation. Step by step, all nations are directed toward a global alliance to achieve global sustainability.

If people lack of CSR, they will cause serious consequences to the society. 
b. Realizing the link between good CSR policy and increasing profit. 

A business operation doesn't exist in a simply way of making money. It is put in a close relationship of customers, suppliers and the local community. Any actions of its operation - products, and the ways to make them - have a direct impact on the environment. Corporate social responsibility (CSR) is known as understandings about that impact on the wider world and considering how can use this impact in a positive way. Many successful firms such as Walt Disney, Toshiba Group, etc, found a correlation between social/environmental performance and financial performance. CSR events are hold to express the importance of CSR and raise CSR awareness of employees. Actually, businesses may not be looking at short-run financial returns when developing their CSR strategy, they should look at potential benefits which help their business go smoothly and increase stably profit in long-run.  

First of all, firms can attract more talent from recruitment through their high CSR. In fact, in an interview, potential recruits usually ask about the firm’s CSR policy. Having comprehensive responsibility about the society as well as about staffs will make them put their faith in the firm. Moreover, that working environment also gives employees something to proud. As a result, they may want to work and devote to the company. This is one important element to make valuable products which create high profit in long run. 

Secondly, many branches sell luxury or unique products, this is a good way to attract customers. Besides, having high CSR is considered an effective way to polish reputation of the firm and build loyalty from customers. Together with development of the society, CSR is appreciated. It is easy to understand when a firm causes damages to society; customers are ready to boycott that branch such as Vedan. Inversely, when the firm shows government and the public that they do take care of social issues such as health, environment, labor life…etc., customers like and trust that branch. It is clear that CSR of the firm also has impact of market outlet as well as revenue of the company. 

Another link between CSR and profit is risk management capacity. Reputations that take decades to build up can be ruined in hours through incidents such as corruption scandals or environmental accidents. Vedan is an obvious example of this situation. Being popularly known as a famous branch with supplying MSG through many years in many countries, Vedan deteriorated its branch name after Thi Vai River incident. If Vedan takes its responsibility right the year of starting its operation in Vietnam, it did not cause serious consequences and losses its reputation. With high CSR, the firm can avoid unwanted risks regulators, courts, governments and media; avoid compensations for their irresponsible actions. From that, the firms not only save money, but also operate their business continuously.

3.2. Lessons in Conducts – Learning from the reason behind Walt Disney’s success
a. The company’s involvement in almost every aspect of CSR by simple but practical conduct:

As we can see, WD paid attention to all aspects belonged to CSR. Some of the corporate social responsibilities they mainly focus on are the environment, community, and labor standards. In each sector they come into detail of each subpart. For instance, with environmental problem, the company takes care from their products, the energy they consumed, the waste they disposed to the water supply, the ecosystems…. Or helping the community, they not only concern about the poor but also children and families, disaster encounters… That makes Walt Disney reputable completely.  

To carry out such complete CSR policies, the expenses they need to pay is not small, even enormous if the company doesn’t have a wise calculation. However, WD can deal this problem by using simple but practical conduct.  For example, one of the Corporate Social Responsibilities that the Walt Disney Company has embraced is volunteerism. The company offered free tickets to a million people in exchange for a day of volunteer service from them with the organization of their choice. The tickets were valid for one day in one park, and passes were able to be printed from the internet in order to be presented at a ticketing window outside of the parks. This encouraged over one million people to commit to service efforts in volunteering around the United States. The strategy is really effective although WD doesn’t have to spend too much money on it. They used what they have to get what they want. 

b. Tangible result

The Walt Disney Company takes their corporate social responsibility seriously and with a great amount of pride. They always observe their effort progress to ensure that their policies are effective and will get good results.
Let take an example. With the environmental sector, the company makes measurement of energy consumed, greenhouse gas emissions, waste generated… and can show us their transparent progression through the years. Looking at chart 2, 3, we can see the achievements in reducing waste gas and saving energy. Chart 2 shows us the measurement of direct greenhouse gas emissions of WD in the period from 2006 to 2009. According to the chart, the gas emissions tend to decrease. If in 2006 it was 586,486 metric tons CO2eq; in 2009 this number was only 543,226; decreased by over 40,000 metric tons CO2eq.

	Greenhouse Gas Emissions

	TYPE
	2006
	2007
	2008
	2009

	Direct GHG emissions from fuel combustions and refrigerants (metric tons CO2eq)
	586,486
	546,521
	563,134
	543,226


Table 3: Green House gas Emissions (Source: corporation.disney.go.com)
Chart 3 shows us WD’s electricity consumption (in million kilowatt hours) and the indirect greenhouse gas emissions from electricity consumption from 2006 to 2009. We can see that they were endeavoring to reduce energy consumed and also indirect GHG emissions. In 2006, the company consumed about 2001 million kilowatt hours and emitted approximately 980000 metric tons CO2eq. These numbers went down slightly and gradually though 2007, 2008 and in 2009 the electricity consumption was only 1949 million kilowatt hours and GHG emissions decreased to 953,560 metric tons CO2equivalent.

	Electricity Consumption

	TYPE
	2006
	2007
	2008
	2009

	Electricity (million kilowatt hours)
	2,001
	1,974
	1,972
	1,949

	Indirect GHG emissions from electricity consumption (metric tons CO2eq)
	979,811
	971,001
	969,229
	953,560


Table 4 Electricity Consumption (Source: corporate.disney.go.com)
Moreover, in the volunteerism segment, we can also see their CSR result in the corporate responsibility reports.  During 2008 alone, Disney VoluntEARS contributed more than 495,000 hours of volunteer service. Since the program's inception 26 years ago, VoluntEARS in more than 42 countries have donated some 5 million hours of service. In 2009, Disney Cast Members and employees showed a significant commitment to volunteering and charitable giving. Over the course of the fiscal year, Disney VoluntEARS: donated more than 569,000 hours of service; raised or donated more than $10.6 million through Disney-supported programs, such as the Disney VoluntEARS Community Fund and United Way; and directed more than $2 million from the company for local charities, through Disney’s EARS to You program, based on the number of hours they volunteered during the year.

Chapter III: A Guide to Corporate Social Responsibility – Recommendations for modern Businesses.

I. Develop CSR using Social Media:

1. Web 2.0 and Social media

The media is changing. For the past couple of years, the terms “Web 2.0” and “Social Media” have started to gain awareness and recognition from over the internet. As vague as they mean, most experts agree on a common understanding of the two terms.

“Web 2.0” is a term coined by Tim O’Reilly at his Web 2.0 Conference in 2004. Although its name suggests a change technologically, in reality, “Web 2.0” describes the change of the way people and software-designer use the World Wide Web, from the “designer” - “end-user” format (the Read web) to a format that encourages interactivity, creativity and collaboration (the Read/Write web). According to Wikipedia, examples of Web 2.0 include social-networking sites (such as Facebook or Twitter), blogs, wikis, video-sharing sites (YouTube) and web applications.

“Social Media”, the most interested front of Web 2.0, are media for social interaction. Using web-based applications and user-oriented designs, Social Media creates a common ground for internet users to share user-generated content, transforming the traditional method of broadcast monologues into social dialogues. By far, it is considered the perfect way of communicating information, and the mark of a “New Age”, in which the end-users, the average guy is no longer being Talked-At, he is now Talked-With.

This “New Age” is starting to bring about many changes, particularly in society problems such as the environment, and human rights. Voices are starting to be raised, and more importantly, be heard. And as this cultural shift takes place in the world, the society is starting to push past awareness, and into action. Companies are evolving from their reactive states toward a proactive approach, and for the ones wanting to show the world their good deeds, Social Media is the key.

2. Why should firms be concern with Social Media?

· Target Audience 

There was a time when companies issued press releases, and operated under the impression that they controlled the message of their brand. Today, that impression is gone, as companies realize that the brand image is linked to the thought and conversations of a company’s consumers. The word-of-mouth business model of Google suddenly is not so uncommon, as businesses are getting to know their constituents, in hope of establishing an image in the mind of the consumers.

When marketing through a social media channel, the target audience of a business is the whole online community, who is particularly compelled by messages that communicate social responsibility, and environmental awareness. In fact, internet users are probably the most susceptible to such a campaign, as they enjoy being micro-targeted and giving out opinions. 

· Collective value

Social media and corporate social responsibility share a common feature, as they combine a sense of collective value through voluntary individual decision making. This value, per se, is not measurable in any terms, but represents an increase in value for the people and businesses involved. As an individual is regarded as good people if they engage in deeds that are intended to help others, the value of a company is considered at large to be increased as they engage in socially-aware CSR activities.

· Internet interaction

Social media allows for a widespread but close, and detailed interaction between users through the internet. As in the aforementioned case of Google Incorporate, Web 2.0 mutual interactions are creating a window for corporations to create a common, consumer-oriented brand awareness and image, as well as to raise their values by showing that they care about the consumers, and society as a whole.   

· Multi Use Marketing

Creative Fusion Media, a blog on CSR, used the term “Dual Use Marketing” in one of their articles to indicate the use of Social Media both as an external and an internal communicator. Upon further research, we have found out that Social Media can, in fact, become a multi-function method of marketing.

Internally, by giving and receiving feedbacks, Social media can be used to evaluate and collect opinions of the employees, increasing their corporate awareness, raising morale and workplace performance.

Externally, through its use, Social media can improve the image of a business, as “It’s cool, it’s hip, and everyone do it, and if you do it you be associated with these values” is the frequently heard mantra of many CSR evangelists these days (as pointed out by Webranking). Not just CSR marketing, social media marketing can be used to generate synergy, integrating ongoing online PR campaigns in a way that benefits the branding goals. Thus, it is a win/win situation for all corporate departments and their now-tripled bottom line.

Furthermore, social media allows companies to influence and view the behavior of their customers after a product or service is bought. Similarly, more and more consumers are self-identifying themselves as individuals who want to continue ongoing relationships with a business or brand.

· Efficient: 

As pointed out in the above paragraph, Social Media CSR Campaigns can help the businesses to approach the right target audience, to maximize its value, to interact and communicate with both its customers and its staff. But the main reason for which firms should, and will, use Social Media channels to promote their CSR activities is that it is the most efficient way. What can be a more effective method to spread your good deeds than a network of relatives, friends and business partners on Twitter or Facebook, where an interesting piece of news can travel around the globe in an instance? It is fast, easy, can reach a wider range of customers and more importantly, is relatively cheaper compared to other advertisement methods.

Social media can be an invaluable resource for companies willing to commit to becoming better corporate citizens. The dialogue exchanged between customers and companies can be highly beneficial for both sides, and build and strengthen a sense of community, which is the fundamental purpose of social media. When consumers are treated as citizens, they can do everything from helping a company amplify its voice, to voting on the style of a new product, to improving a service.

However, the social media culture is a culture that demands transparency and accountability. It can bring reputation, trust and new business for companies that give back, while pillorying brands that are behaving badly. While many companies would certainly be concerned with this aspect of using Social Media, one can argue that it’s a company’s obligation to be as open and transparent as possible, as well as to communicate most expeditiously to those consumers impacted.

3. Promoting CSR through Social Media - Requirements for businesses.

At a time when our economy is recovering from the crisis, and public trust of business activity is in short supply, the concerns about corporate sustainability, accountability, transparency, and ethics with the proliferation of Web 2.0 communication tools offers an opportunity for new forms of collaborative leadership and participation, and for shaping a new agenda. However, this has yet to happen comprehensively. The use of interactive technologies for accountability and transparency purposes remains in an early stage, with current business use of Social Media tools focused more on improving performance and increasing efficiencies inside the firm, and on brand management, rather than as a communicative channel. 

The reason these changes are slow to take place is that, in fact, many companies still consider Social Media an extension of their existing modes and styles, instead of adjusting to the new media environments. In order to use Social Media correctly and effectively, companies should not only adopt, but also adapt themselves to the new environment, new code of conducts and generally a new way of doing business. The “new way” includes:

· Being transparent and accountable

At the Web 2.0 Summit of 2009, General Electric CEO Jeff Immelt expressed: "This is a world of transparency, openness, two-way dialogue with your constituents...I just think that's part of the game today. If you're not willing to be completely transparent on just about everything you do, and if you can't tolerate life in a world where you're sharing information openly and getting input from lots of different people, where they have the ability to critique, criticize, have inputs... you’d better find a new profession." 

If a business wants to build dialogue and relationship with its customers, then it will have to earn the customer’s trust. Today, trust is not based on eye-catching advertisements, and it isn’t even based entirely on the quality of the products. In fact, the quality of a product can earn a business interests or brand loyalty, but it cannot warrant trust or support from customers. With so many companies using the CSR card as a purely marketing method these days, the only way that a business can show that it is serious to contribute is through accountability and transparency. 

A transparent company is one that discloses and explains all of its activities, including even those that can cause negative impacts; because they know that people appreciate honesty, and it is better to admit shortcomings and trying to fix them than hiding a dirty secret that sooner or later someone is going to figure out. 

By practicing transparency, a company will create a sense of accountability to its constituents. Not only stakeholders but customers will be given reason and evidence to believe in the business’s good intentions, and through word-of-mouth, the CSR efforts of the company would be widely recognized and supported.

· Being proactive

Just as the “Web 2.0” results in an Internet that is more interactive and engaging, thanks to social media tools, CSR is evolving from documents that are full of pretty pictures but pallid words to a participatory experience that motivates stakeholders, suppliers, and customers to share their suggestions.  CSR is becoming proactive, instead of reactive, with companies benefiting from the results. 
According to Bill Baue, the Executive Director of Sea Change Media and a research fellow at Harvard Kennedy School, the challenge companies are facing is getting stakeholders involved and enthusiastic with their CSR reporting.  Just like having a Twitter feed or Facebook page is simply not enough to gain followers for your business or cause, building an interactive platform is not enough to affect change.  The trick, said Baue, is opening up the terms of engagement, which in turn will change the conversation between stakeholders and management. In other words, it cannot be assumed that the dynamic web platform of Web 2.0 tools means that if you build it, customers will come.

Some leading examples of proactive CSR campaigns includes IBM’s 72-hour “Eco-Efficiency Jam”, during which anyone around the world could give their insight on issues from green IT to improving the company’s environmental performance, and  Timberland’s Voices of Challenge, which has the goal of involving one million “Earthkeepers” who will weigh in on how the apparel company can reduce emissions, reduce waste, and improve worker conditions throughout its supply chain . 
· Being committed and willing to lead

A CSR strategy begins with a long-term vision and commitment from the top of the executive food chain. The CEO’s vision should be shared through social media channels so supporters can engage with the brand, provide feedback, and become evangelists.

To show their commitment to the cause, firms must showcase the strides that the companies has made for the cause, whether this means funds donated, awareness raised, consumers reached, beneficiaries helped, communities improved, etc. Moreover, it is effective to highlight the company’s long-term commitment and that of its supporters and partners. Through social media, firms can also rally third-party endorsers to help share their stories.

4. Building CSR through Social Media – The case of Timberland’s Earthkeepers campaign.

The Timberland Company is a manufacturer and retailer of outdoors wear with a focus on footwear. Timberland footwear is popular for hiking, mountaineering, and casual wear. The Company also sells apparel such as clothes, watches, and leather goods.

Timberland’s corporate headquarters are located in Stratham, New Hampshire; but Timberland also operates from a number of offices around the world.

As stated in their website, Timberland’s “commitment to corporate social responsibility (CSR) is grounded in the values that define our community: humanity, humility, integrity and excellence. For over 30 years, community has been synonymous with the ethic of service—the desire to share our strength for the common good. Our approach to building and sustaining strong communities includes civic engagement, environmental stewardship and global human rights.”; and in fact they have been contributing their parts to the development of the community with various programs such as: “Don't Tell Us It Can't Be Done” – an international campaign with the aim of “enabling people all over the world to actively participate in the Copenhagen conference and reiterate the importance of a fair and binding climate legislation in order to prevent climate disaster.”; or the “Haiti Help Campaign” to raise funds for the victims of the earthquake. But by far, the widest and most renowned CSR campaign of Timberland Company has been Earthkeepers – a program with a goal of recruiting one million people to become part of an online network designed to inspire environmental change. Unlike most energy saving programs that encourage people to turn the lights off when they’re not being used, or to save used water, the program’s target are like-minded eco-conscious people who want to make the world a more sustainable and livable place, like “replanting eroded areas and retrofitting their engines to run on bio fuel” (Earthkeeper). Released its own channels on most community sites such as Facebook, Twitter and YouTube, the program has earn considerable success, attracting people from all ages and directions of life. From its introduction in June 2008, there have been nearly 300,000 people following the campaign on YouTube, and over 10,000 people joined on Facebook and Twitter. 

Timberland’s campaign by far includes, but not limited to, the Earth Day Poland movement, the Green endeavors in Enschede, Holland, the Serv-a-palooza 2009 (in which 3,800 Timberland employees, business and partners participated in community revitalization worldwide).

 Recently, on May 7th this year, Timberland’s CEO Jeff Swartz even went to Port-Au-Prince to help the situation. His actions were considered “inspiring” by most people, and the company’s CSR campaign is now used by evangelists as a shining example of successful Social Media CSR campaign.

II. Promoting Corporate Social Responsibility in Emerging Market

Many companies use CSR as a new business direction when realizing that it can enhance the role of management, improve financial capacity, motivate staff, and promote customer’s loyalty and also the company’s reputation. Therefore, it is extremely important for enterprises to promote CSR. To the extent of this research, we would like to focus more on improve CSR in the developing countries.

So, how to promote CSR in emerging markets:

1. Associating CSR with business strategy

Attention should be focus deeply on the concept of CSR to ensure that the business strategy is based on social responsibility. Strategic Corporate Social Responsibility helps reinforce the brand value, attract human resource and find out the way to access to new markets. It is not only beneficial to the business itself but also to the society. In order to make enterprises to choose CSR as a guideline in business strategy, the following should be noted: 

First, it is important to improve the knowledge of all enterprises about social responsibility and make them understand that social responsibility is not just doing in charity work. Propaganda, education is important, because all of man’s behavior is through human consciousness. Therefore, the question is how the implementation of social responsibility in enterprises becomes something important in business owners’ mind. The implementation of social responsibility first of all should be considered as an ethical behavior and morality driven. This is the moral solution inside each company.
Second, the concept of social responsibility must be built from the business mission. It is easier for businesses if they build a culture of social responsibility right from the establishment rather than change the business culture later. Successful CSR program must be based on building trust and supporting from customers and the public, all officials and employees, suppliers and distributors, investors and banks, and finally the government. 

2.  Associate CSR with labor resource

To ensure the good implementation of CSR, including the use of labor of any levels, must meet three conditions:
First, CSR must be from the managers. If managers do not believe in the importance of CSR, and if they do not actively support or proactive CSR activities at the establishment, or if they do not show integrity and honesty in work, as well as in personal life, the CSR cannot succeed. CSR should be applied in all aspects of company operations and all other related group benefits.

In fact, managers should understand those followings:
· CSR is not a cheating act in order to promote the enterprise image.
· CSR is not just doing charity.

· CSR cannot substitute for the product and service quality.

· CSR cannot substitute for business profit.

Therefore three of every four people questioned said they would be more "loyal" with any boss who always helps and is responsible for the local community. This is strengthened by more recent studies for MBA students in 2100 found that more than half of them are willing to accept lower wages to work in a company with CSR.
The business owners do not have to worry much about the cost of CSR (health care for personnel and their family, employees’ borrowing money to buy cars, houses, their children’s schools ...). They always believe that it is worth to make investment. Rohto company director, (Rohto is the company who always prides itself on its CSR), said: “All of our staff will bring benefit for Rohto. That benefit is performance, quality, loyalty and creativity”.
Second, it is also important to change perceptions of staff, respectively. If managers change thinking about CSR is the first element to ensure the good implementation of CSR for companies, employees should also see the benefits first and foremost belonging to them.  In addition, employees must also understand that the implementation of CSR itself is calculated on cost price of the product and of course staff must behave corresponding to what companies spent. Moreover, in another aspect, the image of each company employees is mini picture of your company to the society. 

3.  Associate CSR with standards or laws

The problem here is whether it is possible to rely on the willingness of enterprises, without the legal framework, lack of enforcement and supervision required of society and the public. In fact, strong advantage of profit would make businessman become blind, irresponsible, by hiding their illegal behavior. In that case, the willingness of enterprises is very small. Even after calling for the help from government to assist with tax money of people, they still share the bonus up to $18 billion (CNN, dated 01/30/2009). This case has made President Obama to call it "shameful"; but the problem is not the criticism. Actually, it is how to make them more responsible and prevent such acts in future. So, the legal system, ethical standards play a key role to perform social responsibilities of individuals and businesses in order to deduce harmful behavior to the community. 

Therefore, it is necessary to develop a legal framework to implement the enterprise social responsibility fully and seriously. This relates to the responsibilities of the government for the environment and legal framework for business activities. The legal framework is the most effective measures for the implementation of social responsibility, and it is also the way to support the efficient solution of ethics. The difficulty for Vietnam and other developing countries is: in order to attract foreign investment, if businessman put too much focus on environment and society, the business cannot be attractive. But, if not, the consequences on environment and society will not be offset by the result of economic growth. The goal of sustainable development, therefore, cannot be done.

4. In Vietnam

In addition to the recommendations above, in Vietnam, there is a joint project between UNDP VCCI about promoting CSR. This project includes three components. First, the project will promote Corporate Social Responsibility in Vietnam through a network of Global Compact, was established last year in Vietnam. This is the largest volunteer organization in the world, attracting about 4,000 companies from 116 countries, called for businesses to comply with 10 principles in the areas of global human rights, labor standards, and environment and against corruption.
 Second, CSR will be introduced to Vietnam through researches, teaching programs. The project will also focus on developing the training programs taught in universities, from which future leaders will pay more attention to social responsibility.
Finally, the project's goal is to achieve coordination and effectiveness among the officials concerned. The project will focus on developing the model of CSR practices, supporting and evaluating business operations and will provide useful tools such as access to experts, connecting with international network. This project will be implemented within two years; thus, it will surely bring great benefits for businesses in Vietnam in particular and society in general.

Despite many difficulties in applying CSR in small and medium enterprises (SME) in developing countries, as they think that their resources is too limited and cannot meet CSR expensive programs. This view is completely incorrect; CSR programs are not necessarily expensive. CSR can start from small steps such as awareness of environmental protection in production processes or creating a favorable working environment for staff, caring about labor safety, reasonable compensation etc. Business cannot succeed in adopting CSR without the commitment of the leaders in order to make CSR become one of the company culture. 

International integration process is both cooperative and competitive struggle, bringing many opportunities and many challenges. When the advantages of low cost employees and nature resource are no longer important, enterprises must be add something new to theirs competitive advantage. If being applied, CSR will be an effective tool to help local businesses gain advantage compared to other competitors in the region.

CONCLUSION & RECOMMENDATIONS

Although the concept of Corporate Social Responsibility has been around since the 1980s, it’s only in the recent wave of globalization, mass consumer awareness and public accountability that companies have realized the need to adopt ethical policies. As companies become more accountable not only for their own actions but for those within their supply chain, they have to adapt to ensure success within not only themselves but also the context of the global society they operate in.
However, not every business has the financial ability and, more importantly, morality to pursue the good cause. While large corporations such as Walt Disney, Google or Timberland have shown their considerable contribution to the community in all aspects: saving the environment, preventing climate change and improving the living standard with their triple bottom line; others are still looking for more profit in any way possible, harming the society in the process. 

Furthermore, the concept of CSR has yet seemed to reach the businesses in emerging markets. Many firms are still exploiting these cheap labor markets with sweatshops, shady businesses and unethical conducts, with the most prominent example be Vedan Vietnam’s pollution of Thi Vai River, destroying the trust of local governments and people.
Nevertheless, we are looking at a brighter future with the transformation of business ethics standards into CSR 2.0. A more intelligent, evolved form of CSR - rebranded as Corporate Sustainability & Responsibility – CSR 2.0 uses the power of collaborative networks to scale up solutions to our global challenges. Based on four principles: connectivity, scalability, responsiveness and paradoxy, CSR 2.0 describes how the concept and practice of corporate social responsibility (CSR) is on the edge of a revolution, in much the same way as the internet transitioned from Web 1.0 to Web 2.0. The transformation of the internet through the emergence of social media networks, user-generated content and open source approaches is a metaphor for the changes business is experiencing as it begins to redefine its role in society. 
With a new channel to communicate, a new tool to promote good deeds, and many motivations, let us hope that businesses are learning that they can do well, by doing good.
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