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Introduction
Coca-Cola Company is the largest company in the beverage industry with global brand recognition. As a sustainability measure, the company gives back to the community through corporate social responsibility (CSR). The company’s CSR creates a good image for people and significantly influence the company’s products market acceptability (Cocacola.co.jp, 2018). Consumers have changed their perception of value on the products they consume. They no longer solely derive value from the product itself but also derive value from other implications in the production of such product. The consumers consider the excellent product as one that meets their expectations and desires with regard to quality as well as the impact of a company’s operations on the environment. Companies have recognized the crucial role played by a company social responsibility in influencing its brand image by establishing, implementing and executing CSR activities (Nguyen, Bensemann and Kelly, 2018). 
Coca-Cola success and sustainability have been attributable to its cognizance of the development of a strong relationship with stakeholders through CSR (Itanyi and Ukpere, 2014). The company focuses on a variety of areas including employment and diversity, water conservation, sustainable sourcing, and community well being among other areas (Cocacola.co.jp, 2018). This article addresses the social responsibility of Coca-Cola in Vietnam, specific CSR plan and evaluates how Coca-Cola can manage the complex stakeholder relationships. 
Social Responsibility of Coca-Cola in Vietnam
Coca-Cola has operations in over 200 countries trading under 500 brands with over 3,300 beverages.  Therefore, the brand name “Coca-Cola” is highly reputable and worth billions of dollars (Cocacola.co.jp, 2018). Coca-Cola Company applies the appropriate strategies to protect the positive image to the public in the country’s it carries out its operations. Vietnam is not an exception with a major focus on water conservation since access to water is a challenge to a significant component of the country’s rural community (DaSilva, 2010). According to Vietnam’s Ministry of Natural Resources and Environment, the rural communities lack access to clean water at an estimated rate of 40% and thus, contributing to water-borne diseases such as dysentery and cholera (DaSilva, 2010). Although a government is responsible for the provision of basic needs to the citizens, private corporations, particularly that use that uses the substantial volume of water, has a social responsibility to give a solution to the shortage of water challenge. 
CSR effectiveness is determined by its ability to address the most pressing issues to a community (Hohnen, 2007).  Coca-cola is highly dependent on water for its production and cooling as it takes the company more than two liters of water to produce a liter of the company’s product. Major CSR policies are directed by the Coca-Cola headquarters; however, the CSR should focus on water and health education which are the main challenges to the communities in Vietnam (DaSilva, 2010). Other relevant CSR practices include the provision of career opportunities to local communities in the country, sponsoring opportunities in the country, effective waste management procedures, sustainable procurement, and use of renewable energy among other activities. 
Water Conservation and Health Education 
Given the high consumption level of water by Coca-Cola, the company has faced criticism in other markets which goes to an extent of calling for consumer boycotts. Therefore, water projects were the first consideration in the country by the Coca-Cola management. The company initiated clean water projects to the communities since the year 2006 (Cocacola.co.jp, 2018). The water programs provide clean water for schools and communities. Further, the company has projects that engage in the construction of latrines and wells with an objective of giving back to the society and creating a positive corporate image in the country (En.cocacolavietnam.com, 2018). 
Health education is also an essential consideration in Vietnamese as a social responsibility as well as a business model for the company. Coca-Cola Company collaborated with CEFACOM, an NGO to provide health education to the communities in Vietnam (DaSilva, 2010). The education program also involves education on ways of improving quality of water. 
Provision of Job Opportunities to the Local Communities 
Provision of job opportunities to a local community where an organization carries out its operation is considered to have a significant impact on the company’s image (Nguyen, Bensemann and Kelly, 2018). The community develops a positive perception of the company by offering them with job opportunities and a source of income. Besides, offering the local communities with job opportunities, the company should develop an employer-employee relationship. According to various researchers, a strong employer-employee relationship significantly increases the productivity of an organization. Coca-Cola Company can achieve this by providing the workers with a conducive working environment, competitive remuneration packages, and employee development programs among others (Nguyen, Bensemann and Kelly, 2018). Employee empowerment does not only enhance the skills to the employees but also improve their productivity in the company. Further, the local employees become ambassadors of the company’s brands upon satisfaction with the organization management and operations. 
Support of the Local Suppliers and Bottlers 
Another consideration on exercising social responsibility is the company’s support for the local suppliers, distributors, and bottlers. Coca-Cola company operations are usually actualized by the bottlers' companies and distributors in the host country (Cocacola.co.jp, 2018). Therefore, the use of local distributors and other trading partners would enhance the company’s corporate image. Besides the local trading partners are more versed with the local market and consumer behaviors in the country (Rangan, Chase and Karim, 2012). Therefore, the use of local trading partners is not only a social responsibility but it is also a business model of enhancing the company’s competitiveness in the country. 
CSR Plan
A CSR plan is essential for an effective CSR strategy of an organization (Hohnen, 2007). Coca-Cola Company should adopt the following CSR plan to achieve to achieve its CSR goals. 
Developing a Clear CSR Vision
The senior management and leadership of Coca-Cola should establish a clear vision of its social responsibilities in Vietnam market. A clear vision gives a company’s management and employees a direction and what the CSR is intended to achieve within a stipulated time frame (Hohnen, 2007). The CSR vision should align with the company’s vision, mission, and objectives for successful execution. The vision should recognize the importance of CSR not only on environmental management but also as a strategy of creating business value (Rangan, Chase and Karim, 2012). Therefore, for successful execution of a CSR strategy, the practice should be treated just like any other business strategy such as research and development, marketing strategy among other functions of the organization. Further, the management should engage the employees and other stakeholders such as the Vietnamese community in the process of developing a clear CSR vision (Itanyi and Ukpere, 2014). For instance, Coca-Cola can have a vision of water conservation and engage with the stakeholders on how to execute the CSR practice to the community. 
Establishing the Key Objectives of the Company Regarding Business and Establishing CSR Goals 
When developing CSR goals, it is paramount importance to consider the business objectives (Hohnen, 2007). Coca Coal company managers should devise business objectives that meet the interests of differing objectives. For instance, the human resource manager can propose obtaining the best talent from the community as an effective objective. On another hand, a marking manager can propose an objective of increasing the sales revenue. However, coming up with the key business objectives that cut across the interests of the managers would have a significant impact on engaging the entire managers and workforce to develop CSR goals (Nguyen, Bensemann and Kelly, 2018). This is an essential process when developing CSR goals. Further prioritizing the goals is essential to address the most important aspects of communities needs in the country. 
Aligning Company’s Key Competencies with the CSR Goals
Once the CSR goals are determined along with the business objectives, it is crucial to consider the Coca-Cola core competencies and align them accordingly. This is an essential step in developing a CSR strategy. For instance, water is an essential ingredient and cooler in the processes of manufacturing company’s products (DaSilva, 2010). Therefore, sustainable water supply as well as conserving water is essential to the business. Thus, engaging in CSR activity that meets the company’s needs as well as the needs of the community is essential for the company (Hohnen, 2007). In this case, the company aligns its key factor input with a CSR strategy. Further, obtaining the best talent from the market would not impact positively on Coca Coal CSR but also improves the quality of services due to relevant talent from the community. Thus, aligning the business objectives with the company’s goal on CSR is of paramount importance. 
Integrating the CSR Efforts into the Company’s Management Systems and Governance
Integrating the CSR efforts is essential for the successful execution of a CSR strategy as well as attaining the CSR goals (Hohnen, 2007). For instance, CSR efforts should be integrated to performance appraisal system for successful execution. However, if such CSR efforts are not integrated into the appraisal system, the execution of the CSR cannot be executed successfully. Employees cannot be fully committed if their contribution is not rewarded. Therefore, Coca-Cola Company should align the CRS efforts with its organizational systems for successful execution. 
Development of Performance Evaluation Metrics 
Evaluating and monitoring the CSR efforts is essential in determining whether an organization is achieving the CSR goals as well as the business objectives (Amira, 2013). Therefore, Coca-Cola should establish CSR performance evaluation metric to assess the company’s CSR performance as well as assessing its sustainability in Vietnam. 
Management of Stakeholder Relationships
Stakeholders of to an organization are critical to an organization’s performance (Itanyi and Ukpere, 2014). They are either directly or indirectly affected by an organization’s products and processes. Therefore, organizations strive to develop sustainable relationships with the stakeholders such as investors, customers, employees, and local community among others. Organization’s stakeholders have varied interests to an organization and an organization is obliged to address the stakeholders’ interest effectively for sustainable relationships (Itanyi and Ukpere, 2014). This article addresses the effectiveness of communication in the management of stakeholder relationships since of its central role in the management of stakeholder relationships. 
Effective Communication and Stakeholders Engagement 
Communication is considered to have an essential role in the management of relationships within an organization as well as to the outside community (Itanyi and Ukpere, 2014). The role of communication does not only involve dissemination of information but also involves the collection of feedback and synthesizing it before communicating to the relevant party. Coca-Cola stakeholders in the Vietnamese market involve employees, customers, investors, local community, government among other stakeholders (En.cocacolavietnam.com, 2018). Effective communication between the company and the stakeholders would have significant importance in enhancing the relationships. Coca-cola Company should have a mechanism for obtaining feedback from the stakeholders to better meet their interests and address their concern (Itanyi and Ukpere, 2014). For instance, the company should engage the local community in various meetings to gather what exactly the community expects from the company. Further, sustainability reporting is also an essential communication channel to make the interests of the company known to the stakeholders (Rajablu, Marthandan, and Yusoff, 2014). Therefore, effective communication between Coca-Cola Company and the stakeholders would enhance the relationships and smooth operation of the business in Vietnam. 
Conclusion
Corporate social responsibility has become an integral function to organizations. CSR does not only enhance a positive image of an organization but also forms an essential business model to an organization. The major challenge facing the communities in Vietnam is the accessibility of clean drinking water. Thus, identification of the major challenges facing the local communities surrounding a business operation is key to developing a successful CSR strategy. Further, an organization is should integrate the CSR efforts with organizational management systems for successful execution of a CSR strategy. Stakeholder engagement through communication is also an essential factor to consider when developing a sustainable relationship with the stakeholders. Further, a performance evaluation metric is essential I determining the flaws in the CSR strategy executed by the company. This enables an organization to identify changing needs of the stakeholders.
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