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Executive Summary
The role of business has evolved from only making a profit for the shareholders to catering to the needs of society and other stakeholders. As a result, it has become necessary for businesses to engage in social and environmental issues through CSR. The study argues that it should be mandatory for businesses to contribute to society and report their CSR practices.
Introduction
Businesses have many purposes as they contribute directly towards socio-economic growth. The prevailing theory by economist Friedman states that the primary value is to provide value to its owners. It means that the main concern is for businesses to maximum on profits acquired by shareholders. Friedman's theory contradicts ethics theory, which states that businesses have a moral obligation to contribute towards positive change (Carson, 2018). Currently, the world faces major challenges such as climate change, resource scarcity, and environmental degradation. In the recent past, there has been concern on how businesses should assist in solving environmental issues and other social ills such as corruption, gender equality, and child labour. Over time, the issue has been gaining consensus among scholars who believe that businesses have a responsibility towards society and the environment.
According to Camilleri (2017), businesses have a moral duty to act ethically and contribute to society without focusing much on the benefits or consequences of their actions. The aforementioned is based on the deontological ethics theory. Equally, given that a business also needs to meet the needs of other stakeholders such as employees and the general public, it means that their activities should contribute to the common good. This approach is consistent with teleological ethics theory. Business involvement in environmental and social activities have been formalised in the form of Corporate Social Responsibility (CSR).
Geissdoerfer et al. (2018) define CSR as a set of practices that allow businesses to contribute towards ethical activities affecting society and the environment. Due to the benefits associated with CSR, the practices have become fully integrated into the strategy and operations of modern-day businesses (Laine, 2011). While some businesses have experienced challenges balancing between creating sustainable social progress and creating profits, the idea of CSR has been more successful because it has enabled businesses to create sustainable engagements with society. As the idea of CSR continues to gain traction, it has become important for businesses to report their social and environmental activities (Camiller, 2017). In some jurisdictions, sustainability reporting has been made mandatory. However, there have been concerns regarding mandatory reporting, given that CSR is only meant to win the trust and support of different stakeholders. The essay seeks to determine whether sustainability reporting should be mandatory or voluntary. 
Position Supporting Voluntary Reporting
Proponents of CSR believes that customers will reward businesses that respond to societal needs in the marketplace. However, given that businesses have different ways of meeting the needs of their stakeholders, Ijabadeniyi and Govender (2019) argues that firms should not be forced into CSR activities. Ijabadeniyi and Govender (2019) further indicate that sustainability reporting should only be considered when a firm feels that it would meet the set objectives. In a different study, Manchiraju and Rajgopal (2017) find that mandatory reporting can be too complex and inflexible due to different standards. The following are major reasons why reporting should be voluntary.

Benefits cannot be Quantified
Manchiraju and Rajgopal (2017) find that some investors are unwilling to make financial trade-offs in solving societal challenges through CSR. The above could be linked to studies that have shown that some of the sustainability practices may not directly impact the company. For investors who are largely concerned about profits, voluntary reporting will allow them not to engage in activities that would not have a direct or measurable market return (Ijabadeniyi & Govender, 2019). The above means that the company could be able to save and invest in activities that would be considered to be beneficial. The above introduces ethical reasons as to why businesses should engage in sustainability practices. The aspect of voluntary reporting would be best argued through the teleological ethics theory. The theory would require businesses to base their decisions on the outcomes of the intended actions (Baumane-Vitolina et al., 2016). Its application could mean that organisations should only engage in CSR if they foresee positive and monetary benefits. Without such direct benefits, sustainability reporting should be voluntary.
Do not Necessarily Form Part of Consumer Decision-Making
One of the reasons why reporting should be voluntary is that customers often decide to depend on how well the firm and the products meet their needs and their buying capacity (Hassan et al., 2020). For instance, even if a firm is committed to corporate responsibility activities and the products sold do not align with the customers' needs, it is difficult for them to buy the product. In contrast, it could be argued that the rising number of ethical consumers would make it mandatory for businesses to report CSR practices. However, Carson (2018) argues that the majority of the consumers eventually make their choices based on whether they can afford or access the products. Considering such factors, it could be argued that sustainability reporting is a waste of time and should be voluntary for businesses.
Lack of Standard Format
One of the major challenges facing the implementation of CSR practices is the lack of common reporting conventions. The lack of common standards means that business leaders are left to cherry-pick activities that they should engage in or report (Siew, 2015). The lack of common procedures and operations makes it difficult for accountants to audit the exact costs and benefits associated with CSR practices. Similarly, due to the lack of consistent operations and formats, it is difficult to determine whether ethics purely drives activities in an organisation. A recent study by Kumar et al. (2021) shows that increased pressure for companies to engage in CSR have forced some companies into greenwashing. In the recent past, major companies such as IKEA and Shell have been accused of greenwashing to appear sustainable. Such practices contradict the ethical theory, and the CSR activities fail to attain the intended objectives. Such unethical activities would be lower when reporting is voluntary, as companies would only provide a record of what they have achieved. 
Ease of Accessing Information
The next reason why the reporting should be voluntary is that it is easier to find this information through other means such as social and print media. When companies engage in charity and philanthropic activities, they tend to report the activities instantly, either through their social networking platforms or by inviting the mainstream media. The stakeholders who are the main audience for sustainable reporting can get the same information through other media or means. A study by Garcia‐Torea et al. (2020) reveals that information sent directly from the company to the media would be better suited to meet the specific needs of various stakeholders. This approach is different from reporting sustainability practices in annual reports, where it is difficult to meet the specific needs of the stakeholders. Garcia‐Torea et al. (2020) refer to this kind of reporting as reporting for everyone without focusing on a specific group. The argument made here is that sustainability reporting should be voluntary because the reports do not meet the specific interests of the stakeholders. Equally, changes in technology, together with increased use of the internet and social media, means that stakeholders, including the general public, would have access to almost all information reported by the firm (Siew, 2015). In another perspective, it could mean that the information presented in sustainability reports is most likely to have been made available through other media platforms. In this way, sustainability reporting should be voluntary. 
Position Supporting Mandatory Reporting
Mandatory reporting enables organisations to address various disclosures related to legal requirements. Through this, they are able to do all other types of communication with different stakeholders and engage in issues that concern them (Christensen et al., 2021). It is often driven by a sense of duty and the moral obligation of a business towards society. As seen in the deontological ethics theory, businesses are mandated to report their sustainability practices regardless of their intended benefits or consequences. The following reasons support mandatory reporting.
Improved Business Performance
A study by Christensen et al. (2021) has shown that sustainable practices increase association between a business and its stakeholders. According to Koos (2021), there has been an increase in ethical consumers who now demand that businesses engage in sustainable practices. Koos (2021) further reveals that close to 50% of the companies would not buy products from companies they believe in engaging in immoral practices. These consumer practices are most common among millennials and young consumers. It means that businesses must continuously inform stakeholders and potential buyers of their involvement in ethical and sustainable practices (Kumar et al., 2021). The aforementioned would only be achieved through mandatory reporting. At this point, businesses can engage in reporting with a view of possible returns, which include attracting more customers. The above would be supported by a teleological theory, given that businesses focus on the consequences or the results of their actions (Baumane-Vitolina et al., 2016). With an increase in ethical consumerism, it is evident that mandatory reporting would attract more customers, resulting in increased profits and business performance.
Influence on Businesses Activities and Social Events
As Wang et al. (2018) explain, there is an association between an organisation's economic, social activities and its CSR reporting. Wang et al. (2018) further find that most businesses, especially those in manufacturing and production industries, contribute heavily towards environmental pollution. Other businesses use raw materials such as minerals and thereby contributing to the existing challenge of resource scarcity. Mandatory reporting forces companies to commit to climate and environmental-conscious practices. For instance, a company like Coca-Cola has committed to reducing its carbon footprint (Jones & Comfort, 2018). The progress made is reported each year in the ESG report. With voluntary reporting, the company would not be engaged in so many sustainability practices. Equally, through mandatory reporting, industries can legitimise their operations and have better knowledge of how to offset perceived social problems within the business model (Kumar et al., 2021). Therefore, mandatory CSR reporting directly influences business activities, as companies need to appear right and ethical in the face of the public.
Creates a Culture of Efficiency, Transparency and Accountability
One of the unique elements of CSR is that it is largely dependent on civil oversight. It means that the success or failure of sustainability efforts can only be determined by the stakeholders, including the general public. In this case, mandatory reporting allows businesses to be open and accountable for their actions (Taghian et al., 2015). For instance, through mandatory reporting, car manufacturing companies could outline efforts and steps taken to reduce the environmental pollution. Similarly, companies operating with plastics could show the steps to make their products recyclable and biodegradable. Such transparency builds trust with the public (Cho et al., 2019). Equally, being accountable and reporting progress in regard to sustainability shows that a company understands that it has a moral duty towards protecting society and the environment. Such a deontological approach is evident in sustainability efforts for major organisations such as Coca-Cola and Apple. Such levels of accountability and trust would not be gained through voluntary reporting.
Acquisition of New Financiers and Investors
Findings have shown that businesses engaged in sustainability practices are likely to attract more consumers, thereby improving their profitability and performance. Similarly, the findings have revealed that businesses involved in CSR are more likely to be transparent and accountable in their practices. Such factors tend to improve the image and reputation of a business (Taghian et al., 2015). It becomes easier to attract investors and financiers with a good image and reputation. In regard to ethics theory, businesses that engage in mandatory reporting seem to have the right virtues and values that investors would be interested in. Also, given the increased importance of CSR in the modern marketplace, financiers need to be sure that they do not invest in firms engaging in unethical activities (Cho et al., 2019). The above would only be assured through sustainability reporting. It would be difficult for financiers to measure a company's commitment to sustainability practices with voluntary reporting. Therefore, mandatory reporting would be the surest way to attract new investors.


Discussion
After the aforementioned arguments, my position would be to make sustainability reporting mandatory across the business world. The study has shown that the modern-day world is already struggling with environmental challenges such as climate change, pollution, and resource scarcity. Some of these challenges have been caused by businesses in their supply chain and industrial processes. Findings have shown that mandatory reporting allows businesses to commit to sustainable practices. Such levels of commitment are absent in businesses where sustainability reporting is voluntary. Therefore, with mandatory reporting, it becomes easier to have businesses engage in activities that would secure the environment (Christensen et al., 2021). I disagree with voluntary reporting because it would make it difficult for businesses to be accountable for their actions. For instance, as the world moves towards gender and racial equality, businesses have a moral obligation to contribute to this change by ensuring equity in recruitment and promotion exercises. Similarly, mandatory reporting would help create trust with stakeholders and the general public.
The next reason for supporting mandatory reporting is the associated benefits. Studies have shown a strong link between CSR activities and business performance (Taghian et al., 2015). Findings by Koos (2021) indicates a rising demand for ethically produced products. Similarly, there has been a rising population of ethical consumers whose purchasing behaviour is largely shaped by the nature of a business's practices. In this case, by engaging in voluntary reporting, it becomes difficult to convince ethical consumers of a business’ commitment towards sustainability. On the contrary, mandatory reporting would attract new customers, resulting in increased profit for the business (Geissdoerfer et al., 2018). Similarly, in the current age of information, it has become easier for customers and the general public to acquire any kind of data relating to a business. While the ease of accessing information has been argued for voluntary reporting, as seen above, it could easily expose businesses engaged in immoral practices. Therefore, the only way for businesses to maintain trust with the public is through mandatory sustainability reporting.
Conclusion
The study has made a case for or against voluntary reporting. Arguments that support voluntary reporting include the fact that there are no standard procedures and conventions that support sustainability reporting, benefits of sustainability reporting cannot always be quantified, sustainability alone do not form part of consumer decision-making, and information presented in sustainable reports can be easily accessed through other means. Arguments supporting mandatory reporting include improved performance and accountability, acquisition of new investors and influence on business activities. After analysis, I disagree with John Mackey’s viewpoint and argue that sustainability reporting should be mandatory for businesses. The argument here is that as corporate citizens, businesses have a responsibility towards society and the environment. The decision on whether reporting should be voluntary or mandatory could also be measured based on a business's ability to meet the diverse needs of an increasingly ethical customer base. 
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