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1. Introduction

In this report, we present some findings of a study of the Global Fortune 200 with 

regard to:

• The number of companies with a mission statement;

• The content of such mission statements; and

• The manner in which the mission statements are embedded.

Methodology

The collection of mission statements was conducted by searching company websites. If 

no mission statement could be found, the companies were contacted by phone to ask 

whether they had a mission statement. The content of the mission statements was 

analysed by desk research. All companies with a mission statement were sent a 

questionnaire to ask how they embedded their mission statement. The response rate 

was 34%.



2. A mission statement can be defined as: 

“a formal written document that captures the unique reason for a company’s 

existence.”

Some other terms that are used by companies and academics include: 

• Corporate statement

• Aims

• Purpose

• Credo

• Ultimate goal

• Objective

• Philosophy



3. The number of companies with a mission statement

• In 2010, 47.5 % of the Fortune Global 200 companies have a mission statement.

• In France and U.K., relatively a few companies have a mission statement, whereas 

in Germany and the  U.S. relatively many companies have a mission statement.

• 30% of these companies have had a mission statement for less than 10 years.

• 25% of these companies have had  a mission statement for more than 30 years.



4. Reasons for having a mission statement

According to companies that have a mission statement, the reasons for having one are:

1. To clarify the goals and objectives of the company 55%

2. To define the scope/activities of the business 55%

3. To motivate employees 48%

4. To create company identity towards external stakeholders 41%

5. To provide purpose and direction for employees 35%

6. To distinguish the company from competitors 29%

7. To define behavioural standards and values within the company 10%



5. Updating the mission statement

Numbers:

• 38% updated their mission statement in the last year. 

• 81% updated their mission statement the last 5 years.

Reasons:

• 43% updated their mission statement because of a change in business purpose and 

direction.

• 31% updated their mission statement to refocus the organization.

• 17% indicated that the financial-economic crisis led them to update their mission 

statement.

35% of the companies evaluate their mission statement on a regular basis.



6. The Process of mission statement development

• In all of the companies, top management was involved in the mission statement 

development process;.

• 52%  involved middle management;

• 45% involved employees;

• 17% involved customers; and

• 15% involved shareholders and investors.



7. The content of mission statements

• 60% of the mission statements consist of one sentence only;

• 54% of the mission statements, do not mention a specific stakeholder;

• 21% of the mission statements mention only customers as stakeholder;

• 6% of the mission statements mention only investors or shareholders as 

stakeholder; and

• 15% of the mission statements, explicitly mention employees.



8. Communication of mission statement to 

management and employees
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• Mission statements are communicated internally in the following manner:



9. Communication of mission statement to external 

stakeholders
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• 90% of the companies have put the mission statement on their corporate website. 

Other means of communicating the mission statement is communicated externally, 

include:



10. Other implementation facts

• 55% of the companies actively communicate their mission statement.

• In 79% of the companies, Public Relations or Corporate Communications is 

generally responsible for the communication and implementation of the mission 

statement. 

• 62% of the companies cite their mission statement with reference to company 

policy decisions.

• 52% of the companies measure the satisfaction and commitment of managers and 

employees with reference to the mission statement, for example, by means of a 

survey.



11. Some reflections

• Given the importance of a mission statement, the question for companies that do 

not have a mission statement is whether the development of a mission statement 

would add value to their business.

• Companies that have a mission statement must ensure that it is of a high quality. 

Therefore, it is important to periodically review the mission statement to ensure that 

it is (still) authentic, clear, comprehensive, ambitious, inspiring, and appeal to the 

hearts and minds of stakeholders. In evaluating the mission statement, it could be 

good to involve stakeholders as it opens the door to discuss what the organization 

stands for and what its ambitions are.

• There is much room to improve the way in which mission statements are 

communicated internally as well as externally. It is important to communicate the 

mission statement frequently, consistently and through different channels. Training 

programs are seldom used as communication channel, which is a missed 

opportunity.
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