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Abstract - The aim of this article is research of the relationship between firm´s purpose and formulation of mission. The 
article is based on quantitative research in form of questionnaires distributed between companies in the Czech Republic. We 
have verified two hypotheses: (1) Is there a statistically significant difference between articulating a mission and firm´s 
purpose; (2) Is there a statistically significant difference between specific expression of the mission and firm´s purpose.   We 
revealed a statistically significant difference between perception of firm´s purpose and formulation of their mission. On the 
other hand, no statistically significant differences were noticed between concrete mission interpretation and firm´s purpose. 
Given that more than 60% of companies perceive their purpose in the form of profit (make money), we can interpret this 
finding as one of the main reasons for the absence of mission in more than a quarter of companies surveyed.  
 
Index Terms - Articulating A Mission, Firm´S Goal, Profit, Purpose Of Firms, Shareholder Value, Service To Society   
 
I. INTRODUCTION 
 
In this paper, we research the question of whether 
there is a correlation between the mission statement 
and the perception of firm´s purpose. 
To avoid inconsistencies in the interpretation of these 
terms, we will characterize these terms in the 
following way. Mission is a concrete form of corporate 
purpose. It is expressed in writing and communicated 
between individual employees and outside the 
company in the form of external corporate documents 
(annual report, mission statement, etc.). We 
understand the purpose of enterprises as a general 
business goal, which defines the essence of companies 
from the point of view of stakeholders. The firm´s 
purpose is not expressed in writing. It is a mental 
model that affects the way we perceive businesses and 
their key functions. It is clear from this that while the 
firm´s purpose has a very abstract and general form 
(the academic concept dealing with general objective 
of companies), the mission has a concrete form that 
approximates the business of the given company 
(specific sense of existence). 
This article builds on previous research of firm´s 
mission that had a qualitative character (Slinták, 
2016). In this article we will work with the data that 
came out of quantitative research and we will verify 
two statistical hypotheses, which are presented in 
detail in the methodology of this article. The core part 
of the article will present statistical data and their 
evaluation in relation to the hypotheses. 
 
II. METHODOLOGY 
 
The aim of this article is to explore the relationship 
between articulating a mission and the purpose of 
enterprise. 
 

 
Data collection was carried out between 2016 and 
2017. We created an interactive questionnaire using 
online application known as Google Form. The 
addressed companies are from different regions of the 
Czech Republic. The survey involved 217 companies, 
but the statistical sample initially consisted of 254 
companies. Questionnaires that had not been filled in 
correctly were removed from the sample. We removed 
37 questionnaires. 
In quantitative research, we have set two statistical 
hypotheses: 
- H1: There is a statistically significant difference 

between articulating a mission and the purpose 
of enterprises. 

- H2: There is a statistically significant difference 
between the specific expression of the mission 
and the purpose of enterprises. 

 
The above hypotheses took the form of alternative 
hypotheses. Comparing the selected groups of 
companies surveyed according to selected statistical 
features, we determined the significance of the 
statistical character; the statistical hypotheses were 
verified using the above methods (Test of good 
conformity and Z-test method.). These hypotheses 
were verified at a 5% level of statistical significance, 
where p-value smaller than 0.05 caused refusal of 
zero-hypothesis about independent variables.  
 
III. THEORETICAL BACKGROUND 
 
Evolution of firm´s purpose 
Zelený [13] examined the development of corporate 
objectives, using examples of General Motors and 
Bata company. General Motors (GM) successively 
passed three phases of corporate objectives. During 
the first phase it was to make money, not just by 
manufacturing cars. In the background of this goal 
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was an effort to satisfy the shareholders. In the second 
phase, GM decided to make quality cars with profit. 
The goal this time was to satisfy the managers and 
employees. And finally, the corporation reached the 
point of satisfying transportation needs of their 
customers by profitable production. At the centre of 
corporate efforts was the customer. The enterprise by 
interpreting their goals gradually transferred from the 
effort of satisfying the shareholders (money) into the 
efforts toward employees (meaningful work) and then 
toward customers. Bata company went even further, as 
can be seen in the following table. 

 
Table 1 The purpose of existence in the context of means and 

goals.   
Means Goal 

Satisfy employees and market To make money 

Satisfy employees and make 
money 

To satisfy 
market 

Satisfy market and make 
money 

To satisfy 
employees 

Satisfy market and employees, 
make money 

Service to 
society 

Source: Own processing according to [12] 
 
In Bata corporation there was always only one 
business purpose: service to the society. According to 
Zelený [13], such an approach is the most modern and 
most complex expression of the purpose of enterprise. 
Creating value is a crucial business goal for many 
renowned management specialists. Handy [6] 
considers creating value and adding value as the only 
justifiable business objective. Enterprises can exist 
only when they create something new (product or 
service) or when they offer something existing, but 
with different quality, price, scale or availability. 
Senge cited by de Geuse [4] considers growth and 
persistence of those enterprises through value creation 
as the fundamental goal of enterprise. The purpose of 
enterprises is fulfilled by two targets and those are 
customer satisfaction (see Drucker [5]) and service to 
the society (see Slinták [10]). 
Table 2 Human being and company in relation to the means and 

goals 
Subject Means Goals 
Human 
being 

Breathing oxygen To live 

Enterprise Earning money To do business 
Source: Own processing. 
 
What is mission? 
Probably one of the most often referenced discourses 
on mission statements is an article by Pearce [8]. 
According to Pearce (1982), an effective mission 
statement defines the fundamental, unique purpose 
that sets a business apart from other firms of its type 

and identifies the scope of the business ´s operations in 
product and market terms.  
Pearce and David [7] defined mission statement as the 
most visible and public part of a strategic plan. 
According to these authors, mission statement has 
eight key components: 1 The specification of target 
customers and markets; 2 The identification of 
principal products; 3 The specification of geographic 
domain; 4 The identification of core technologies; 5 
The expression of commitment to survival; 6 The 
specification of key elements in the company 
philosophy; 7 The identification of the company 
self-concept; 8 The identification of the firm´s desired 
public image.  
 
Pearce and David [8] argued that mission statement 
should create an organization identity larger than the 
limits placed on the firm by any individual. An 
effective statement helps to satisfy people´s need to 
produce something worthwhile, to gain recognition, to 
help others, and to earn respect.  
 
This is different from author´s view of the mission. 
Mission is an organization´s character, identity and 
reason for existence [9], [11]. It can be divided into 
four interrelating parts: purpose, strategy, behaviour 
standards and values. Mission provides a rationale for 
action. Campbell and Yeung [2] also introduce the 
definition of vision with reference to Bennis and 
Nanus [1]. Vision is a central concept in 
Bennis´theory of leadership. It is a mental image of a 
possible and desirable future state of an organization. 
This image may be as vague as a dream or as precise as 
a goal. Campbell and Yeung [2] indicated that vision 
and mission are not fully overlapping concepts. Vision 
refers to a future state, whereas mission more 
normally refers to the present. Covey [3] has the same 
view but he adds that mission must be abstract, while 
vision must be specific. 
 
IV. EMPIRICAL RESULTS 
 
Our research was divide into two parts. Firstly, we 
examined if there is a statistically significant 
difference between the existence of mission and 
perception of firm´s purpose. Secondly, we found out 
if there is a statistically significant difference between 
specific expression of mission and firm´s purpose. 
 
Is there a connection between mission and 
perception of the corporate purpose? 
In first part of our research, we concentrated on testing 
the relationship between the purpose of existence and 
formulating a mission. We evaluated the validity of 
this hypothesis H1: there is a statistically significant 
difference between articulating a mission and firm´s 
purpose.  
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Table 3 contains the results regarding the comparison 
of firm´s purpose and mission formulation in written 
form. 

 
Table 3 The structure of answers about the purpose of enterprise 

and the existence of mission. 

Firm´s purpose 

Mission 
formulation 

(in written form) 
Z-score 

(P-value) 
Yes No 

Profit % 72 
53.7% 

49 
74.2% 

-2.7901 
0.0052 

Service to 
society % 

33 
24.7% 

12 
18.2% 

1.0263 
0.3032 

Shareholder 
value % 

29 
21.6% 

5 
7.6% 

2.4901 
0.0127 

TOTAL % 134 
100% 

66 
100% 

TOTAL 
200 

enterprise
s 

Chi-square 9.0379  
P-value 0.0109 

Source: Own processing 
 

In a group of profit-oriented companies, 74.2% of 
them do not formulate the mission, while 53.7% of 
them do. In this case, profit is - in the context of 
mission formulation - statistically significant factor 
(P-value = 0.0052.) In a group of enterprises, where 
the purpose is shareholder value, is 21.6% of them 
with a formulated mission in written form compared 
with 7.6% of companies with an unformulated 
mission in written form (P-value = 0.0127). There is 
no dependence between mission formulation and 
firm´s purpose defined as service to society. The factor 
of mission formulation is statistically significant 
(Chi-square = 9.0379; P- value = 0.0109). Hypothesis 
H1 is accepted. Simultaneously we note that the 
biggest dependency between firm´s purpose and 
mission formulation can be seen in profit-oriented 
companies. The data revealed a high degree of 
dependence of the observed factor (mission 
formulation) on profit, which could lead to 
zero-hypothesis rejection (i.e. there is no statistically 
significant difference between articulating a mission 
and the purpose in a form of profit) even on 1% level 
of statistical significance (P-value = 0.0052). In other 
words, profit orientation of companies negatively 
affects companies' ability to formulate a mission. 
 
Is there a connection between specific expression 
of mission and firm´s purpose? 
In other part of our research, we explored if there is a 
relationship between firm´s purpose and different 
approach to articulating a mission. We verified 
hypothesis H2: there is a statistically significant 

difference between specific expression of the mission 
and firm´s purpose. Table 2 summarises the results of 
this comparison. The data comes from 134 companies 
which formulated their mission (see Table 4). 
Table 4. The structure of answers about the firm´s purpose and 
approach to articulating a mission. 

 
Source: Own processing 

 
The mission expressing the goals and strategies was 
stated by most enterprises (35.8%, i.e. 48/134). The 
mission reflecting what they do was reported by 33.6% 
of them. Only 20% of companies had a mission which 
reflected the reason for their being. And 10% confuse 
their mission with vision (desirable image of the 
future). Gathered data indicate that 80% of them do 
not have a mission which would reflect their identity. 
This means that most companies have a mission 
which is inconsistent with theoretical knowledge. 
There are no statistically significant differences 
among presented answers of enterprises in relation to 
firm´s purpose. Hypothesis H2 is rejected 
(Chi-square = 4.1437; P-value = 0.6572.) The answers 
reflecting the specific expression of the mission do not 
influence firm´s purpose (there are no statistically 
significant differences, p-value of Z – test > 0.005). 
 
In other words, the specific expression of the mission 
does not lead to deeper contemplation over firm´s 
nature. The above-mentioned conclusions can be 
compared with the output of qualitative research 
published by Slinták (2016.) He found out that even if 
56% of enterprises have a mission (in this research it 
is 67%), only 32% of them have a specific mission that 
reflects the reason for being. From aforementioned 
research it emerged that out of the total number of 
researched companies only 18% of them (12 out of 
total) use the mission to explain the reason for their 
being. In this research it is 13.5% out the total of 200 
companies.  
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CONCLUSION 
 
The aim of this article was to examine the relationship 
between the purpose of enterprises and formulating 
their mission. We established two statistical 
hypotheses which allowed us to test 2 different 
dependencies related to three factors (factor 1 = 
purpose of existence; factor 2 = existence of mission; 
factor 3 = specific expression of mission). 
 
Verification of the individual hypotheses yielded the 
following statistical conclusions: (1) There are 
statistically significant dependences between firm´s 
purpose and mission (that is formulated in written 
form), but there are no statistically significant 
differences between firm´s purpose in the form of 
service to society and mission formulation. Firm´s 
purpose in relation to profit and shareholder value was 
statistically significant due to the formulation of the 
mission. The strongest dependency was discovered to 
exist between profit and mission. (2) There is no 
statistically significant dependence between mission 
(the specific expression of firm´s mission) and the 
purpose of enterprises. 
 
Other than statistical conclusions the results of 
research revealed the following findings: (1) The 
majority of enterprises perceives their purpose in the 
context of profit (60.5%) and not as service to society 
(22.5%); (2) The purpose of enterprise in the form of 
profit-making negatively influences firm´s 
formulation of mission. Out of the total number of 
enterprises without mission (in written form), 74% of 
them are oriented toward profit-making. (3) Mission 

is formulated by 67% of enterprises. Of these, the most 
frequent formulation of mission is similar to goals and 
strategy (36%) and what firms do (34%). Of the total 
number of companies (200) only 13.5% of them have 
the mission that reflects the company's reason being. 
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