Extract taken from pages 142-145 of Chris Kent’s book
“21st Century Marketing: What it is, why it matters and how to do it”
Available on Amazon at:
https://www.amazon.co.uk/Chris-Kent-MSc/e/B075CM1PKY

Mission Statement
If you search the Web for definitions on mission statements (and several of the other concepts
discussed in this chapter), you’ll get a variety of definitions and explanations. This just adds to the
confusion around this topic, so I’m going to start by putting a “stake in the ground” with what I believe
these should be. The reason we expend the effort to develop them is to give clarity and become highly
focused on our true purpose or cause — our mission, our dream — because this is what you want to
communicate to your customers.
Mission Statement: The reason your business exists. It is your purpose or cause and is
timeless. For as long as the business exists, it is the only thing you will do.
Your mission statement should be made up of three parts and clearly articulate:
1.

The reason your business exists (its purpose)

2.

How your business contributes to making the world a better place

3.

The evidence you will look for, that demonstrates you are achieving your mission.

It is the reason why you set up your business in the first place and should be written in a short, concise
paragraph to convey your primary message — quickly and memorably. Think of it as the start of your
“elevator pitch”. Imagine you have just got into the elevator (lift) at a hotel with a stranger and they
ask you what you do. The answer should be your mission statement. It is a hugely powerful form of
communication and, if you get it right, it can be the opening for some very beneficial conversations. A
crisp, well-prepared and delivered mission statement can act as a great icebreaker and often leads to
the exchange of business cards and an invitation to extend an initial conversation.
For example, a friend of mine runs a small accountancy practice and his mission statement is “To
provide a friendly and affordable bookkeeping and accountancy service to small business owners with
limited financial knowledge, and help them understand what the numbers actually mean so they can
make the right decisions to grow their business.”
Let’s break this down. The reason his business exists is “to provide a friendly and affordable
bookkeeping and accountancy service to small business owners with limited financial knowledge”.
Immediately, we know what he does and who his target market is. The contribution he makes to society
is helping small business owners “understand what the numbers actually mean so they can make the
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right decisions” — again, we are in no doubt about what value he adds. Not only that, he has
articulated in just a few words how his business is different to his competitors and conveyed the primary
benefit he offers to his target audience. I know from personal experience that many accountants are
just content to do “their thing”, produce a set of accounts that fulfil the legal obligations for the tax
man, submit a bill and wait for a cheque to arrive in the post. Whether or not the client actually
understands what they have done for them and how this adds value to their business is far too often
overlooked. Finally, the trail of evidence we should see over time is a happy band of small business
owners who have been able to “grow their business”, rather than end up contributing to the
government failure rate statistics.
It works an absolute treat for him and often sparks a whole series of secondary questions:
.

What’s the difference between bookkeeping and accounting?

.

How much do you charge?

.

How much knowledge do your clients typically have/need?

.

What kind of decisions do they need to make?

.

How do you know if these are the right decisions?

.

Do you provide training?

.

How does that help them grow their business?

And the one he absolutely loves:
.

Can you help me with my business?

Quite often, micro-business owners associate themselves so closely with their business it becomes an
extension of themselves — after all, it’s their “baby”. That’s not a problem, just an observation and it
may result in a different style of mission statement to some of the larger companies, who may have a
more commercially focused original grounding and, hence, a more formal-sounding mission statement.
If that’s your position, that’s fine, but you may want to just change the tone of your mission statement a
little as you develop it. What really matters is to define something that works for you; make sure it’s
something that you like and can live with for a very long time. And, of course, something that
accurately reflects what you want to achieve and your true purpose.
Guess what’s on the back of my friend’s business card? You got it! His company’s mission statement.
Why? Because it reinforces his message, long after the initial encounter; every time the recipient sees
his card, it reminds them what he does, where they met and how he can help them. It serves as a
“psychological anchor”.
Many companies have such bland, boring mission statements about objectives and social responsibility
and a whole bunch of other things, it ends up being a mish-mash of meaningless waffle. These types of
mission statements only turn people off and no one ever believes them anyway. Here’s a bad example
— do not be tempted copy, edit and fill in the blanks!
“Our mission at < please don’t insert your company name here > is to protect and increase our
shareholders’ investment in the business whilst delivering quality products and services to our customers.
We also aim to keep our employees happy and develop their full potential whilst doing our best to
ensure we do not damage the environment by developing an eco-friendly approach to everything we
do.”
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Would a mission statement like this encourage you to invest your life savings into a bland, faceless
organisation with no clearly defined purpose? Any idea why an organisation like this might exist? What
could their clearly defined mission be?
I hope you get the idea!
To close this section, let me give you a couple of good examples of corporate mission statements that
hit the mark.
Virgin: To embrace the human spirit and let it fly.
EasyJet: To provide our customers with safe, good value, point-to-point air services. To effect and to
offer a consistent and reliable product and fares appealing to leisure and business markets on a range
of European routes. To achieve this, we will develop our people and establish lasting relationships with
our suppliers.
Google: To organize the world’s information and make it universally accessible and useful.
eBay: To provide a global trading platform where practically anyone can trade practically anything.
Amazon: To build a place where people can come to find and discover anything they might want to
buy online.
Which of these do you like? Which resonate with you? After reading them, do you know why these
organisations exist? Are you intrigued to find out more?
Before you go any further, stop and think about your own mission statement. Why does your business
exist? How are you going to communicate your primary message and capture my attention in just a
few seconds?
It is actually quite thought-provoking to do this correctly. You may have to come back to it several
times as you clarify and develop your thoughts. In addition to the reason/contribution/evidence
mentioned above, here are a few key points to help you focus on what’s important.
Your mission statement should be:
1.

Short and sweet

2.

Clearly state why you exist (as a business)

3.

Timeless (i.e. no deadline) stating why you exist now and in five, ten, twenty, or even twentyfive years’ time

4.

Intriguing and raise questions

5.

Focused on how you expect to serve your target audience

6.

Identify how your target audience will benefit if you achieve your mission

7.

Purposeful and help you focus on what you want to become as you achieve your mission.

Please do take the time to complete this exercise before continuing as it will make the next section a
lot easier to understand.
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