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“If people believe they share 
values with a company, they will 

stay loyal to the brand.”
Howard Schultz



MISSION VISION
VS Descrip(ve statement of 

your company's goals and 
it’s ideal future.

Ac(on statement that your 
company can follow to make 

your vision a reality.

Notes:

BRAND MSSION
STAGE 4: Module 12

mis·sion
/ˈmiSHən/
a strongly felt aim, ambi6on, or calling.

6 Reasons Your Brand Mission Will Help You 
Achieve Your Vision

Your mission statement will connect with a certain demographic who are 
searching for what you do. This will help define your target audience.1 Connect

Your mission statement will become the hub of your business. Everything 
you say and do will tie into this central focal point.2 Focus
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Your Mission statement will be a call to action that your employees can 
follow when making decisions and representing the organization.5 Direct

Your Mission Statement will help express the value of your brand to 
potential partners or investors.6 Valaidate

Notes:

Brand Mission Ques7onnaire

What are you here to do?

How will you create that future?

How does your business add value to the consumer?

How do you intend for your business to posi9vely impact the world?

When you need to quickly and easily articulate what your business 
does to a new audience, your mission statement will serve as the 
perfect elevator pitch.

3 Ar7culate

Similar to your Brand Vision, your Mission statement will act as a filter 
to determine if new projects are inline, and a good fit with your 
business strategy.

4 Filter



Can you quickly and easily ar1culate what your business does?

Inspiring Brand Mission Examples

Spo4fy: “To unlock the poten/al of human crea/vity — by giving a million crea/ve ar/sts the 
opportunity to live off their art and billions of fans the opportunity to enjoy and be inspired by it.”

Tesla: “To accelerate the advent of sustainable transport by bringing compelling mass market electric 
cars to market as soon as possible.”

TED: “Spread ideas.”

Airbnb: “To create a world where anyone can belong anywhere, providing healthy travel that is local, 
authen/c, diverse, inclusive and sustainable.”

Starbucks: “To inspire and nurture the human spirit — one person, one cup and one neighbourhood at a 
/me.”

Microso?: “To empower every person and every organisa/on on the planet to achieve more.”

Kickstarter: “To help bring crea/ve projects to life.”

Squarespace: “Empowers people with crea/ve ideas to succeed.”

The American Red Cross: “Prevents and alleviates human suffering in the face of emergencies by 
mobilising the power of volunteers and the generosity of donors.”

TwiFer: “To give everyone the power to create and share ideas and informa/on instantly, without 
barriers.”

Patagonia: “Build the best product, cause no unnecessary harm, use business to inspire and implement 
solu/ons to the environmental crisis.”

American Express: “We work hard every day to make American Express the world's most respected 
service brand.”

Honest Tea: “To create and promote great-tas/ng, healthy, organic beverages.”

JetBlue: “To inspire humanity – both in the air and on the ground.”

Nordstrom: “To give customers the most compelling shopping experience possible.”

Notes:

Can everyone within the organiza1on understand your mission?

Are your business goals and vision a<ainable and realis1c?



Brand Mission Template

[What you do] by [How you do it] for [Who you do it for]
to [What value you provide]

What you do:

How you do it:

Who you do it for:

What value you provide:
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