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TERM DEFINITION CHARACTERISTICS EXAMPLE

PURPOSE

VISION

MISSION

STRATEGY

the fundamental
reason for
existence

where a company
aspires to be in 
the (near) future 

the path 
describing how to 
reach the vision

• does not change
• not achievable
• focus on customer 
• related to the heart

• acts as a goal
• a company can have
multiple visions

• can change over time
• a company can have
multiple missions

Under Armour:
“ Empower athletes

everywhere.”

Zalando:
“ Creating fresh ways 

to connect fashion 
and people.”

Nordstrom:
“ Giving customers the 

most compelling customer 
experience possible.”

• can change many 
times
• a company can have
multiple strategies

a concrete plan 
based on the 
mission 

Unknown:
“Use local fashion 
stores to expand
customer reach. ”
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around us

basis for 
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ELICITING
JOY

Activating 
experiences of 
happiness and 
limitless possibility

ENABLING
CONNECTION

INSPIRING
EXPLORATION

EVOKING
PRIDE

IMPACTING
SOCIETY

Between people and 
the world in 
meaningful ways

Helping people 
explore new 
horizons and
possibilities

To give people 
increased 
confidence, strength 
and security

Affecting society,
from challenging the 
status quo to 
redefining categories

Coca-cola
Disney

Nokia
Starbucks
AirBnB

Pampers
Diesel

Mercedes-Benz
Calvin Klein

Dove 
Innocent
Dior

ELICITING
JOY

EVOKING
PRIDE

INSPIRING
EXPLORATION

ENABLING
CONNECTION

IMPACTING
SOCIETY

HIGH

HIGH
LOW

EVOKING
PRIDE

ENABLING
CONNECTION

INSPIRING
EXPLORATION

IMPACTING
SOCIETY

EXPERIENCE

TRUST



INTERNAL
ALLIGNMENT

GUIDANCE RISK
TAKING

INSPIRE
EMPLOYEES

ATTRACT
TALENT

CONNECT
WITH

CUSTOMERS

COMPETITIVE
ADVANTAGE

GROWTH



36



37



38

EXPECTATION
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REPU-
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TRUSTWORTHY

CUSTOMER
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REPUTATION
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MINDSET

BEHAVIORS

drives behaviors

drive results
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2.
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4.
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FIND COMMON
DENOMINATORS

ANSWER
QUESTIONS

REACT TO
STATEMENTS

COMPANY
PURPOSE

CREATE PURPOSE
STATEMENT

FORMULATE
PURPOSE

REACT TO
PROPOSED
PURPOSE

EMPOWER ATHLETES
EVERYWHERE.

WHAT IS YOUR JOB AT UNDER ARMOUR?

I ENCOURAGE HEALTH
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MAKE WOMEN
FEEL BETTER

Our purpose

And give them the power and
confidence they possess. Creating
products that are part of  their
identity. I strive to translate and 
position this message into the DNA 
of  our brands. By delivering what 
our customers wants with a high
quality, from product to story. 

Your purpose

“MAKE WOMEN FEEL STRONGER”

Nathalie Gadeyne
Marketing manager 

MAKE WOMEN
FEEL BETTER

Our purpose

Providing comfort and confidence. 
By creating products of  high quality
that will shape to you over the time.
And complement your style and 
personality. Timeless design that our
customers can enjoy and rely on
for many years.

Your purpose

“A PERFECT FIT FOR EVERYONE ”

Madelon de Vries
Senior Designer  

MAKE WOMEN
FEEL BETTER

Our purpose

I want to give genuine advice to 
everyone. Helping them to find
the best shoes that they will love 
and wear for many years to come.

Your purpose

“MAKE WOMEN FEEL STRONGER”

Fabienne Wieringa
Sales assistent
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PURPOSE
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IMPACT

INNOVATION
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