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Companies with a strong sense of 
purpose have been found to have more 
attractive brandsi, enhanced employee 
attractionii and improved growthiii. Such 
results highlight how purpose matters 
and if it infuses an organisation, can help 
power progress. 

However, as with so many things, what is 
easily stated is more difficult to enact. As 
Brandpie’s 2023 annual CEO surveyiv found, 
89% of CEOs claim their company has a 
purpose yet the key challenge they face 
is moving from words to action, from the 
creation of a statement to making it relevant 
and actionable throughout the organisation. 

Driving purpose into an organisation requires 
engagement beyond the C-suite and in 
turn this means that an actionable purpose 
statement should also bring clarity, focus, 
alignment, empowerment, and guidance 
on decision making.  In turn this implies that 
a purpose statement should be succinct; 
connect the core of the business to the 
challenges the world faces, reference a broad 
set of stakeholders and reinforce notions of 
stewardship and enduring business change. 

Building from this base we analysed the 
publicly available purpose statements of 
the FTSE 350 index, which is made up of 
the constituents on the FTSE100 and the 
FTSE250 indices. Our analysis of the FTSE 
350 companies and their purpose statements 

proceeded through three screens. The 
first, the difference in the financial and ESG 
performance of the companies in the FTSE 
350 that had a publicly available purpose 
statement relative to those that did not have a 
purpose statement.

The second screen was the relative 
succinctness of purpose statements (their 
number of words). The third and final screen 
was to review the content of the statements 
and whether they aided decision making by 
(1) connecting to the core of the business 
and the problems the world faces, (2) 
identified stakeholders, and (3) were about 
now or the longer-term (the future).   

The results are illuminating. They reveal that 
78% of companies in the FTSE 350 have 
a purpose statement and that those with 
a statement outperform those without a 
purpose statement. Three powerful signals 
are revealed. First FTSE 350 companies 
with publicly available purpose statements 
are outperforming those without a purpose 
statement on key financial metrics—ROE 
and ROA. Thus, the companies with purpose 
statements are more efficiently using equity 
and assets to realise profits.  

When considering Debt to Equity the higher 
ratios seen in companies with a purpose 
statement could indicate higher levels of 
innovation and investment in the future, 
however this requires further research. Are these 
companies’ building resilience for the future? 

Foreword 

Second, companies with a purpose 
statement are also outperforming in 
terms of ESG metrics indicating that they 
are companies that are taking a wider 
stakeholder perspective and making a more 
positive contribution to our surroundings. 

Third, succinctness in purpose statement 
matters.  Those companies that have 
relatively shorter statements appear to 
do even better on both financial and ESG 
metrics by outperforming those companies 
with longer purpose statement. 
In addition, when reviewing the content 
of the purpose statement a mixed picture 
appears. Some statements connect what 
the company does to what the world needs, 
some don’t. Some mention stakeholders, 
primarily people, many do not.  

Most are focused on the now rather than 
the future. In our observations of these 

statements, many could enhance their 
statements and realise greater financial and 
ESG outcomes for their businesses. The 
advantage of such adjustments would be 
that such a purpose statement will be more 
effective in powering the progress of the 
business as ambiguity will be reduced and 
strategic drift avoided.  

In summary, in our view, a succinct purpose 
statement that connects, speaks to a 
broad set of stakeholders, and is focussed 
on the long term will inspire. Showing all 
stakeholders that the organisation is about 
more than narrow self-interest will drive 
long-term value. Hence, while as always, 
there is more research to be done, this study 
reinforces that purpose matters.

If you would like to discuss the findings  
of this report please contact: Ms. Joanne 
Kerr or Prof. Nick Barter on LinkedIn.

A purposeful, concise statement that connects with diverse 
stakeholders and focuses on long-term goals is inspiring. 
Emphasising the organization’s commitment beyond self-interest 
adds lasting value. This study reinforces the significance of purpose.

https://www.linkedin.com/in/jo-kerr/
https://www.linkedin.com/in/jo-kerr/
https://www.linkedin.com/in/nick-barter-a50775/
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The 2023 review of ASX100 companies’ espoused values reveals a striking uniformity, 
with a majority embracing commonly shared values like collaboration, integrity, and 
excellence.

The purpose of a corporation, its why, 
those words, that statement has come 
to the fore over the last decade. An 
indicator of this prominence is that 
corporate purpose is now searched on 
Google nearly twice as often as it was a 
decade agov, and annual global surveys 
of CEOs are conducted to understand its 
progressvi. In short, purpose matters.

However, while purpose may matter now and 
increasingly so over the last decade, debates 
about business purpose have a long history. 
For example, Cadbury and Sunlight Soap 
considered the purpose of their companies 
over one hundred years ago. During the 
late 19th century, they provided housing 
for their workersvii and as such indicated 
that the purpose of the company was more 
than money. Then in the 20th century, the 
purpose of corporations was debated within 
the Harvard Law Review. 

One side of the debate advocated for 
shareholder primacy, the other for a 
wider perspective that considered secure 
employment, quality products and societal 
wellbeing. Approximately 70 years ago, 
in 1954, the argument appeared settled 
in favour of the broader conception of 
purpose, with the general tenor being that 
organisations provide secure employment 

and wider societal benefitsviii. Yet, less than 
twenty years later, Milton Friedman tipped 
the scales in favour of the purpose of a 
corporation being narrow and focused on 
shareholder primacy.   

Since then, Friedman’s position has 
dominated. The purpose of a corporation 
being shareholder primacy has been 
relatively uncontested. This dominance 
has driven business thinking, theory, and 
teachingix. However, more recently, there 
have been renewed calls for considering 
a wider perspective of stakeholders not 
just shareholders. Some of the rumblings 
for change have come from Larry Fink the 
Chair and CEO of BlackRock, the Business 
Roundtable of America, and the World 
Economic Forum. For example, the Business 
Roundtable of America adopted a new 
statement that the purpose of a corporation 
is to deliver value for all stakeholdersx. While 
the World Economic Forum’s 2020 Davos 
Manifesto argued that the purpose of a 
company was to “engage all its stakeholders 
in shared and sustained value creation”xi.

Then in 2021, Mr. Fink argued that purposeful 
companies outperform their peers and have 
better environment, social and governance 
(ESG) profilesxii, an argument reinforced by 
some of the findings in this reportxiii. This 
shift is perhaps to be expected given the 
systemic challenges facing society and 

The pursuit of a more sustainable future may require a fresh approach, challenging the 
established corporate values.

how businesses as tools of society cannot 
optimise their value and help in solving 
those challenges if they only take a narrow 
shareholder primacy view. 

Shifting from history to the theory of 
purpose, a corporation’s purpose is 
considered its why, its guiding philosophyxiv. 
It is a statement, and thus a language device 
that aims to shape the thoughts and acts 
of organisational stakeholders. Hence, its 
aim, alongside the other components of 
a company‘s narrative framework (vision, 
mission and values) is to guide and inform 
decision-making and behaviours. In this way, 
purpose has a significant role in shaping a 
business, and as might be expected, this 
means there is plenty of advice regarding 
what makes for a good statement. 

For example, it has been argued that a 
purpose statement should be succinct and 

convey “how the organization fills basic 
human needs,” while also having the ability 
to linger for 100 years or more and grab 
the soul of each organizational memberxv. 
Similarly, it has been argued that a purpose 
statement should be pro-social and embody 
an enduring reason for the organization to 
exist. Thus, it should be a framing device  
for how decisions are made, as well as a 
unifier and motivator for stakeholders and 
a guide to the identification of long-term 
profitable opportunitiesxvi.  

Going further, it has been argued that 
purpose statements should be simple 
to understand, connect the culture to 
the strategy, owned by all stakeholders, 
aligned to metrics, and exemplified through 
marketing and communications. This has 
been termed a SCORE framework (simplify, 
connect, own, reward, exemplify)xvii. In 
addition, it has been argued that a purpose 
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statement should be significant, aspirational, 
directional, unifying and motivatingxviii. 

Further the statement should be societal, have 
an explicit reference to human problems, 
be authentic, reflect the organization’s true 
aims, be believable, and not too grandiose. 
A statement should also clearly state who 
benefits and at the same time be engaging 
to the reader and grab their attentionxix.  Last 
given the current social media context it has 
been argued that stories about the corporate 
purpose should be Instagramablexx.  

To summarise, purpose statements are 
expected to do a lot and it is perhaps 
a statement of the obvious that such a 
statement is unlikely to be able to do all this 
work without it being enacted effectively by 
organisational participants. Thus, the eternal 
challenge in organisations of aligning what 
they espouse with what they enact. 
  
Nevertheless, synthesising the above and 
putting aside subjective value judgments 
such as whether a purpose statement 
is for example meaningful, authentic, or 
aspirational, what emerges is that a purpose 
statement should ideally be succinct, focus 
on stakeholders, connect to the core of 
the business and the challenges the world 
faces to enable the guiding of decisions, and 

reinforce notions of stewardship, perhaps 
through a long-term orientation. 

Building from this discussion, we reviewed 
the publicly available purpose statements 
of the FTSE 350. We analysed their purpose 
statements through three different screens. 
The first was to identify which companies in 
the FTSE 350 had a purpose statement and 
which did not and then understand if having 
a purpose statement correlated to ESG 
(Environment, Social and Governance) and 
financial performance. The second screen 
was to review the length of the purpose 
statements, their succinctness. The third 
screen was to categorise the statements by 
(1) whether they identified stakeholders, (2) 
did they or did they not connect to the core 
of the business and the problems the world 
faces, and (3) did they or did they not have a 
long-term (future) orientation.  The results of 
these three pieces of analysis form the core 
of this report. 

To close this introduction, the report proceeds 
by outlining the method of analysis. This is 
followed by the presentation of the results and 
then from there discussion and conclusions 
are drawn. It is important to note that given 
this study was contained to a small sample 
of companies, the value of this work is not in 
what it proves, but rather what it suggestsxxi.

An impactful purpose statement is concise, stakeholder-
centered, and addresses core business challenges with 
a long-term focus. Our FTSE 350 analysis explores 
connections to ESG and financial performance, 
succinctness, and stakeholder engagement. 
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The list of FTSE 350 companies was 
gathered in August of 2023. Once the 
list of companies was gathered, the 
corporate website of each was reviewed 
for their publicly available purpose 
statement. Typically, such statements 
are found in the ‘About Us’ section of 
the website or alternatively listed on 
the company’s investor relations pages. 
When gathering this data, if the purpose 
statement was not immediately evident, a 
simple search of the site usually brought 
forward a result. 

Once the statements were gathered, they 
were analysed in a manner consistent with 
that indicated in the introduction. Hence the 
first screen was to explore how companies 
with and without purpose statements 
compare when considering their ESG and 
financial performance. The ESG data was 
gathered from the Refinitiv database. From 
there, the second screen was to calculate 
the word count of each of the purpose 
statements and then cross-reference this to 
ESG and financial data. 

The third screen was to code the purpose 
statements relative to (1) if and which 
stakeholders were mentioned, (2) whether 
the statement clearly connected to the 
core business of the company and the 
challenges the world faces, and (3) whether 
the statement was focused on the long-term 
(future) or the now. This coding was done 
using the software NVivo. The codebook 
for this was developed through discussions 
between the research team. Once this 
coding was completed, the data was then 
cross-referenced to ESG and financial data.

As indicated previously, 350 companies 
were reviewed and of these 274 (78%) 
had purpose statements with 76 (22%) 
not having an identifiable purpose 
statement on their website or in publicly 
available documentation.  From here the 
first screen was to review companies with 
a purpose statement relative to those 
without one against ESG performance 
and financial metrics. The statistical 
analysis of this data revealed that 
companies with a purpose statement 
have a statistically higher overall ESG 
score relative to companies that do 
not have a purpose statementxxii. When 
considering financial performance, those 
with a purpose statement outperformed 
those without a purpose statement on 
ROA (Return on Assets), ROE (Return on 
Equity) and D/E (Debt to Equity).  

Within the ESG analysis, companies with a 
purpose statement have statistically higher 
individual E, S and or G scores. Then for 
the E (environmental) score components, 

companies with a purpose statement 
score statistically higher on resource 
use, emissions, and innovation relative to 
companies that do not have a purpose 
statement. Further within the S (social) score 
components, companies with a purpose 
statement have statistically higher scores for 
workforce, human rights, and community 
relative to companies that do not have 
a purpose statement.  Last within the G 
(governance) score components, companies 
with a purpose statement score statistically 
higher than companies without a purpose 
statement on management, shareholders 
and CSR strategy.

Moving from whether a company did or 
did not have a publicly identifiable purpose 
statement the second screen was to 
review the word count of statements (their 
succinctness).  The spread of the purpose 
statements relative to the number of words 
in the statement can be seen in Figure 1. As 
the figure indicates the most popular number 
of words in a statement was tied at 10 and 
14. The low was 2 and the high was 74 words. 
The average number of words in a statement 
was 18 and the median was 16. 

Method of Analysis Results
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When reviewing the results cumulatively, 80% of the companies had 26 words or less in their 
purpose statement, as indicated in Figure 2. 

Fig A  
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FIGURE 1
FTSE 350 Purpose Statements by Word Count of Statement 

FIGURE 2
Cumulative Percentage of FTSE 350 Purpose Statements by Word Count of Statement
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Fig D
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Once the word count of the statements was calculated the data was cross-referenced to financial 
and ESG performance dataxxiii and using the median number of words in a statement (16) as a 
pivot point, analysis revealed that companies with a purpose statement of 16 words or less score 
statistically higher on their ESG score and their financial performance relative to companies with a 
purpose statement that is 16 words or more in length. 

Further companies with 16 words or less score statistically higher on the individual E, S and G 
scores. Then within the E score components, they score statistically higher on emissions, and 
resource use but not on innovation.  Within the S score components, they score statistically 
higher on workforce, human rights, community, and product responsibility. And within the G score 
components they score statistically higher on management and corporate social responsibility. 

Moving on from succinctness, the third and final screen was to review the content of the purpose 
statements and; (1) if that content clearly connected to the core business of the company and the 
problems the world faces, (2) whether the statement was focused on the long term (future) or the 
now and (3) did it mention stakeholders and which ones. This analysis was conducted by coding 
the statements in NVivo.  As can be seen in Figure 3, 154 (56%) purpose statements were identified 
as connecting, with 120 (44%) not.  

When cross-referencing to the number of words in a purpose statement, the average number of 
words in statements that connects was 21 compared to 14 for those statements that do not. Then, 
when considering whether the purpose statement was focused on the long term (future) or now, 
as can be seen in Figure 4, 67 (24%) had a future orientation relative to 207 (76%) having a now 
orientation.  In cross-referencing to the number of words in a purpose statement, the average 
number of words in a long-term orientated statement was 22 compared to a now orientated 
statement having 17. 

FIGURE 3
FTSE 350 Purpose Statements Content –Connect/Does Not Connect the Core Business

FIGURE 4
FTSE 350 Purpose Statements Content– Future Orientation or a Now Orientation
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FIGURE 5
FTSE 350 Purpose Statements Content – Stakeholders are Referred to in the Purpose Statements

Last, when considering stakeholders, as can be seen in Figure 5, the most popular stakeholder 
to refer to was ‘people’. 100 purpose statements referred to ‘people’xxiv, the second most popular 
stakeholder to refer to was ‘customers’, then ‘shareholders’, and then ‘surroundings’xxv.  The least 
mentioned were ‘employees’, ‘business partners and suppliers’ and ‘future generations’. Notably, 
72 purpose statements did not mention any stakeholders at all.     

When cross-referencing the stakeholders mentioned against the number of words in a purpose 
statement, the number of words in a purpose statement that mentioned each stakeholder is 
outlined in the table below. 

TABLE 1
Stakeholders mentioned in a Purpose Statement Relative to the Average Number of Words in the Statement

Digging a little further into stakeholder representation, as one purpose statement could refer to 
more than one stakeholder, the spread of the statements relative to the number of stakeholders 
mentioned is shown below. As indicated in Figure 6, 161 statements refer to at least one 
stakeholder with only 41 referring to more than one stakeholder. Of the 161 that did mention one 
stakeholder 44% mentioned ‘people’, 39% mentioned customers with the remaining 17% spread 
across the remaining stakeholders.

Stakeholders Mentioned No. Purpose Statements  
in Sample

Average Number of Words in a  
Purpose Statement

Business Partners and Suppliers 7 30

Employees 12 26

Future Generations 3 24

Shareholders 20 25

Surroundings 18 18

Customers 94 22

People 100 20

Not Evident 72 11

Fig E
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When cross-referencing the number of stakeholders mentioned in a purpose statement by the 
number of words in the statement, if one stakeholder was mentioned the average number of 
words is 19, for two stakeholders 27 words and three stakeholders 27 wordsxxvi. 

From here, the next piece of analysis was to explore if there was any correlation between how a 
purpose statement was coded (stakeholders, connection, future or now) relative to financial and 
ESG performance. This analysis revealed no correlations.  

To close, one final piece of supplementary analysis was also conducted on the coded data. This 
was to review the coding by industry sector. This revealed that the following industries were higher 
than the overall average for connecting what they do to what the world needs: energy, healthcare, 
real estate, materials, IT, and communications. While below average were consumer discretionary, 
utilities, and consumer staples.  

To summarise the results, the following was revealed: 
•	 78% of FTSE 350 companies have publicly identifiable purpose statements.
•	 Financially, FTSE 350 companies with a purpose statement relative to those without a purpose 

statement have a statistically higher ROE, ROA percentage and D/E ratio. 
•	 When considering ESG, FTSE 350 companies with a purpose statement relative to those 

without a purpose statement have.
•	 A statistically higher overall ESG score.
•	 A statistically higher individual E, S and G score and component scores within the E, S and 

G. 
•	 Within the E — higher scores on resource use, emissions, and environmental innovation. 

Within the S — higher scores on workforce, human rights, and community.
•	 Within the G — higher scores on management, shareholders, and CSR. 

•	 The purpose statements of the FTSE 350 companies vary in length from 2 to 74 words with the 
average being 18 words, the median being 16 words, and the most popular number of words 
tied at 10 and 14. 

•	 80% of the FTSE 350 companies with a publicly available purpose statement have 26 words or 
less in their purpose statement.

•	 FTSE 350 companies with a publicly available purpose statement of 16 words or less relative to 
companies with a purpose statement of 17 words or more have a statistically higher ROE, ROA 
percentage and D/E ratio.

Fig F
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Taken together, the results reveal three 
powerful signals that purpose powers 
business progress. First FTSE 350 
companies with publicly available purpose 
statements are outperforming those 
without a purpose statement on key 
financial metrics — ROE and ROA. Thus, the 
companies with purpose statements are 
more efficiently using equity and assets to 
realise profits.  When considering Debt to 
Equity the higher ratios seen in companies 
with a purpose statement could indicate 
higher levels of innovation and investment 
in the future, however this requires further 
research. Are these companies’ building 
resilience for the future?  

Second, companies with a purpose 
statement are also outperforming in 
terms of ESG metrics, indicating that they 
are companies that are taking a wider 
stakeholder perspective and making a more 
positive contribution to our surroundings. 

Third, succinctness in purpose statement 
matters. Those companies that have 
relatively shorter statements appear to 
do even better on both financial and ESG 

metrics by outperforming those companies 
with longer purpose statements.

In addition, when reviewing the content 
of the purpose statement a mixed picture 
appears. Some statements connect what 
the company does to what the world needs, 
some don’t. Some mention stakeholders, 
primarily people, many do not.  Most are 
focused on the now rather than the future. 
In our observations of these statements, 
many could enhance their statements and 
realise greater financial and ESG outcomes 
for their businesses. The advantage of such 
adjustments would be that such a purpose 
statement will be more effective in powering 
the progress of the business as ambiguity will 
be reduced and strategic drift avoided.  

Lastly, in our view, a succinct and enduring 
purpose statement that connects what an 
organisation does with what the world needs, 
will inspire.
 
Showing customers, employees, and 
investors that the organisation is about 
more than narrow self-interest will drive 
long-term value.  While there is always more 
research to be done, this study reinforces 
that purpose matters.

Discussion and  
Conclusion

•	 When considering ESG, FTSE 350 companies with a statement of 16 words or less have:
•	 A statistically higher overall ESG score.
•	 A statistically higher individual E, S and G score and component scores within E, S and G.
•	 Within the E – higher scores on emissions and resource use.  
•	 Within the S – higher scores on workforce, human rights, community, and product 

responsibility.
•	 Within the G – higher scores on management and corporate social responsibility scores. 

•	 When reviewing the content of the purpose statements, what was found was:
•	 154 statements or 56% of those FTSE 350 companies with a purpose statement have a 

statement that connects to the core business and the problems the world faces, while 120 
(44%) do not. Further the average number of words in a statement that connects is slightly 
higher at 21 compared to 14 words for a statement that does not connect. 

•	 When considering the time orientation of a statement, 67 (24%) of FTSE 350 companies 
with a purpose statement have a long-term (future) orientation relative to 207 (76%) that 
have a now orientation.  The average number of words in a statement that has a long-term 
orientation is 22 compared to 17 words for a now orientation. 

•	 When considering stakeholders.
•	 100 (36%) of those FTSE 350 companies with a purpose statement identified ‘people’ in general as a 

stakeholder. This was followed by ‘customers’, ‘shareholders’ and then ‘surroundings’.  
•	 72 purpose statements do not mention any stakeholders.  
•	 The average word count of a purpose statement where no stakeholder was mentioned was 11. If one 

stakeholder is mentioned the average word count is 19. 
•	 41 purpose statements identified more than one stakeholder, while 161 statements identified just 

one stakeholder.  
•	 When considering the content of the statements relative to industry sector it was found that:

•	 Industries that were higher than the overall average for connection to core business and the 
problems of the world were energy, healthcare, real estate, materials, IT, and communications. While 
below average were consumer discretionary, utilities and consumer staples.  

•	 Last, when considering the content of a purpose statement relative to financial and ESG data no 
correlations were revealed. Nevertheless, while the content of that statement does not appear to correlate, 
theory and logic point to an effective and efficient statement being one that connects the business to the 
problems of the world, identifies stakeholders and is enduring and orientated towards stewardship.  
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Coding Technique 
and Analysis

Coding was conducted using NVivo R1 
(2020) for Mac, with the data on the purpose 
statements being gathered from the 
companies’ websites.

As indicated, the coding was conducted against 
three key criteria;
1.	 Whether the purpose statement clearly 

connected what the business does with what 
the world needs.  

2.	 Whether the purpose statement was focused 
on the long term (future) or now. 

3.	 Whether the purpose statement mentioned 
stakeholders and if so which ones.  The 
stakeholders were ‘business partners and 
suppliers’, ‘employees’, ‘future generations’, 
‘shareholders’, ‘surroundings’, and ‘people’.  
The ‘people’ code included statements that 
mentioned ‘society’ or ‘community’.  The 
‘surroundings’ code included statements that 
mentioned the ‘world’ or the ’environment’. 

Once initial coding was conducted by one 
researcher, all the coding was checked by a 
second and third researcher and adjustments 
made. To analyse the coding by word count, 
sector and relative to financial and ESG values, 
cross-tabulation queries were initially run in 
NVivo, then this data was extracted and cross-
tabulated within Microsoft Excel against data 
gathered from the Refinitiv database.
 

Additional Tables  
and Figures 

Stakeholders Mentioned No. Purpose Statements  
in Sample

Average Number of Words in a  
Purpose Statement

0 72 11

1 161 19

2 31 27

3 9 27

4 1 13

5 0 0

Industry Sector No. Purpose Statements  
in Sample

Average Number of Words in a  
Purpose Statement

Materials 21 14

Financials 51 18

Healthcare 9 13

Energy 4 25

Consumer Discretionary 39 17

Communications 13 16

Consumer Staples 19 13

Industrials 45 20

Real Estate 20 17

Information Technology 10 22

Utilities 10 14

Investment Trusts 33 25

TABLE 2
Number of Stakeholders mentioned in a Purpose Statement Relative to the Average Number of Words in the Statement

TABLE 3
Industry Sector by Average Word Count by Number of Companies in the Sector from the Sample
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TABLE 4
Financial scores for companies with and without the purpose statement

TABLE 5
ESG scores for companies with and without the purpose statement

Note: P-value shows whether the average score of the companies with the purpose statement is 
statistically different from the average score of the companies without the purpose statement.

ROA ROE D/E

Companies with Purpose

Average (a) 5.7 12.1 103.2

Min -37.0 -194.6 0.0

Max 187.0 282.2 3646.2

Companies without Purpose

Average (b) -1.9 -3.8 72.8

Min -47.2 -252.8 0.5

Max 42.6 65.8 1502.4

Difference:  
(a) - (b) 7.7 16.0 30.5

P-value (Difference = zero) 0.00 0.00 0.03

ESG Score ESG Combined 
Score

Environmental 
Pillar Score

Social Pillar 
Score

Governance 
Pillar Score

Companies with Purpose

Average 62.5 58.5 56.0 60.5 69.8

Min 7.7 7.7 1.7 1.4 12.5

Max 95.7 89.4 96.9 97.2 97.2

Companies without Purpose

Average 43.2 42.3 35.1 45.1 46.3

Min 11.1 11.1 1.1 3.6 1.9

Max 86.4 86.4 91.8 89.0 90.0

Difference:  
(a) - (b) 19.3 16.2 20.9 15.3 23.6

P-value (Difference 
= zero) 0.00 0.00 0.00 0.00 0.00
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Resource Use Score Emissions Score Environmental Innovation 
Score

Companies with Purpose

Average (a) 65.8 69.5 55.4

Min 0.4 5.0 6.0

Max 99.9 99.6 98.6

Companies without Purpose

Average (b) 56.5 51.8 44.2

Min 13.5 1.1 13.3

Max 99.6 93.6 95.1

Difference:  
(a) - (b) 9.2 17.8 11.2

P-value (Difference = 
zero) 0.04 0.00 0.01

Workforce Score Human Rights Score Community Score Product  
Responsibility Score

Companies with Purpose

Average (a) 70.9 62.9 55.1 55.6

Min 1.4 0.4 0.5 6.5  

Max 99.9 99.3 99.8 99.5

Companies without Purpose

Average (b) 51.4 51.0 42.2 52.5

Min 1.5 4.2 0.8 17.3

Max 98.5 92.2 99.7 95.5

Difference:  
(a) - (b) 19.5 11.9 12.9 3.2

P-value (Difference 
= zero) 0.00 0.01 0.00 0.24

TABLE 6
Environmental Pillar scores for companies with and without the purpose statement

TABLE 7
Social Pillar scores for companies with and without the purpose statement
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Management Score Shareholders Score CSR Strategy Score

Companies with Purpose

Average (a) 72.2 64.8 66.8

Min 8.8 5.7 1.1

Max 99.7 99.9 99.9

Companies without Purpose

Average (b) 46.8 55.0 36.3

Min 1.5 1.5 1.1

Max 92.4 99.1 96.6

Difference:  
(a) - (b) 25.4 9.8 30.5

P-value (Difference = 
zero) 0.00 0.01 0.00

ROA ROE D/E

Comp. purpose word <= to 16 words (a)

Average (a) 5.8 13.0 96.4

Min -14.3 -194.6 0.8

Max 187.0 282.2 3646.2

Comp. purpose word > 16 words (b)

Average (b) 3.7 8.6 58.7

Min -37.0 -63.4 0.5

Max 39.3 71.8 489.0

Difference:  
(a) - (b) 2.1 4.4 37.7

P-value (Difference = 
zero) 0.07 0.06 0.00

TABLE 8
Governance Pillar scores for companies with and without the purpose statement

TABLE 9
Financial Scores for Companies with a purpose statement of <=16 words vs >16 words
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ESG Score ESG Combined 
Score

Environmental 
Pillar Score

Social Pillar 
Score

Governance 
Pillar Score

Comp. purpose word <= to 16 words (a)

Average 66.5 60.7 60.6 64.5 73.8

Min 7.7 7.7 2.1 3.8 12.5

Max 95.7 89.4 96.9 97.1 97.2

Comp. purpose word > 16 words (b)

Average 58.0 56.0 50.7 55.9 65.4

Min 16.3 16.3 1.7 1.4 20.9

Max 92.4 81.8 96.3 97.2 95.7

Difference:  
(a) - (b) 8.4 4.6 10.0 8.6 8.4

P-value (Difference 
= zero) 0.00 0.01 0.00 0.00 0.00

Resource Use Score Emissions Score Environmental Innovation Score

Comp. purpose word <= to 16 words (a)

Average 68.9 71.6 56.3

Min 4.4 5.0 6.0

Max 99.7 99.2 98.6

Comp. purpose word > 16 words (b)

Average 61.8 66.9 54.3

Min 0.4 6.4 7.7

Max 99.9 99.6 96.4

Difference:  
(a) - (b) 7.1 4.8 2.0

P-value (Difference 
= zero) 0.03 0.07 0.62

TABLE 10
ESG Scores for Companies with a purpose statement of <=16 words vs >16 words

TABLE 11
Environmental Pillar Scores for Companies with a purpose statement of <=16 words vs >16 words
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Workforce Score Human Rights Score Community 
Score

Product Responsibility 
Score

Comp. purpose word <= to 16 words (a)

Average 73.8 66.6 59.4 59.4

Min 1.4 0.5 0.5 7.2

Max 99.9 99.3 99.8 99.5

Comp. purpose word > 16 words (b)

Average 67.7 58.4 50.2 51.3

Min 1.5 0.4 2.2 6.5

Max 99.7 95.3 99.8 99.1

Difference:  
(a) - (b) 6.1 8.1 9.3 8.1

P-value (Difference 
= zero) 0.03 0.01 0.01 0.01

Management Score Shareholders Score CSR Strategy Score

Comp. purpose word <= to 16 words (a)

Average 76.4 66.4 72.1

Min 8.8 15.2 3.9

Max 99.6 99.6 99.5

Comp. purpose word >  16 words (b)

Average 67.4 62.9 60.6

Min 10.6 5.7 1.1

Max 99.7 99.9 99.9

Difference:  
(a) - (b) 9.0 3.5 11.5

P-value (Difference 
= zero) 0.00 0.21 0.00

TABLE 12
Social Pillar Scores for Companies with a purpose statement of <=16 words vs >16 words

TABLE 13
Governance Pillar Scores for Companies with a purpose statement of <=16 words vs >16 words
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