Management Dynamics in the Knowledge Economy
Vol.4 (2016) no.4, pp.553-570; www.managementdynamics.ro
ISSN 2392-8042 (online) © Faculty of Management (SNSPA)

A Theoretical Analysis of the Mission Statement
Based on the Axiological Approach

Marius-Costel ESI
“Stefan cel Mare” University of Suceava
13 Universitatii Street, 720229 Suceava, Romania
mariusesi@yahoo.com

Abstract. The aim of this work is focused on a theoretical analysis of formulating the
mission statement of business organizations in relation to the idea of the
organizational axiological core. On one hand, we consider the CSR-Corporate Social
Responsibility which, in our view, must be brought into direct connection both with
the moral entrepreneurship (which should support the philosophical perspective of
the statement of business organizations mission) and the purely economic
entrepreneurship based on profit maximization (which should support the pragmatic
perspective). On the other hand, an analysis of the moral concepts which should
underpin business is becoming fundamental, in our view, as far as the idea of the
social specific value of the social entrepreneurship is evidenced. Therefore, our
approach highlights a number of epistemic explanations in relation to the actual
practice dimension.
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Introduction

The structural-functional dimension of business organizations highlights an
image that can represent the effect of implementing the mission by the
decision-makers (founders and top managers). In these circumstances, the
formulation process of business organizations mission seen as the starting
point of the implementation process is in our view a fundamental aspect of
how the managerial activity is coordinated. In other words, the successful
business organizations define and adapt over time their mission by
implicitly referring to a potentially applicable strategy applicable at the
social / economic / political context. At the same time, by exploring the
variety and the connections between the conceptual and theoretical
dimensions concerning the enunciation and implementation methods of the
organizational mission, we believe that our approach has got also a
pragmatic dimension. Such a situation is justified given that an
epistemological analysis of the process of understanding and explanation of
the issue in question can be translated into the social and economic
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dimension. Therefore, the original context in which the companies’ mission
is defined reflects a social and economic status at a given time.

Our interest is focused on identifying the epistemic and pragmatic
perspectives that highlight a number of valuations specific to the business
organization. In other words, the value projections identifiable at the level
of business organizations could be linked to the representations of
entrepreneurial principles recognizable at the social level. Moreover, from a
purely epistemic perspective, the organizational mission realization can be
understood and explained in relation to a series of theoretical and practical
reconsiderations of the idea of formulating and implementing of the mission
itself. Therefore, we consider that the managerial requirements and the
conditionings specific to the entrepreneurial dimension to which they
report reveal the main coordinates by which the axiological core of the
business organization materializes and is finalized.

The nature of economic and social context shows that such an axiological
core of the business organization can be explained by how the managerial
priorities are associated with the specific value system of the organizational
culture. In other words, at the basis of the organizational culture, there are a
number of features integrated into an aggregate of principles and values
which, according to some authors, is the very morality of the organization:
traditions, beliefs, norms, attitudes (Poulton, 2005). The axiological
dimension within a business organization expresses the fact that its value
system reflects the very consequence of moral assuming both of the mission
/ vision and the main goals / objectives by decision makers. So the
pragmatic connotation of the implementation of moral / ethical standards
reveals that the satisfying of decision-making related requirements can
generate a set of good practices across business organizations.

The relevance of formulating the mission statement within business
organizations

In the field of organizational strategies, we note the important role that the
mission statement has in relation to the organization axiological foundation.
We see that with the globalization phenomenon there is a series of specific
phenomena in the international competition (Kicsi, 2009), which generate a
series of conceptual, theoretical and practical re-evaluations. Such an idea
reveals that the value potential found in the business organization’s circuit
is largely due to management practices to assume the mission or the vision
of that organization in relation to its very axiological foundation.
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The consolidation in recent years by major corporations of the power and
their own influence in the functioning of markets necessitated a
reassessment, sometimes a complete one by theorists of how to formulate
and address a management strategy. It goes without saying that this
situation determined a conceptual, theoretical and pragmatic
reconsideration of the way in which the philosophy and implicitly the
mission of business organizations is (re) formulated. However, the issue of
such an approach for reassessment and theoretical and practical
reconstruction of how the organizational mission support is formulated
undergoes in our opinion, a number of relevant approaches basically
confirming the need to redefine and reconceptualize of the axiological
nucleus within the organization applicable even in the private system and in
public administration (Terec-Vlad, 2015). In other words, the fulfilling of
the mission and implicitly of the purpose that the business organization
incurs can materialize considering a number of issues concerning the
assuming of value sequences of the organization. Moreover, such an
approach identified in the ethical / moral dimension can "regulate” and
"model" the behavior of the business organization in relation to the
mission/philosophy assumed by policy makers.

Or, the assumed mission/philosophy (publicly declared and assumed) by
decision makers requires the consideration of the purpose of the
organization. The interrogation that arises in this context is whether the
purpose of the organization must have a counterpart in the common goal of
all employees. Certainly, a valid resolution to such a question brings into
focus a number of issues that show us that the targeting process of the joint
effort can be correlated with economic / social of any business organization.

The purpose of a company should be identified outside of it, in society and
the firm's contribution to the common good. The achieving of the long-term
goal by any company starts with the publicly declared and assumed
mission. In most cases, entrepreneurs will set up companies and/or other
organizations to value the interest of groups of people to achieve a common
goal. In other words, it is what some authors stresses namely that the
mission of the business organization is a vital component of the strategic
plan undertaken by managers (Pearce & David, 1987). We believe, in this
context, that a systematic approach to how the mission of the business
organization is formulated-oriented towards the idea of axiological
assumption justifies the importance given to the pragmatic dimension of
such an approach.

In this way, an understanding of the typologies of management strategies is,
in our opinion, the starting point to define and state the mission of an
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organization. The clarity of mission enunciation highlights the very
functional components of the stated mission (human, material, pragmatic).
The process of drafting the mission itself sets a series of coordinates
desirable of the business organization functions (research and development,
marketing, production, etc.). The issues raised to enable the consideration
of a social and ethical pragmatism depending on which the optimal
capitalization of the publicly stated mission is embodied at the society level.
Also, we emphasize that the declaratory sense of the mission is given by the
guidance function itself of assumed goals and the support of the values and
judgments underlying the business organization. Thus, we can sense the
analytic definition of what constitutes the defining of the mission if we
consider the main products and services to which it refers. In these
circumstances, we consider that the mission should be realistic, motivating
and global. Therefore, the clear and realistic enunciating of the
organization’s mission enables the further approach related to setting goals
and strategies.

The conceptually specific discursive method perceived as an intention of the
organizational mission enunciation falls into a “linguistic formalism”
through which it is possible to ,quantify the organizational vision” (Kaplan,
Norton & Barrows Jr., 2008, pp.1-7). The literature and practice distinguish
between organizational mission and vision. Thus, some authors analyze the
two concepts ("mission" and "vision") from different perspectives citing
different arguments. However, we note that in some situations there is a
conceptual and theoretical confusion/overlap regarding the two concepts
found in the management and business administration literature. We also
note that from a practical perspective the business organizations can
prioritize the enunciation of the organizational mission but differently from
the vision statement. This situation is possible because of the tendency of
decision-makers to differently emphasize certain values to which the entire
organization relates to and the desire to "transfer" such values to the
perception of the public / consumers. Hence, the business organizations
should implicitly refer to a set of values whose operationalizing is validated
by the very enunciation of the mission.

In this context, our emphasis refers to the idea of harmonizing all the
objectives of a business organization with everything that can be reassessed
and reconfigured in relation to the consumer demands. Thus, any strategy
undertaken by the decision-makers can be harmonized / correlated with
temporal landmarks where a business organization arises, grows and
develops. We consider the relationship between clearly defining the annual
goals and the objectives formulated for a minimum of five-ten year period
(Burciu, 1999). In fact, the development of performance objectives may be
dependable on the settlement of the mission and values associated with it
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(Dransfield, 2000). Therefore the parameters involved in formulating the
mission of the business organization generates a series of scenarios and
practices which function resides in the possibilities of manifestation of
socio-economic actors.

We note that streamline of the mission drafting process of a company
depends directly on addressing specific terms of organizational culture. At
the heart of such an approach, we find the values that have been and remain
the cornerstone around which the organizational culture is structured. In
this way, the vectors of affirming the mission of a business organization
translate into a management plan the potential behavior thus envisaging
the very instances involved in achieving the prerogatives involved by the
business mission. Thus we are dealing with a specific model that can
validate the formulation of a mission in relation to an axiological system. Or,
the legitimacy of this model depends on how the socio-economic reality is
understood and explained by reference to strategies undertaken by social
actors, strategies combined with the organizational values dimension, i.e.
the axiological core.

Therewith, the organizational mission statement must be structured on a
number of key concepts to support and differentiate the organization offer
on the market economy. Thus, the representation of the pragmatic
statement of organizational mission is to ensure the meeting of the
demands generated by needs and necessities. The peculiarities of the
business organization highlight a number of issues through which the
economic activity is regarded as a consumer good (Eicher & Garboua,
1979). In this way, the design and development of management strategies
can result in an axiological and pragmatic plan the modeling and synthesize
of the organizational mission and sequences of active values. It is a
methodological approach to the descriptive components specific to the
relationship between mission values of top management and the axiological
core of the business organization.

We can see that a conditioning between strategy, organizational goals and
values easily generates as can easily be inferred, the very philosophy of the
business organization and, by default, the organizational mission. Thus, the
relevance of such a conditioning becomes apparent to the extent that it
proves the utility by anchoring in the field of applicability. Moreover, in
relation to the strategy assumed by policy makers, the organizational
mission acquires entrepreneurial validity organizational given that the
materialization of the short and long term main objectives is possible.
Therefore, the need of the very mission of the business organizations
highlights the materialization opportunities of the philosophy itself
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consistent with the needs and requirements of the market and the business
organizational values.

Considering the idea of "the institutionalization of an organization-wide
strategic behavior" (Burgelman, 1983, pp.61-70) we can agree with the idea
that building an organization-wide mission is a complex and multilevel
process. We see in the field of scientific theorizing that the concept of
“strategy” "consider the organization's mission against the idea of strategic
repositioning. One such example is to be found with British Airways Airline
Company (BA), which although it was recognized in the market and had
experience in this regard, it has repositioned its action strategy. So it has set
up a new subsidiary, Go Fly, with its own management and a customized
strategy, wanting to operate on the market as a low-cost company.
However, the total independence of the new organization (Go Fly) could not
be achieved, merely because its slogan was perceived as belonging to the
new airline from British Airways. Finally, after a whole reorganization and
restructuring process, the company was sold to 3i and later to Easy]et
(Magretta, 2012). The conclusion that can be drawn is that most times the
market repositioning of a company/product/service by imitating the
strategy of a different company/product/service becomes quite difficult in
terms of potential benefits.

Therefore, the development and implementation of a mission become in
some cases a complex task for policy makers (founders and top managers).
Starting from the role of a management strategy (efficiency of the
entrepreneurial approach) we can say that the justification of its pragmatic
function allows the assuming and implementation of specific objectives and
values in line with the organizational mission. Furthermore, we want to
emphasize that the process itself of the organizational mission statement of
conditions the process itself of setting and statement of the organization
objectives.

Beyond the existence of different models underlying the defining mission of
business organizations, we can see that its foundation is legitimized by the
manner in which on the one hand, its objectives / strategies are established
and on the other hand, how the axiological core of the organization as such
is assumed. The analysis of the mission of certain companies presents on
the international market leads us to consider its revaluation in relation to
the idea of value dimensions encountered at the level of the organizational
culture. In these circumstances, the decision makers must assume and be
aware of the values found in the heart of such an organizational
(axiological) core, but also to distinguish between good and evil, between
right and wrong, between moral and non-moral. It is basically about the
recognition of an organizational philosophy (Franco-Santos, Lucianetti &
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Bourne, 2012) meant to justify the very axiological foundation of the
enunciation and implementation of the organizational mission. In this
regard, an analysis of the organizational values tends towards a specific
form of pragmatism and social entrepreneurship.

Such an image positions us in today’s society in a position to reassess the
context of the (re) enunciation of the organizational mission. Such a
revaluation becomes necessary, as noted above, given that the phenomena
of recession/economic crisis have affected the market economy and hence
the performance of certain organizations. Thus, the qualitative
interdependence-performance mission-efficiency can be supported relative
to contextual specificities that validate the activities of the business
organization. It is, in this case, about a series of measurements by means of
which the objectives derived from the mission itself can be achieved. We,
therefore, believe that the assertion of the organizational mission must be
carried out in relation to the potential reconfigurations at the level of
products, technology, consumer demand and needs respectively.

There are (especially IT) companies that in times of crisis managed to meet
the mission of their business organization synonymous with the business
philosophy itself stated, perceived and understood in the business
environment tacitly, explicitly or not at all. At the same time, relating to the
idea of revaluing the mission of business organizations in the context of
major changes in society, we notice a repositioning in terms of the
implementation of the management process across the organization and
hence the way in which the organizational mission is set out and
implemented.

Such an economic context can be correlated from our point of view with the
axiological context. Or, even if we consider such a context axiological, we
can state that the mission itself is a force generating goals. Besides, the
analysis of the activity object of a company in conjunction with its mission,
therefore, involves assuming a strategic management at top management
level. The idea that we want to bring into the discussion is that any
declarative form of the organizational mission must reflect, in our view, a
strategic thinking by which the ability of the growth and development of a
company can be assessed on the short, medium and long term.

However, the existence of a conditioning such as axiological mission-core
acquires a pragmatic connotation insofar as the development organization
coordinates are configured as such in relation to organizational culture.
Besides, some authors have shown in this regard what the link between the
mission effects and the axiomatic components found across the
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organizational culture is. Therefore, many discussions about this idea in the
literature deal with the understanding of the organizational mission in
relation to the strategies undertaken from the perspective of the
organizational culture axiological components.

From this standpoint, the research of the organizational culture idea
involves a series of pragmatic correspondence through which some
management strategies are accepted / rejected. Basically, through this idea,
we want to show that at top-level management the designing and
implementing of a strategy is a difficult process. Thus, based upon agreed
objectives and values assumed by top managers, the action strategies
should be developed and clarified. Moreover, the reporting to value
sequences by the decision makers should provide a relevant perspective on
the acceptance criteria for assessing the organizational performance.

Perhaps, therefore, as a result of significant changes which have occurred in
recent years at the society level, the analysis performed on how to
materialize the mission of business organizations mainly focuses besides
the operationalizing of the strategies undertaken in terms of management
also on the value sequence analysis values found across the organizational
culture. In other words, based on the dimensions of the social and economic
reality, we note that at the level of the business organization the mission
can be explained in relation to a series of ethical / moral poses (Terec-Vlad,
Trifu & Terec-Vlad, 2015). We also believe that beyond the enunciation of
the organizational mission (theoretically), both the founders and the
decision makers should consider both the pragmatic correlation between
the organizational culture and the value sequences found across the
organizational core. Therefore, an analysis of such roles and connections
between different levels of the reality, we consider it necessary to highlight
the nature of ethical decision in the process of managing and business
administration.

The method itself of imposing / accepting of the organizational mission
assumed across the business organization also requires the existence of
principles and standards by which the decision-making processes translate.
It is obvious that in the case of such a decision-making approach one can
talk about a specific dimension of the organizational culture. It remains to
be seen whether a business should assume fully of all the values found at
the organizational level (individual values or values specific to the
organization as a whole). The fact is that the enunciation of the
organizational mission must be reflected in the further development of the
business itself precisely by making full use of the existing value sequences
existing at the level of the axiological core.
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Value dimensions found in the organizational culture

The examples of good practices within the business organizations by
undertaking and implementing specific policies relating to taking
responsibility of a company's own employees (Baron, 2001), confirms the
validity of management strategies undertaken by policy makers. Or the
strategies represent in themselves an effect of how the goal of the business
organization is predetermined and hence its philosophy. But most times the
purpose and philosophy are associated with the mission itself of that
particular organization (by linguistic and even practical incorporation).
Thus, drafted in terms of efficiency and profitability with a more or less
standardized content (Stone, 1996) the mission of the business
organization acquires practical / scientific relevance insofar as its analysis
materializes in relation to the value sequences found in the organizational
culture.

Perceived as moral personality (Sheppard, 1994), the organizational culture
is explained by some authors as being in a directly conditioning report to
the organizational mission statement (Toshio, 2002). Thus, the approach of
the value sequences found within the business organization may result in
our opinion depending on the way the mission of the business organizations
is stated by the decision-makers. Moreover, we believe that the business
organization’s efficiency can be linked to the value sequences found in the
organization. However, such value sequences framed within the very
axiological core of the company can render the image of what the moral
social and economic entrepreneurship is about. In conclusion, we can state
that the real values to which a company relates to over time are dependent
on the humanistic / ethical contents of the publicly stated mission.

The coordinates of the value dimension of the business organization are
directed in this way towards a number of issues that highlight a certain kind
of economic and social philosophy of the founders. Therefore, a correctly
stated mission must consider very specific conditionalities between the
pragmatic and the philosophical dimension. It is a series of representations
of how the mission is understood and implemented in the business
organizations. Such an approach redirects the coordinates of the
entrepreneurial applicability towards the dimension of complexity. Or, the
analysis of the structure of a corporation in terms of complexity
(Alzoubaidi, Prodan-Palade & Petac, 2013) requires the consideration of the
idea of quality management applied by the decision makers.

Although some authors have opted for the need of entrepreneurship
specific typologies such as the humanitarian (Hockerts, 2015), social
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(Seelos & Mair, 2005), moral (Fuller, 2013; Venkataraman, 1997),
pragmatic (Pompe, 2013) we see that we can identify a series of coordinates
justifying the need for the understanding and imperative realization of the
mission of the business organizations in relation to their very functionality.
The considerations underlying the reasons have as their starting point the
fact that the usefulness of such an approach is that the implementation of
the organizational mission rather deals with how the managerial behavior
is perceived and treated within the business organization. Therefore, the
organizational mission can be explained in relation to the potential
correlations between the value system of the organization and its identity /
personality.

Perhaps it is no accident that the notion of "persona” of Arie de Geus (2002)
confirms the need for reporting the organization to a clear set of values, i.e.
a specific axiological core. In this way, we consider that some organizational
behaviors can be stimulated by the culture. In other words, the business
organization's performance may be affected by the type of culture that it
"displays" (Hrebiniak, 2005). However, the link between the mission
statement and the organizational performance (0'Gorman & Doran, 1999)
or between the statement and their financial performance (Peter, Omranb
Mohammed & Pointon, 2005). The cultural background of the business
organization is de facto the background value system assumed by the whole
organizational body and when we state this we relate both to the decision-
makers (founders and top managers) and the employees. In these
circumstances, we can make the assessment that the organizational culture
is based or it should be based upon specific patterns of ethical behavior and
strong ethical values.

Besides, the solving and management of ethical dilemmas on different levels
of morality applicable even in education (Jeder, 2008) is a relevant issue at
the managerial level given that the idea of social accountability it
considered. This idea, analyzed in the "management context" (Davis, 1960,
pp.70-76) and explained from a historical perspective (Carroll, 1999) can be
correlated in our opinion with the dimension of moral entrepreneurship.
Or, the moral entrepreneurship can be analyzed and explained by
considering the phrase "Corporate Social Responsibility - CSR", separated
by some authors of the Corporate Social Irresponsibility - CSI (Lange &
Washburn, 2012). Moreover, the CSR seen as an entity that brings a number
of benefits to the business organization (Wong & Leow, 2016) to the extent
that we accept at decision-making level a managerial connection between
what moral knowledge means and what the representations of economic
principles constitute.
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Explained in terms of a theory of complexity, the axiological dimension of a
corporate culture it reflects the fact that the acceptance of certain value
sequences implies from the decision makers the assuming of a whole
accumulation of experiences. For example, for understanding and
developing of certain business some of the top managers use experience,
intuition, imagination and even emotions (Burciu & Hapenciuc, 2010). The
assumption that we consider in this context refers to the aspects related to
the core of the organizational culture. We can say state that such an
organizational culture core underpins the future behavior of the
organization and therefore what constitutes the personality of the
organization / identity of the company.

What is an organizational core? From our standpoint, such an
organizational core is given by a cumulative set of values underpinning the
future behavior of the organization and which implicitly reflects the
company's personality / identity. In other words, the image of a business
organization can be rendered/analyzed/explained by such a set of values.
However, even if the literature and practice distinguish between
organizational identity and corporate identity (Hatch & Schultz, 1997), our
emphasis reveals that both connotations involve a resizing in terms of
formulating and establishing the organizational mission against the idea of
organizational culture. Moreover, this assumption emphasizes that such an
analysis could find a justification from the perspective of intercultural
management or comparative management. In these circumstances, the total
of value sequences as an effect of the interactivity of cultural dimensions
(Qingxue, 2003) defines the peculiarity of a social group and in our opinion,
the reference is being made to the very existing group associated to the
business organization.

The scientific legitimacy of such an approach is that the idea of culture can
be described or explained only if we refer to certain symbols, heroes,
specific rituals and social practices that can vary according to certain
parameters. However, we note that the identification / placement of such
judgments in antagonistic dimensions as good-bad, right-wrong, and so on
shows that we can implicitly accept the distinction between a positive value
field and a negative value field (Bratianu, 2003). In other words, the values
and anti-values can be analyzed and explained from a purely ethical
perspective and therefore, by taking into account the very concept of
“axiological core” and the idea of organizational culture. Therefore, the
values associated with social practices in the sense argued by Geert
Hofstede (1991) indicates the necessity of a theoretical and practical
reconsiderations in today's society of what is both culture and mission of a
business organization.
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We note that with the assuming of a value field by the decision-makers
transposed in the management-anti-management relationship (Bratianu,
2015) it is necessary to implement an organizational philosophy focused on
the distribution of preferences in a cost-benefit relationship. In other
words, we do not know if, following a specific investment at the level of the
organizational culture one can talk about a benefit specific to the
organization as such, we can only possibly have an insight a subsequent
state to express such an idea. Developing this idea, we admit that it is
necessary to clarify the relationship between the organizational culture and
the guiding principles of the decision-makers.

The present approach determines us to focus our attention on the
distinction between deductible values and desirable values that constitute
the background of the organizational culture. Such a distinction in our
opinion favors the very method of action from the decision-makers on the
assuming and implementing of strategies and hence of the organizational
mission. On the one hand, the distinction of active values (those manifested
explicitly) - passive values (those that need to be "decrypted") indicates the
degree of permeability of the organizational culture and the flexibility level
of the management strategies. On the other hand, the distinction deductible
values - desirable values may be associated with the distinction active
values-passive values. In these circumstances, we believe necessary to
provide some explanatory clarifications about the conceptual terminology
assumed. When one talks about deductible values one understands those
values explained in standards and guidelines easily to perceive /
understand by all the employees of the organization. The desirable values

are those values that can be correlated with the idea of "personal
attachment to the principles that the company operates with" (Campbell &
Yeung, 1991, p.12). However, such distinctions do not cleave the
management strategy undertaken across the entire organization. In these
circumstances, a set of visible values generates a model of accountability of
all the actors involved in organizational activities, thus ensuring the
consistency of valuing in the circuit mission - organizational culture -
strategies. It goes without saying that the axiological core of the business
organization is associated to the triad in question.

The development of their own strategies for action depending on
management behaviors reflects that the use of organizational power
manifested vertically or horizontally (Daft, 2010), requires specific skills
and behaviors relative to a particular system of values. Or, such a particular
system of values indicates how decision-makers assume the organizational
objectives within an appropriate time frame both in reality and virtually
(Posteuca, 2015). In these circumstances, the effectiveness of the
organization can be directly related to the feeling of personal value. In other
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words, the individual axiological core can be correlated to the very core of
the business organization. Therefore, the development of individual feelings
of value towards the organization (Dygert & Jacobs, 2006), but which are
contradictory to other well-defined social groups (Apostu, 2013), confirm in
our view the fact that the processing of the general assuming terms a
specific mission highlights a number of variables through which the action
strategies will materialize.

The analysis itself of the "axiological core" and hence that of "value"
requires the consideration of the idea of social value. We want to emphasize
that one cannot become pragmatic in relation to the idea of formulation and
realization of the organizational mission only to the extent that social value
is assigned to the result obtained as a result of such a process. The actual
implementation of the mission (it goes without saying that its formulation is
also encompassed) can affect the potential accumulation of internal values
of a company. Moreover, such a process can bring some behavioral changes
and different rankings on certain core values to which the decision-makers
will relate (founders and top management) and the organization as such.

This situation amounts from our point of view the idea of resizing of certain
values that are the foundation of the organizational culture incorporating
the values and beliefs found with the members of an organizational group
(Cormerais & Milon, 1994). Such an approach acquires pragmatic valences
and also clarifies the manifestation methods of organizational cultures. At
the same time, we note that the value sequences specific to the
organizational axiological core reflects the very identity of the organization
(Schein, 1983).

We note also that within the business organization a number of value
convergences can be identified which can render an image of how the
organization's mission is implemented. We believe that the goals and
objectives adjacent register must match the very strategy to develop and
implement both the mission and the vision of the business organization. In
this way, the economic reality at the level of the organization highlights a
specific dynamics of the way in which a certain managerial strategy is
designed and implemented.

In our view, such an image legitimizes the assumptions related to the
acceptance of the economic pragmatism linked to the moral and social
entrepreneurship of a company. In this respect, the design / development of
action strategies reiterates in the management plan the very idea of
reassessment of how the organizational mission is formulated and
implemented. The idea that we support deals with the need for a possible
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theoretical and practical rebuild in the theoretical enunciation and the
practical implementation of the business organizations mission in relation
to the idea of the organizational axiological core. The definition of the
axiological support of the business organization's social responsibility
demonstrates both in theory and in practical terms the need to reassess the
ways of enunciation and implementation of the organizational mission. The
issue of the visibility value acquires in the current analytical approach
pragmatic relevance as far as the validity criteria acquire a utilitarian
connotation.

Conclusions

The issue of the value dimension specific to business organizations
highlights that the formulation and implementation of the business
organizations' mission makers by the decision-makers should be realized
taking into account the correlation between the values of the organization
in general and the values of each employee. In these circumstances, the
analysis of how the business organization's mission is formulated reflects in
the rational understanding fundamental features of managerial thinking.
Therefore, such an image reflects the idea of an assuming/acceptance
process of the way in which the value sequences are perceived and reflected
within the organizational core in relation to the organizational culture.

Summarizing the issues analyzed in this scientific approach, we can draw
the following conclusions:

(1) The concepts of "mission", strategy” and "organizational core" become
comprehensible at the level of a management and business administration
theory to the extent that they relate only partly to a common denominator
of the business organization as such. In other words, they can become
operationalized differently from one company to another depending on the
set of values that is predominant for the top management, founders and the
employees of the organization.

(2) The analysis of the reassessment ways of the criteria for assessing the
axiological foundations and hence the organizational core requires, in our
view, both in theory and in practical terms, a resizing of the main issues
through which the enunciation / mission definition of the business
organization by the decision-makers. Moreover, the attempt to determine
the nature of value, i.e. the revaluation / resize the criteria for assessing the
fundamental axiological specific to the business organization requires, in
our view, theoretically and practically, an epistemological analysis of the
ways in which the enunciation / defining the organization's mission by the
decision-makers translates.
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(3) The development of a business is a project that anchors the mission
within the context of the organizational culture and the values sequences
found therein. In this way, we can state that the business organization's
mission assertion is a projection of the way in which the value sequences
are perceived and treated and thus the associated values in the
organizational culture.

Designed and developed in promoting and supporting the mission’s role in
its formulation within the business organization in relation to the
axiological core thereof, such research provides, in our view, a set of
pragmatic benchmarks, relevant that can be correlated with the very
dynamic of the organization-wide values. Thus, following at the same time,
the thread of the comparative analysis within this scientific research we
approached conceptually, theoretically and practically ways of enunciating
and defining of the mission of business organizations in relation to the
organizational culture and the value sequences within it. In this regard, we
consider relevant the following proposals for developing ideas that make
reference to the subject matter:

(1) During our approach to formulating an opinion / own feedback on the
topic analyzed we believe that especially aspects that point to a clear
distinction between mission and vision may be retained, and on the other
hand, those that emphasize the conditionings between the organization's
mission and the value sequences within the organizational culture.

(2) The formulation and implementation of the organizational mission
should consider the correlation between the managerial strategies
undertaken by the decision-makers and the value sequences retrieved at
the level of the axiological core;

(3) Perhaps more attention should be given by decision makers at
organizational level on the operating value support oriented towards the
social responsibility. Thus, the diversification of legitimization forms of the
(business) organization could, therefore, involve, irrespective of the level of
activation of the social (relational) component the recognition and
exploration of the value sequences value found in the organizational culture
and thus within the axiological core of the business organization.
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