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Strategy Map: 
Integrating Communications into the 

Balanced Scorecard
Ernst Primosch

IPR Professional Colloquium, University of Warwick,
26. November 2008
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Strategy Map & BSC Cockpit
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Corporate Communications 
Strategy and Steering Toolkit

Balanced
Scorecard

Strategy
Map

Target 
Dialogue

Budget Planning

Financial Planning

Project Planning

ComEvaluation
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Strategy MapStrategy Map
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Create sustainable Create sustainable 
value for Henkel value for Henkel 

shareholdersshareholders
Increase the value of Increase the value of 
the Corporate Brandthe Corporate Brand

Reach an awareness of Reach an awareness of 
at least 50% worldwideat least 50% worldwideAchieve efficient com Achieve efficient com 

structure worldwidestructure worldwide
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Develop relevant USP and Develop relevant USP and 
emphasize emotional appeal of  the emphasize emotional appeal of  the 

corporate brandcorporate brand

Anchor and leverage Anchor and leverage 
global corporate brandglobal corporate brand

Get recognition and acceptance Get recognition and acceptance 
for for ““ H H -- A Brand like a FriendA Brand like a Friend””

Achieve a clear understanding Achieve a clear understanding 
of what Henkel stands forof what Henkel stands for

Intensify our corporate PR Intensify our corporate PR 
activities on a global levelactivities on a global level

Become preferred provider of Become preferred provider of 
stories for international mediastories for international media
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Improve international Improve international 
collaboration and teamcollaboration and team--

working within VCworking within VC

Enhance strategyEnhance strategy--
oriented competencies oriented competencies 
and develop com pooland develop com pool

Achieve commitment on Achieve commitment on 
all levels to common all levels to common 

VC strategy, goals and VC strategy, goals and 
BSC processBSC process

Increase number of Increase number of 
national programs for national programs for 

communicationscommunications

Improve quality of com Improve quality of com 
management information management information 
based on strategic tools based on strategic tools 

implementationimplementation

Focus on power tools Focus on power tools 
and efficient measures and efficient measures 

onlyonly

Improve com quality and Improve com quality and 
process reliability for new process reliability for new 
com program launchescom program launches

Ensure excellent Ensure excellent 
execution of com execution of com 

programsprograms

Improve efficiency in Improve efficiency in 
international com international com 

networknetwork

Systematically measure Systematically measure 
input and outputinput and output

Systematically assess Systematically assess 
media needsmedia needs

Implement Implement ““Strategy Strategy 
MapMap””, BSC, Quality , BSC, Quality 

ControllingControlling

Systematically assess Systematically assess 
Com CertificationCom Certification

F1F1

F2F2

F3F3

F4F4

C21C21

C22C22

C11C11

C12C12

C31C31

C32C32

IP1IP1 IP2IP2 IP3IP3 IP4IP4

IP11IP11 IP21IP21 IP31IP31 IP41IP41

P1P1 P2P2 P21P21 P31P31 P32P32
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Design of BSC

1. Financial perspective

Targets              KPI                 Target KPI

3. Potentials Perspective

2. Customer / Market Perspective

Targets              KPI                 Target KPI

Targets              KPI                 Target KPI

1. Financial Perspective

Targets

2. Customer/Market Perspective

KPI KPI-
Target

Targets KPI KPI-Target

4. Potential Perspective

Targets KPI KPI-
Target

3. Internal Processes Perspective

Targets KPI KPI-Target
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KPIs Corporate Press Office

1. Corporate Press-Office

KPIs KPI-Target Evaluation

Minimum standard =  ALL countries 
High standard = Only defined countries

(Sequence/assessor/tool)

KPI 1.1 

PR Ad Value (Evaluatetd Equivalent 
x 2,1) 

Minimum standard:
PR Ad value increase of >= 5% Annual by 31.12.2008

• Audit by regional manager
• Part of regional annual report to HQ
• Media resonance analysis 

KPI 1.2 

Media distribution list/ 
database Henkel internal 

Minimum standard:
Media distribution list in high quality

Annual by 31.12.2008  
• Audit by regional manager 
• Part of regional annual report to HQ

KPI 1.3 

Press kit 

Minimum standard: 
Press kit in localized version Annual by 31.12.2008  

• Audit by regional manager 
• Part of regional annual report to HQ

KPI 1.4

No. of press releases 
(incl. adapted HQ releases and the like 
but incl. Corporate Press releases  
connecting Henkel to product brand but 
excl. mere product brand PR press 
releases)

Minimum standard:
No. of press releases ? 10 
High standard
No. of press releases ?30

Monthly report
• Audit by regional manager
• Part of regional annual report to HQ  

[…]
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Level of KPIs

* according to DPRG: German PR association
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OutputOutput

OutcomeOutcome
OutgrowthOutgrowth

OutflowOutflow

Clippings
# of press releases
# of press events

Awareness
Media response 
analysis
PR ad value

Image
Reputation

Corporate Brand Equity

Stakeholder perceptionStakeholder perception
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Recommendations

• Strategy map and BSC are essential tools for steering our worldwide 
CorpCom network

Help our local/regional people to set the right priorities

• Value added by CorpCom on local, regional and global level is more 
transparent

• Budget process is linked with Strategy 
No approval of key projects/budgets without defined KPIs

• Strong Partnership with Finance Department from Day One
(of introducing a Controlling System for CorpCom)

• Focus on key KPIs
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Lessons learned

• Implementation of Strategy Map and BSC has led to higher reporting 
effort

Potential risk of bureaucracy, (over)controlling, constraint on local 
flexibility and creativity

• Introduction involves a change process: Do not underestimate that 
people are afraid to become (too) transparent

• Educate the team on the relevance of ComControlling and live it

• Development of valid KPIs is essential 

Focus on key KPIs which are accepted beyond Communications and    
able to reflect financial value added

Focus on KPIs which are reasonable to evaluate 
(e.g. ratio between PR spending and cost of evaluation)
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Thank you
for your attention!


