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BALANCED SCORECARD AND COMMUNICATION PLAN
Key Trends, Assumptions and Risks
A balanced scorecard is a performance management tool that is used to analyze the strategic initiatives of a company by outlining the various strategic goals and objectives of a company as well as their measurement metrics and targets in order to optimize the performance of critical areas of a company.  Since the proposed new division operates in competitive environment that is experiencing rapid technological innovations, increasing online marketing, buying and selling, increasing global interest as well as consumer demand, the final business model is assumed to be an innovative one which means that the company will have to spend a considerable amount of money to set up the new division by installing new machines, increasing the number of employees and training costs for the employees who will work in the new division and many other set up costs. Another assumption is that the company will have to compete in new market segments and has to look for ways of maintaining a competitive advantage in the industry as it looks to serve even in the global markets. The new division will have to be innovative enough to gain a global appeal. However, the main risks that may face the business include fluctuating prices in the international market, stiff competition that can reduce the company’s profitability, increased uncertainty due to rapid technological developments, lack of enough resources to support the business strategy, technological problems and lack of proper training and development that can greatly impact on the success of the business (Paul, 2010).
In light of the above trends, assumptions and risks, the following strategic objectives will be utilized as measures of attaining the vision and mission of the new division of the existing business.  
  
Balanced Scorecard
	Quadrant 
	Strategic Objective
	Measure 
	Target for Year 1

	Financial Perspective
	To increase the market share

Be profitable within the first year
 
Improve the competitive position in the herbal industry
	Percentage increase in market share

Profit margin



Control 50% of the total sales in the herbal industry
	10%

Break even



Increase total sales by 15% per quarter

	Customer Perspective
	Improve customer service in the market

To ensure excellent quality for products offered

To focus on customers and increase their loyalty
	Market share

Customer satisfaction

Customer retention and loyalty
	5% per year


Increase the rate of customer satisfaction by 3% every quarter



Retain more than 60% of customer base annually 

	Process or Internal Operations 
	To increase the efficiency of the supply chain

Improve the recognition of the company’s name
Improve the productivity of the new division 

	Average unit cost and cycle time


Intensity of the marketing and advertising campaign put in place
Productivity rate of the new division
	Reduce the average unit cost and cycle time by 2% every quarter.
Increase the company’s presence in 3 months
Increase the average output of the new division by 5% annually for the next 3 years

	Learning and Growth
	Increase the employees’ knowledge about the business strategy

Enhance the capability of creating innovative technology

Improve the job satisfaction of employees
	Number of training hours used



Introduce new emerging herbal products



Employee turnover rate
	Improve the training program to 20 hours per week


Launch one innovative product per year


Reduce the turnover rate by 5% every year



Risk Mitigation and Ethical Implications
Utilizing the balanced scorecard in the strategic initiatives of the company is a very imperative approach for the success of the new division. In order to mitigate the risks identified above, the division should assess all their areas of potential risks since all the strategic objectives are associated with some degree of risk. In order to mitigate these risks, the division should assess all the potential areas of risks inn its strategic initiatives so as to come up with a comprehensive risk management plan that will enable the company deal with unforeseen outcomes of its strategy. For instance, the division should have to keep itself continuously updated with current developments in the herbal industry, differentiate itself from other competitors as well as adopt flexible pricing strategies to take care of fluctuating market prices and to stay above the competition. The division should also comply with all the ethical standards of producing and selling herbal products. Poor quality coupled by dishonest and unfair marketing activities could have ethical implications for the company and can lead to penalties and loss of shareholder value (Pearce & Robinson, 2009). 
Communication Plan
The company’s strategic objectives must be communicated to all the stakeholders in a clear manner so that they can be understood and embraced by everyone to facilitate successful implementation towards realization of the company’s goals. Since the new division aims at achieving several strategic objectives that will improve the performance of the company in terms of financial or shareholder value, customer value, internal operations as well as learning and growth aspects of the company, the following communication plan will be used to communicate those strategic objectives to the relevant stakeholders to achieve acceptance and commitment (Quirke, 2008).  
Purpose 
The purpose of this communication plan is to increase awareness by creating, strengthening and preserving the support of the key division audiences by showing the commitment of the division to performance and organizational success. The performance excellence must manifest itself in terms of positive financial results, increased customer value and retention, improved efficiency of internal operations and learning and growth of the overall organization (Quirke, 2008).  
Audience     
There are various target audiences that the company might contact, serve and influence to drive the organization’s strategic objectives and lead to their realization. The relevant audiences will include the staff, board members, consumers, government, current employees, the division’s community and the media (Quirke, 2008). 

Communication Channel
Several communication channels will be used to communicate the company’s strategic objectives. The first channel that will be utilized be face to face through an open forum with the employees and other organizational stakeholders. This channel is effective as it will help the management to understand exactly how the employees feel about the objectives and how well they are prepared to act on them and helps them to engage in an open and genuine dialogue as they help the stakeholders to understand the goals of the new division. The second channel will be through print magazine as this will help the management to reach all the stakeholders and communicate the objectives in a consistent manner and be able to reinforce the importance of the new division. Another channel that will be used will be through broadcast media as this channel will help the company to address a mass audience through the use of radio and television to clarify to the audience the relevant of the company’s objectives (Quirke, 2008).
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