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Why a balanced scorecard for
communication?
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Communication management
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Communication contributes to:
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Key competence areas
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The contribution of communication
to the organizational policy

Organizational policy

Communication
by the organization

Communication department
sum of activities

The individual activities

Bl RN e emn

Communication quality

Allocation of Allocation of
manpower budget

Do we do the right

things (choices made)?
+

Do we do them right

(results, criteria)?
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Quality dimensions

A. Concern B. Marketing C. Internal
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communication

communication

communication

1. Clarity

2. Environment orientation

3. Consistency

4. Responsivity

5. Effectivity and efficiency

OVERVIEW OF INDICATORS
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A. B. C. D.
Concern Marketing Internal Organization of
comm tion | cc ication |com tion | communication
1. clear positioning | clear positioning | information to communication
Clarity of the of brands staff is clear vision is clearly
organisation defined
2. maintain networks | maintain networks | communication communication
Environment for the for distribution reinforces function is well
oriented/ organization’s and sales commitment and | embedded in the
linkages reputation supports change | organization
management
3. coherence with coherence coherence with common
Consistency other functions marketing mix, HR and with other | startingpoints for
and with other with R&D and communication communi-cation
communication with other domains besides room for
domains communication organizational
domains units and/or
communication
domains
4. monitoring and monitoring and communication feedback is used
Responsiveness | action based on | action based on | contributes to for innovation of
issue market research, |internal views on |communication
management consumer trends | external changes,
and customer communication
complaints skills encourage
internal
responsiveness
5. assess corporate | assess brand internal assess
Effectiveness image, cost images, cost communication communication
and efficiency efficient methods | efficient methods | audits cost quality, time
efficient methods | management
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Useful for:
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A quality system

marita.vos@jyu.fi

11

12


mailto:marita.vos@jyu.fi
mailto:marita.vos@jyu.fi

Case studies:
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Cobweb with quality dimensions
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What is the communication quality
In the municipalities?
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How is the measurement method
evaluated?
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