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Abstract
The purpose of this article is to propose a Sustainable Balanced Scorecard model for Chilean
wineries (SBSC). This system, which is based on the Balanced Scorecard (BSC), one of the
most widespread management systems nowadays in the world, Rigby, and Bilodeau (2011),
will allow the wine companies to manage the business in two dimensions: sustainability, which
will measure how sustainable is the business and the temporal dimension, linking the
measurement of strategic performance with the day to day. To achieve the target previously
raised, a research on sustainability will be developed, along with strategic performance
measurement systems and a diagnosis of the Chilean wine industry, based on in-depth
interviews to 42 companies in the central zone of Chile.
On the basis of the assessment of the wine industry carried out, it is concluded that the bases
for a future design and implementation of the SBSC system are in place since it was found that
83% of the vineyards have a strategic plan formally in place, which corresponds to the input of
the proposed system.
Key words: Sustainability, Strategic Performance Measurement Systems, Balanced Scorecard,
Wineries
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1. INTRODUCTION
In light of current events such as global warming and the pervasive changes in climate that
affect our world and threaten our ecosystems and economic outlook therein, sustainability has
become increasingly more important and has drawn greater attention in the business world.
Sustainability is a property that arises from sustainable development, which in turn is defined
as "Development that meets the demands of the present without compromising the ability of
future generations to meet their own needs" (Brundtland of the UN Commission, 1987). The
wine industry, one of the oldest industries in the world (Pretorius, 2000) is no exception;
however, it has been slowly assimilating sustainability in its management. In California, United
States, the first program of sustainable viticulture was introduced in 1992 (Ross and Golino,
2008). However, 13 years had to go by before the first six vineyards would certify themselves
under this program (Warner, 2007). Meanwhile in Chile, as recent as 2010, there was the
creation of the first initiative of its kind, the national code of sustainability of the Chilean wine
industry, which sought to homologate the national wine industry practice to the standards
adopted by other main players in the industry. Three years later, 43 wine companies have been
certified (http://www.sustentavid.org/es/htm/listado.htm, 2013).
Globally, this industry faces a fairly favorable scenario since according to the International
Wine and Spirit Record (IWSR), the year 2010 moved a volume of 23.6 trillion liters,
representing 183,1 billion with a growth of 4.5% since 2005, waiting for 2014 an increase of
3.2% compared to the year 2010, (2010 IWSR). This is reinforced by a publication of the Salon
Bordeaux Vinexpo, stating that the global consumption of wine between 2012 and 2016 will
increase by 5.3% (Salon Vinexpo in Bordeaux, January 2013). In this favorable scenario, Chile
stands out as a relevant player, where with its 351 wine companies (Foundation ProChile,
2012) it became the seventh producer, and fifth exporter worldwide during the year 2012
(International Organization of Vine and Wine, 2013).
On the other hand, you can visualize challenges in the wine sector in regards to effective
coordination and collaboration among national industry players as far as the management of
relevant industry information is concerned (Chilean wine Corporation, 2007). In addition,
Chilean wines use little analytical information if anything, which harms access to the super
premium wines and icons markets, where competitors use applied science to increase the
quality and competitiveness (Moguillansky, 2006). However, in spite of the need to address
these opportunities and challenges, thus far there has not been a single system identified that is
especially designed for wine enterprises, which can simultaneously measure both: internal
performance and sustainability of the company.
The present article has as main objective to propose a methodology to design a Sustainable
Balanced Scorecard for Chilean Wineries that helps the wine companies to measure the
sustainability of the business and connect the performance of every day with the long term.
This objective will be achieved by addressing the following specific objectives:
•
•
•

Literature review of the following concepts: sustainability, strategic performance
measurement systems, balanced scorecard sustainability in measuring systems.
Diagnosis of management systems used by the Chilean wine industry.
Proposal of the conceptual framework and methodology for designing the SBSC.
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2. LITERATURE REVIEW
Then the concepts that will be the basis of the methodology to be proposed will be analyzed:
sustainability, measuring system performance strategic, Balanced Scorecard and the
sustainability in the Management Control systems.
2.1 Sustainability
The most widely accepted model, to understand sustainability, is that of Elkington's triple
bottom line (1997), which defines the three principles that underlie it:
•
•
•

Environmental integrity, invites companies to ensure that human activity does not
reduce the Earth's resources, understanding these as land, water and air.
Social Equity, ensures that all members of the society have equal access to resources
and opportunities.
Prosperity, promotes a reasonable quality of life through productive capacity of
organizations and individuals in the society (Holliday et al., 2002).

Although many organizations have adopted the rhetoric of sustainability in their external
reports and Mission statements (Newton and Harte, 1997), the real goal may be the
reconstruction of eroded legitimacy (Banerjee, 2008;.) Gond et al., 2009). This skeptical point
of view thrives on lack of impact within the Organization's sustainability study (Bebbington,
2007;) Milne and Grubnic, 2011), in addition to the little attention paid to the role of the
sustainability management control systems which support the organizations (Durden, 2008;)
Herzig et al., 2012).
In order to learn how it is understood in the global wine industry sustainability, Gergely
Szolnoki (2013) developed a research, based on in-depth interviews with 15 companies in the
United States, France, Germany, Italy, Spain, Hungary and Greece. One of the main
conclusions of the study, is that the majority of those interviewed associated sustainability to
environmental or green issues. Only some of them also considered the other two dimensions,
economic and social.
2.2 Strategic Performance Measurement Systems (SPMS)
Over the past decade, a large number of companies have transformed significantly the
measurement of performance and management systems. An important component of this
transformation has been the adoption of systems of measurement of strategic performance
(SPMS) (Franco-Santos et al., 2012, Micheli and Manzoni, 2010;) Rigby, 2009). Based on
these widespread adoption processes, it has been argued that the SPMS have a beneficial
impact on performance (Bisbe and Malaga, 2012;) Crabtree and DeBusk, 2008; Davis and
Albright, 2004; De Geuser et al., 2009; Hoque and James, 2000) and that this impact is mainly
achieved through the contribution of SPMS in successful implementation (for example, better
communication, better execution, and more effective monitoring) of the proposed strategies
(Mayo et al., 2005;.) Kaplan and Norton, 2000, 2004; Murby and Gould, 2005).
The SPMS can be understood as a subset of PMS. Bispe and Malaga (2012) propose that
SPMS are defined as those interfaces that have distinctive features such as:
•
•

The integration of strategic with operational objectives.
The provision of performance measures in multiple perspectives.
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•
•

The provision of a series of goals/indicators/objectives/action plans for each
perspective.
The presence of explicit causal relationships among the goals or performance measures.

On the other hand, Franco-Santos et to al. (2012) defined in a more concrete way the distinctive
traits of the SPMS. According to them these are, in the end, intended to support the
achievement of the company's strategic objectives, to be measured through both financial and
non-financial measures.
These perceptions of the SPMS have been challenged by recent research. A stream of studies
suggests that the SPMS can be used not only to ensure the implementation of the planned
strategies but also to shape their formulation processes (Bourne et al., 2000;) Gimbert et al.,
2010; Kaplan and Norton, 2008).
Within SPMS there are tools such as the Balanced Scorecard (BSC) (Kaplan and Norton,
1992), the levers of control (Simons, 1995) and the performance Prism (Neely et al., 2002). Of
these three models, the BSC is one of the most widely used strategic performance measurement
systems today. 63% of the 1,230 companies surveyed in the study of Rigby and Bilodeau
(2011) used the BSC. This is reinforced by 60% of the Fortune 500 companies, which used the
BSC in 2011 (http://www.leadershiprising.com ).
2.3 Balanced Scorecard (BSC)
The BSC was born in 1992 as a result of the research done by Kaplan and Norton (1992) on
twelve U.S. companies, which stood out for their excellent performance measurement
systems. This system proposes that the strategic objectives, indicators and action plans of a
company be grouped together into four perspectives: financial, customer, internal learning
and development processes (Kaplan and Norton, 1996).
Kaplan and Norton (1996) provide a procedural framework through which the BSC can be
applied as a system and thus help to manage the company's strategy.
The proposed framework has four stages (Kaplan and Norton, 1996):
•
•
•
•

"The translation of the vision", refers to the clarification and the achievement of a
consensus on a version of the strategic vision of the company, that is operating at all
levels of the organization, from the top level down to the local level.
"Communicate and link", the process by which managers communicate their strategy
from the top to bottom in the Organization, linking departmental and individual
objectives.
"Business planning", the financial budget is integrated with the strategic objectives.
"Feedback and learning", offers companies the ability to develop strategic learning,
cause and effect relations, and can check the operation of the strategy.

The BSC model identifies four related activities that may be critical for the majority of
organizations at all organizational levels: (a) investment in learning and growth capabilities, (b)
improving the efficiency of internal processes, (c) the provision of value to the customer, and
(d) increasing the company's financial success. (Kaplan and Norton, 1992, 1993, 1996, 2001,
2004).
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Likewise, the four classic prospects proposed in the model are:
(a) the perspective of learning and growth. This perspective reflects the ability of employees,
information systems and organizational alignment to manage a business and adapt to change.
The success of the process depends on qualified and motivated employees as well as accurate
and timely information.
(b) the internal process perspective. A causal model of the BSC assumes that the capabilities of
employees drive the improvement of internal processes. Kaplan and Norton divided the
company into a generic value chain, identifying four areas of high-level processes: (1)
innovation, (2) customer management (3) operations, and (4) regulations and the environment.
Each of these areas may include the company's main processes and sub-processes.
(c) the customer's perspective. Identifies the outcomes associated with the delivery of the
differentiated value propositions. This includes the market share in specific customers
segments that are gained with target customers, the acquisition and retention of customers in
specific segments and customer profitability.
(d) the financial perspective. Financial performance measures indicate if the company's
strategy, implementation and execution contribute to the improvement of the company's bottom
line. The financial perspective considered strategies for productivity and growth, both having
direct impact on the increase in the value of the business.
Kaplan and Norton (2009) also suggested the possibility of modifying, adding new
perspectives or modifying the original ones, based on the prospects that they initially defined.
Skandia, for example, added a fifth perspective that focused on human resources.
In addition, Kaplan and Norton (2004) created a powerful, strategic mapping that companies
can use to describe the relationship between intangible assets and the creation of value with a
degree of unprecedented clarity and precision. The strategy map can be used to link the
processes with the desired results, evaluate, measure and improve processes that are most
critical to the company's success, and also help guide investments in human, information and
organizational capital.
Today the BSC can be defined not only as a set of relevant performance measures, both at the
strategic and at the operational level, but as a management tool that plays a key role in
implementing the strategy, involving management processes such as planning, budgeting and
development control. De Geuser et al. (2009), were able to see a positive impact on increasing
the performance of the companies that use it, specifically reflected in the integration of
processes and empowerment of the people.
To design a BSC, its authors Kaplan and Norton (2009), proposed a series of interviews and
workshops in order to develop the necessary information that permits to use the tool
effectively. However, one must mention that it is possible to identify other proposals for
designing the BSC, among which it is recommended to check Göran Olve et al. (1999), Paul
Nieven (2007) and Kovacevic and Reynoso (2010).
2.4 The sustainability in the control management systems.
Although sustainability has been discussed in the literature of control systems management
(CSM) to describe the appearance of sustainability control systems (later SCS) as eco-control.
This line of research focuses mainly on the influence of these systems in the environmental and
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financial performance (Henri and Journault, 2009, 2010). Little is known about the nature and
mode of integration between SCS and more traditional MCS (Durden, 2008); However, the
SCS can contribute to an effective integration of the sustainability strategy only when they
report to the MCSs and are not used as autonomous strategic tools (Burgelman, 1991;) Simons,
1995). If the latter occurs, the SCS can remain removed from business activities altogether,
something which would make difficult, if not impossible to support the strategy
reconfiguration.
In Table no. 1 (see Appendix), there are some sustainable control systems that have been
proposed, identifying their names, authors, year of publication and features.
3.0 Diagnosis of the Chilean Wine Industry.
In Chile, the 351 companies in the wine industry (Foundation ProChile, 2012), stretching from
the IV region of Coquimbo to the IX region of the Araucanía (http://www.winesofchile.org,
2013); the largest productive areas being the regions of Maule, Libertador Bernardo O'Higgins,
and the Metropolitan Region, that together represent 92.2% of the total of the wine produced in
the country.(Foundation ProChile, 2013)
To learn of the industry and thus to identify whether there are the basis for the design of the
SBSC, a field analysis will be carried out which is subdivided into four stages: sample
selection, survey design, field work and data analysis.
3.1 Sample selected
In order to identify a representative sample of the Chilean wine industry, a sample was
selected as the basis for 99 exporting vineyards in Chile that form the Wine Association of
Chile (2012) mainly for two reasons. First, it had to be a good size sample representing 28%
of the 351 wine companies existing in Chile (Fundación ProChile, 2012). While the second
reason stems from the fact that, in order to be present in the international markets which are
clearly more competitive, the wineries chosen for the sample should have a greater
technological development and thus be more prone to having control management systems,
as it is the case of the BSC.
3.2 Survey design
The instrument designed to carry out exploratory research was a survey which was evaluated
by professionals with experience in both the wine industry and the academic world. This
allowed to make relevant improvements that were reached after two months of work, in
terms of the best option to be used for this phase. Likewise, the survey was divided into two
sections, the first concerning the background of the company, while the second consisted of
analyzing with respect to the BSC, the conditions prevailing in the company for the design
of the model, the presence of the BSC in the enterprise, the evaluation of the degree of
implementation of the BSC and the effectiveness of the implemented BSC. The types of
questions and their distribution are presented in Table no. 2 (see Appendix).
3.3 Field work
Field work began reviewing the web pages of 99 wine companies selected, in order to
identify any phone or mail through which you could communicate with them. Result of this
work managed to generate a data base with 94 wine companies whose effective contacts
were invited, through an e-mail, to take part in the research. To date, there have been 42
interviews done, representing 42% of the sample selected and 12% of the universe of
vineyards in Chile. On the other hand, only two wineries decided to not participate in the
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study, while the remaining 50 companies, after four attempts, still remain unanswered,
which suggests that they are not interested in participating in the study.
Finally, the meetings were in person in the same vineyards, with an average duration of 50
minutes. These were endorsed, with physical record both the audio recording.
3.4 Data analysis
Of the 42 interviews conducted, 64% of participants were the general manager or the
manager of a specific area (line manager). 55% corresponds to large companies, which have
an annual turnover exceeding $ 4.5 million. With respect to the distribution of the labor
force, as often happens in companies within the agricultural industry, 82 percent of
employees are technical or non-professional staff.
Within the management systems most used by companies, stand with a 43% ISO 9001 and
with 40% of the cases the sustainability code of Chile. The main reason why these
companies have implemented these management systems was that they were part of their
business strategy, rather than using them just to follow a fad (see Table 3, Appendix).
To enter the strategic analysis of enterprises, 83% of companies said to have a strategic plan
formally established, which is formulated in 60% of cases in a participative manner, i.e.
involving employees of various hierarchical levels, such as managerial, under-managerial
and headquarters areas. The elements that are most present in the strategic plan are in 91%
of cases "The mission" and 82% of the companies, both "The Vision", as "Strategic
objectives".
Only 17% of the companies says not to possess a formally defined strategic plan, where the
reason for this, in 50% of cases, is that the company is in stage of development, so it doesn't
have time to do so. While in 25% of cases, the reason was that the company is so small and
at the same time with a fairly flat structure, which does not need to have formalized strategic
plan. Finally, in 25% of the remaining cases, the cause is that a formal plan rests on several
grounds, being the most important the lack of management commitment and lack of
knowledge for strategic planning.
We found cases of companies which used the BSC. 14% confirmed to have designed the
BSC in their company, being some of their background:
•
•
•

•

83% corresponds to large companies.
More than 50% of its production is exported.
With about 67% of them having implemented management systems, having both ISO
9001 and the HACCP. In 50% of cases it has the sustainability code of the Vineyards
of Chile. With regard to this last point, it must be mentioned that to analyze the overall
result in 40% of cases they have been certified in the sustainability code, however
focusing on the group of companies that have developed the WCC, this increases by
10%, which makes us think that companies that possess the BSC are more prone to
certify the sustainability of their business.
With respect to the main benefits that have been achieved thanks to the implementation
of the BSC, there are three: planning improvements, improvements in Control and
greater alignment (see Figure 1, Appendix).

Finally, the industry diagnosis reveals that the basis are set in order to develop the SBSC that
this study proposes, given that most already have a strategic plan formally in place, which will
form the basis of this. On the other hand, a 14% has the BSC, which shows the real possibility
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of using this type of management system in Chile and the fact that it can be used as a basis for
the SBSC.
4.0 Proposal of the CONCEPTUAL framework and methodology for designing the SBSC.
The basis for the SBSC is the Balanced Scorecard (BSC) (Kaplan and Norton, 1992), the
evaluation of the performance of the day to day with the long term support. On the other hand,
will help measure sustainability in its three dimensions: environmental, social and economic.
You might think that the BSC already considered the evaluation of sustainability, but not in a
direct way, since internal processes perspective includes social and environmental issues
(Kaplan and Norton, 2004). The difference will be that the SBSC will deem two additional
perspectives: social and environmental (see Figure 2, Appendix), which is something that was
nonexistent in prior approaches.
The steps that one should follow to design the SBSC are six:
1 ° step: preparation for design: A meeting with the management of the wine company is
held, in order to explain the benefits and requirements that would be the development of this
new system that will be generated. Additionally, the extent that the new system will have
within the company must also be defined, i.e. which area will be chosen to begin with the
design needs to be decided upon. Then there comes the need to build the team that will work on
the design of the system and continue on thereafter.
2 nd step: establish or confirm the strategic focus of the company: This stage aims to
confirm whether the company has a defined strategic focus in place or not, i.e. a mission,
vision, strategic objectives and strategy. If the company has these guidelines, one is to check
and confirm their understanding and acceptance of these. However, if the company does not
have them already defined, they should build them and elaborate on their alignment before
moving on to the next stage.
Step 3: design of the Vine: Using it as a basis upon which to build on the model further, the
strategic map of the BSC model defines six structural system prospects. By way of global
overview, the structural prospects are located at the top of the vine, from which the strategic
objectives would be established, along with the strategic performance indicators therein, and
from which the sub-indicators would stem.
Economic Outlook: Seeks to answer the following question: can we generate value for current
and future generations?. The above, which would help maintain a reasonable quality of life,
could be represented by the following strategic goals proposed generically by Kaplan and
Norton (2004):
•
•
•

Improved cost structure
Increase the value for the customer
Sustained business value

Customer perspective: To seek to respond to the following question: what is the value
proposition for our clients?, so as to gain and maintain their loyalty. In order to propose
objectives that represent the reality of the companies in the wine industry, the methodology
was used to design the mission, proposed by Abell (1980), which is based on three questions:
what are the customer needs being met?; Who is fulfilling them? and how are these needs being
fulfilled?. The first of these questions will help identify the value proposition that the company
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seeks to deliver.
The Mission of each company was obtained by logging onto its website, where out of 42
companies we were able to identify 24 missions, presenting the results in table Nº 4 (see
Appendix).
Finally, the objectives that will be proposed for this perspective, will be:
•
•
•
•

Improve quality
Achieve the best wines
Achieving sustainability
Providing excellent service

Internal process perspective: This perspective will answer the following question: How can we
deliver the value proposition that the customer requests?. Knowing what the customer wants
(value proposition) is to identify what should be done internally in order to meet this. The
objectives will be proposed on the basis of those formulated by Kaplan and Norton (2004).
•
•
•
•
•
•

Reduce the production costs
Improve processes continuously
Improve responsiveness of the process
Improve the capacity used in fixed assets
Identify new products
Develop relationship with customers

Environmental perspective: This perspective seeks to answer the following question: How do I
care for being a good neighbor-friendly?. Based on the research done by Christ and Burritt
(2013), which identified the specific areas of the environmental sector faced by the companies
in the wine industry, we propose the following strategic objectives:
•
•
•
•
•

Increase the quality and use of water
Improve the management of organic and inorganic solid waste
Increase energy efficiency
Reduce greenhouse gases
Reduce the use of chemicals

Learning and development perspective: this perspective will respond the following question:
can we give continuity to the business in the future?. This perspective covers such issues as
intellectual capital, generating with it, on the basis of the works done by Kaplan and Norton
(2004), the following objectives:
•
•
•
•
•

Improve the work environment
Reduce turnover
Improve the level of employee satisfaction
Increase the powers of employees (empowerment)
Develop information systems

Social perspective: This perspective will help answer the following question: are we good
neighbors with the community in which our businesses are developed. The objectives of this
approach are presented in table N ° 5 (Appendix).
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Finally, once the objectives for each perspective are proposed they must be connected in a
cause and effect relation.
4 th step: proposal of critical success factors: At this stage, for each of the above-mentioned
strategic objectives, additional critical success factors are proposed, which are those elements
that can only be words not numbers. These are intended to pave the way for the definition of
further indicators that will be proposed. For example, if you think about the strategic objective
of increasing earnings, two critical success factors could be income and cost.
5 step: operationalization of the strategy : In this step it is proposed to build the 3M matrix,
so called due to the fact that it invites concrete proposals for each strategic objective: strategic
performance indicators (measures), goals and means. For example, for the strategic objective
increased business profitability, a measure could be: ROE, the goal could be an increase by
10% during the year 2014 and the environment would be the action(s) that would be proposed
to support the achievement of this objective.
Step 6: breakdown of the SBSC : Finally, the system must be expanded and made pervasive
down to the bottom of the organization within the wine company. To do so, one can use the
management by objective methodology (Peter Drucker, 1954), in order to generate a waterfall
effect to reach the operational level of the companies, thereby generating alignment with the
strategic objectives already defined and consequently with the mission and vision of the
vineyard. For example, having defined strategic objectives and their respective performance
measures the operations manager of a business must meet with his/her direct subordinates and
together they ought to define common goals. Based on these goals the performance measures
ought to be proposed which assess their achievement. This process continues on until you reach
the bottom of the organization.

5.0 CONCLUSIONS
You can conclude that it is possible to propose the design of a Sustainable Balanced Scorecard
(SBSC), allowing the company to achieve a management level that connects the day to day
with the strategy and at the same time, it is able to measure the sustainability of the business.
On the other hand, on the basis of the Chilean wine industry diagnosis done, it can be
concluded that 83% of them have a strategic plan formally established, which is key for the
design of the proposed system. Additionally, a positive correlation exists between the BSC and
sustainability management system, which identifies that companies that do have a BSC in place
are more likely to have the sustainability code of wines of Chile, which could imply that both
systems could coexist without problem. The above translates in positive signals for a future
successful implementation of the SBSC.
That is why, as a way to continue with the validation of the proposed system, we validate the
model through the design of a company which has already been contacted and which has
confirmed its interest in participating.
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Appendix
Table No 1: Sustainable Control Systems
Name

Authors

Publication
year

Features

Sustainability Scorecard

KPMG

2002

Sustainable scorecard
(SBSC)

Dyllick and
Schaltegger
Figge et al.
Arnold et al.

2001

Balanced Scorecard to
Implement Sustainability

Epstein and
Wisner

2001

S/N

Bieker

2002

Sustainable added value

Figge and
Hahn
Schmidt et to
the.
Schaltegger
and Wagner

2004

Sustainability planning
and Control

Bonacchi and
Rinaldi

2007

Sustainability balanced
scorecards for
environmental services

Dias-Sardinha
et al.

2007

Sustainability budgeting,
Variance Analysis,
Balanced Scorecard,
Life-Cycle Costing and
Activity Analysis
Sustainability balanced
scorecard

Roth

2008

It considers the four BSC perspectives, in order to establish
environmental performance, environmental information
indicators and reporting system.
Designed as a tool to integrate and manage the value
oriented to sustainability, whereas a 5th perspective, which
considers environmental and social aspects.
They propose 36 indicators of sustainability in 12 fields, in
order to integrate the traditional perspective of the BSC in
the dimensions of sustainability.
Incorporating to the BSC model, for each perspective, key
success factors and KPI in the environmental and social
dimensions
It suggests a cyclic structure of the BSC, where "Society" is
added to the traditional model as a 5th perspective and also a
way to provide further explanation of the cause - effect
mechanisms amongst the five perspectives.
Proposed a monetary measure of the contribution of the
Corporation to the achievement of sustainability
The objective of this model is to quantify the sustainability
of products and processes, based on the three pillars.
They propose a scheme, which manages, measures and
communicates the sustainability of companies, through the
link between Sustainability balanced Scorecard, accounting
and communication of sustainability
Propose a multidimensional and multilevel model, which is
based on a set of primary and secondary measures that are
organized by using two management instruments:
Sustainability DartBoard and Sustainability Clover.
In their proposal the classic financial perspective is called
"Triple Bottom Line Value Creation", including therein
objectives in the economic, social and environmental
dimensions.
For each of this cost management tools, joined you the
environmental and social dimensions.

Hubbard

2009

Sustainable scorecard
(SBS)

Seebalance ®
Sustainability
performance
measurement

2002
2001-2005

2005
2006

It proposes a set of measures grouped into six perspectives,
all four of the BSC, plus one with a focus on environmental
issues and one with a focus on social aspects. In addition, it
proposes a sustainability index for the organization.
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Table No 2: Distribution of Survey Questions
Type of question

Quantity

Open

5

Multiple selection (Selection between
alternatives)

12

Dichotomous (Only two possibilities Yes or
No)

5

Scale psychometric (In this kind of question
the respondent has to choose the answer
using Likert rank)

14

Total Question

36

Table No 3: Most common management systems and the reason why it was
implemented
Management system

Reason

Percentage

Market demand

Strategy

ISO 9001

43%

39%

59%

Certificate of sustainability

40%

44%

65%

HACCP

40%

53%

59%

Carbon footprint

31%

46%

46%

Clean production agreement

31%

23%

69%

Figura No 1: BSC Implementation Benefits
Improvemente in Management Control
Higher commitment
Improvements in Planning
Improvements in Financial Statements
Better alignment with the company's mission and
vision
0,0

0,5

1,0

1,5

2,0

2,5

3,0

3,5

4,0
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Figure No 2: Classic v/s New System

Table No 4: Proposal of value provided by Chilean wine companies
Value proposition

Percentage

Quality

88%

The best wines

25%

Sustainable

25%

Excellent service

8%

Development of employees

4%

Improve moments of pleasure to people

4%

Wines with identity

4%
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Table No 5: Objective Strategic Social perspective
Strategic objectives

Source

Ethics

Sustainability Code of Chile

Improving working conditions

Global Reporting Initiative (GRI), Sustainability code
and Oshas 18001

Increase engagement with the
Community

Sustainability Code of Chile

Healthy and safe consumption

Global Reporting Initiative (GRI) and Sustainability code

Respect for the privacy of the
consumer

14

References
Abell, D. (1980), Defining the business: The Starting point of Strategic Planning, Prentice –
Hall.
Arnold, W., Freimann, J. and Kurz, R. (2001), “Vorüberlegungen zur Entwicklung einer
sustainable balanced scorecard für KMU”, UmweltWirtschaftsForum (UWF), Gemany:
Springer-Verlag, Vol. 9 No 4, pp. 74-79.
Arnold, W., Boguslawski, A. von, Freimann, J., Geiger, C., Hermann, S., Kurz, R., Kutz, H.,
and Schulz, B. (2005), “Sustainable balanced scorecard: Zukuenftsfaehige Strategien
entwickeln und umsetzen”, Eschborn, Germany: PKW-Verlag.
Banerjee, S.B. (2008), “Corporate social responsibility: the good, the bad and the ugly”,
Critical Sociology, Vol. 34 No 1, pp. 51-79.
Bebbington, J. (2007), “Changing organizational attitudes and culture through sustainability
accounting”, In: Unerman, J., Bebbington, J., O’Dwyer, B. (Eds.), Sustainability Accounting
and Accountability, Routledge, London, pp. 226–242.
Bieker, T. (2002), “Managing corporate sustainability with the balanced scorecard: Developing a balanced scorecard for integrity management”, Paper presented at oikos PhD summer
academy 2002 Sustainability, Corporations and Institutional Arrangements, oikos foundation
for economy and ecology, St. Gallen, Switzerland. Retrieved August 2007, from
http://www.iwoe.unisg.ch/org/iwo/web.nsf/18d08957e7711e48c12569f50045e851/
af0f51dab5ad967ec12569f2003c7416/$FILE/ ATTS86CE/OIKOS_Bieker.pdf
Bisbe, J. and Malagueño, R. (2012), “Using strategic performance measurement systems for
strategy formulation: Does it work in dynamic environments?”, Management Accounting
Research, Vol. 23, pp. 296-311.
Bonacchi, M. and Rinaldi, L. (2007), “DartBoards and clovers as new tools in sustainability
planning and control”, Business Strategy and the Environment, Vol. 16 No 7, pp. 461-473.
Bourne, M., Mills, J., Wilcox, M., Neely, A., Platts, K. (2000), “Designing, implementing and
updating performance measurement systems”, International Journal of Operations &
Production Management 20 (7), pp. 754–771.
Burgelman, R.A. (1991), “Intraorganizational ecology of strategy making and organizational
adaptation: theory and field research”, Organization Science, Vol. 2, pp. 239-262.
Corporación Chilena del Vino (CCV). (2007), “Sector Vitivinícola se reunió con Ministro de
Agricultura”, available at: http://www.ccv.cl/reportajes_datos.php?id_reportaje=5.
Crabtree, A. and DeBusk, G. (2008), “The effects of adopting the balanced scorecard on
shareholder returns”, Advances in Accounting, Vol. 24 No.1, pp. 8-15.

15

Christ, K. and Burritt, R. (2013), “Critical environmental concerns in wine production: an
integrative review”, Journal of Cleaner Production, Vol. 53, pp. 232-242.
Davis, S. and Albright, T. (2004), “An investigation of the effect of Balanced Scorecard
implementation on financial performance”, Management Accounting Research, Vol. 15 No. 2,
135-153.
De Geuser, F., Mooraj, S. and Oyon, D. (2009), “Does the balanced scorecard add value?
Empirical evidence on its effect on performance”, European Accounting Review, Vol. 18 No.
1, pp. 93–122.
Dias-Sardinha, I., Reijnders, L. and Antunes, P. (2007), “Developing sustainability balanced
scorecards for environmental services: A study of three large Portuguese companies”,
Environmental Quality Management, Vol. 16 No 4, pp.13-34.
Drucker, P. (1954), The Practice of Managemente, HarperCollinsPublishers, New York,
EEUU.
Dyllick, T. and Schaltegger, S. (2001), “Nachhaltigkeitsmanagement mit einer sustainability
balanced scorecard”, UmweltWirtschaftsForum (UWF), Vol. 9 No. 4, pp. 68-73. Germany:
Springer-Verlag.
Durden, C. (2008), “Towards a socially responsible management control system”, Accounting,
Auditing & Accountability Journal, Vol. 21 No. 5, pp. 671-694.
Elkington, J. (1997), “Cannibals with Forks: The Triple Bottom Line of 21st Century
Business”, Capstone, Oxford.
Epstein, M. and Wisner, P. (2001), “Using a balanced scorecard to implement sustainability”,
Environmental Quality Management, Winter, pp. 1-10.
Figge, F., Hahn, T., Schaltegger, S., & Wagner, M., 2002. The sustainability balanced
scorecard-theory and application of a tool for value-based sustainability management. Paper
presented at the Greening of Industry Network Conference "Corporate Social ResponsibilityGovernance for Sustainability", Gothenburg. Retrieved August 2007, from
http://cleanerproduction.com/SBS/SBC% 20Theory% 20and% 20Appl% 20 -% 20Figge.pdf.
Figge, F. and Hahn, T. (2004), “Sustainable value added—measuring corporate contributions to
sustainability beyond eco-efficiency”, Ecological Economics, Vol. 48 No 2, pp. 173-187.
Franco-Santos, M., Lucianetti, L. And Bourne, M. (2012), “Contemporary performance
measurement systems: A review of their consequences and a framework for research”,
Management Accounting Research, Vol 23, No. 2, 79-119.
Garengo, P., Biazzo, S. and Bititci, U.S. (2005), “Performance measurement systems in SMEs:
a review for a research agenda”, International Journal of Management Reviews, Vol. 7 No 1,
pp. 25-47.

16

Gimbert, X., Bisbe, J., Mendoza, X. (2010), “The role of performance measurement systems in
strategy formulation processes”, Long Range Planning 43, pp. 477–497.
Gond, J.-P., Palazzo, G. and Basu, K. (2009), “Reconsidering instrumental corporate social
responsibility through the Mafia metaphor”, Business Ethics Quarterly, Vol. 19 No 1, pp. 5558.
Göran, N., Roy, J., Wetter, M., 1999. Implantando y Gestionando El Cuadro de Mando
Integral.
Henri, J.-F. and Journault, M. (2009), “Revisiting the link between management control
systems and strategy in contingency-based research”, Paper of the Annual Conference of the
Canadian Accounting Academic Association.
Henri, J.-F. and Journault, M. (2010), “Eco-control: The influence of management control
systems on environmental and economic performance”, Accounting, Organizations and
Society, Vol. 35, pp. 63-80.
Herzig, C., Viere, T., Schaltegger, S., Burritt, R. (2012), “Environmental Management
Accounting”. Case Studies of South East-Asian Companies, Routledge, London.
Holliday, C., Schmidheiny, S. and Watts, S. (2002), “Walking the Talk: The Business Case for
Sustainable Development”, World Business Council for Sustainable Development: Geneva,
Switzerland.
Hoque, Z. and James, W. (2000), “Linking balanced scorecard measures to size and market
factors: impact on organizational performance”, Journal of Management Accounting Research,
Vol. 12, pp. 1-17.
Hubbard, G. (2009), “Measuring organizational performance: beyond the triple bottom line”,
Business Strategy and the Environment, Vol. 18 No 3, pp. 177-191.
IWSR, (2010). The International Wine & Spirit Record Forecast report 2011–2015, November
2010 (/http://www.iwsr.co.uk/S).
International Organisation of Vine and Wine (OIV). 2013. Statistical report on world
vitiviniculture 2013.
Kaplan, R. and Norton, D. (1992), “The balanced scorecard – measures that drive
performance”, Harvard Business Review, Vol. 70 No. 1, pp. 71-79.
Kaplan, R. and Norton, P. (1993), “Putting the balanced scorecard to work”, Harvard Business
Review, Vol. 71 No 5, pp. 134-147.
Kaplan, R. and Norton, D. (1996), “Using the balance scorecard as a strategic management
system”, Harvard Business Review, Vol. 74 No 1, pp. 75-85.
Kaplan, R. and Norton, D. (2000), “Having trouble with your strategy? Then map it”, Harvard
17

Business Review, Vol. 78 No. 5, pp. 167-176.
Kaplan, R. and Norton, D. (2001), The Strategy-Focused Organization: How Balanced
Scorecard Companies Thrive in the New Business Environment, Harvard Business School
Press, Boston, MA.
Kaplan R. and Norton D. (2004), Mapas Estratégicos, Convirtiendo los Activos Intangibles en
Resultados Tangibles, Harvard Business School Press, Boston, MA.
Kaplan, R. and Norton, D. (2008), “Mastering the management system”, Harvard Business
Review 86 (1), pp. 63–77.
Kaplan R. and Norton D. (2009), The Balanced Scorecard, 3ºEd. Harvard Business School
Press, Boston, MA.
Kovacevic, A., Reynoso, A., 2010. El Diamante de la Excelencia Organizacional, 1º Ed.,
Aguilar, Chile.
Kunc M. (2007), “A survey of managerial practices in the small to medium Chilean wineries”,
Journal of Wine Research, Vol. 18 No. 2, pp. 113-119.
Micheli, P. and Manzoni, J.-F. (2010), “Strategic performance measurement systems: benefits,
limitations and paradoxes”, Long Range Planning, Vol. 43 No. 4, pp. 465–476.
Milne, M.J. and Grubnic, S. (2011), “Climate change accounting research: keeping it
interesting and different”, Accounting, Auditing & Accountability Journal, Vol. 24 No. 8, pp.
948–977.
Moguillansky, G. (2006), “Innovación en la Industria del Vino”, CEPAL, Naciones Unidas.
Murby, L. and Gould, S. (2005), “Effective performance management with the balanced
scorecard”, Technical Report CIMA/INSEAD.
Neely, A., Adams, C. and Kennerley, M. (2002), The Performance Prism: The Scorecard for
Measuring and Managing Business Success, Pearson Education Ltd., London, UK.
Newton, T. and Harte, G. (1997), “Green business: technicist kitsch?”, Journal of Management
Studies, Vol. 34 No.1, pp.75–98.
Niven, P., 2003. The Balanced Scorecard Step by Step. 3ºEd. Gestión 2000.
Pretorius, I. (2000), Tailoring wine yeast for the new millennium: novel approaches to the
ancient art of winemaking. Vol.16, pp. 675-729.
Rigby, D. and Bilodeau B. (2011), “Executive Guide — Management Tools 2011”,
(Bain&CompanyPublishing).http://www.bain.com/management_tools/Management_Tools_and
_Trends_2011.pdf
Rigby, D. (2009), Management Tools. Bain and Company
18

Ross, K. and Golino, D.A. (2008), “Wine grapes go green: the sustainable viticulture story”,
California Agriculture, Vol. 62 No. 4, pp. 125-126.
Roth, H. (2008), “Using Cost Management for Sustainability Efforts”, The Journal of
Corporate Accounting & Finance, (March/April), pp. 11-18.
Salón Vinexpo de Burdeos, (2013), available at: http://www.vinexpo.com/site_medias/
cms_page_media/210/MondeANG.pdf
Schaltegger, S. and Wagner, M. (2006), “Integrative management of sustainability
performance, measurement and reporting”, International Journal of Accounting, Auditing and
Performance Evaluation, Vol. 3 No. 1, pp.1-19.
Schmidt, I., Meurer, M., Saling, P., Reuter, W., Kicherer, A. and Gensch C-O. (2005),
“SEEBALANCE® managing sustainability of products and processes with the socio-ecoefficiency analysis by BASF”, Greener Management International.
Simons, R. (1995), Levers of Control, How Managers Use Innovative Control Systems to
Drive Strategic Renewal, Harvard Business School Press, Boston, MA
Szolnoki, G. (2013), “A cross-national comparison of sustainability in the wine industry”,
Journal of Cleaner Production, Vol. 53, pp. 243-251.
Warner, K. (2007), “The quality of sustainability: agroecological partnerships and the
geographic branding of California winegrapes”, Journal of Rural Studies, Vol. 23 No. 2, pp.
142-155.

19

