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رَبِّ أَوِزِعِنِي أَنِ أَشِكُرَ نِعِمَتَكَ 

الّتِي أَنِعَمِتَ عَلَيَ وَعَلَى وَالّدَيَّ وَأَنِ 

أَعِمَلَ صَالّحّا تَرِضَاهُ وَأَدِخِلِنِي بِرَحِمَتِكَ 
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Abstract

The study aimed to exploring the balanced scorcard of the Sudanese industrial 

companies , where the approach was used exploratory data collection and analysis, 

and the study included theoretically entry for Balanced Scorecard and the importance 

of the curriculum exploratory, Regarding the aspect of applied has been conducting 

interviews (as curriculum exploratory tools) with eight large in Sudan industrial 

companies, and the study concluded multi following results: there is a high practices 

for the application of balanced scorcard in the studied industrial companies but 

differentiated application levels where according to themes, there are many 

companies interested in and apply balanced Scorecard axes but not as a concept and 

strategy followed, whenever the company's size large and operates in a competitive 

environment was Applicability balanced scorcard in which the largest, industrial 

companies studied put financial perspective in first place in terms of importance night 

clients axis and then learn and growth perspective and Internal operations 

perspective. The study found many of the following recommendations: the industrial 

companies Sudanese embrace the use of balanced scorcard concept and a strategy for 

measuring and managing performance. I have to small-sized companies adopt a 

balanced scorcard as they have a clear impact on large companies, should a business 

the study balanced scorcard and publicize it more widely card for being one of the 

most modern methods of measurement, which can transfer Sudanese companies to 

the world. 
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