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Presentation Objectives

* Sense-making defined

* Sense-making in context
— Strategic change
— Information Management
— Narrative
* Sense-making applied
— Knowledge exchange
— Customer relationships
— Product and service prioritization

TKG




Sense-making

The way individuals (and groups of
individuals) create meaning and make
sense of their organizational life and the
environments in which they operate.
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Three Sense-making Frameworks

Karl Weick
« Founded in strategic change (social psychology)
« 1980’s -

« Seven properties of organizational sense-making:
— identity,
— retrospect,
— enactment,
— social contact,
— ongoing events,
— cues, and
— plausibility.
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Three Sense-making Frameworks

Chun Wei Choo
« Founded in the context of the “knowing organization”
° 199018 _ Expeiience

Sense Making

Shared Context for Action

Perceived Problems, Issues\
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Three Sense-making Frameworks

Snowden and
Kurtz

* Founded in
narrative

* Leverages
complexity and
cognitive
neuroscience
principles

* 1990’s -
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© IBM 2003
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Sense-making

* Small group exercise

— Applying the framework via a categorization
exercise
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Case Study: Markets and Customers

Assumptions for the business in the marketplace

2 3 . s 13 . 5 ) LS T T TS S R TS S N N S S S S SN S S S N VR W S VRN TS S W " L W4 of whole MY% of whole

W " v I M 2 7 8 61% %
u [ [ Y 2 0 7 5% 2%
" W m m [ 0w ow 2% 7%
m u m u i1 ] B— u ] M M m 7o 10 as% 20%
m I I m m 2 7 4 7% s
a m m m u u o m M u M ® w0 ar% 2%
A m m m " I m 2 7 6 oo% e%
N W o o u o o u [ m m m m m u u u u 4 v 1% as%
A o o o m o o 1 u u 1 1 o 0 [ 0 s s 1 % 0%
A 1 W 1 1 1 " I 1 i " 0% 2%
a o u o m 19 4 15 0% %
A m [ m 1 [ m m W m " M m s o2 o 0% 2%
a Techmicaly supeior products m u u m I [ I [ [ m m uoon B 7% 20%
N Technology Inovation m m m 2 3 " % 28
a “Trat suppler m m m [ I [ [ m m M B0 0% 2%
s Access o ra m m 2 2 " ao% 2
H Channel poner u u o W [ m W m o u o0 o a2 2%
H Channel srategy vs. rover access o 1 m m m m I 0 I 0 0 1 m © o1 9 2% 0%
H Chane M u o o ] S H 7 % 1%
H ‘Commodity prces i1 i1 i1 3 3 @ &% %
H mpetiion o M M m m m 2 6 s % 1%
H Customer focus u o m I M [ I " u 2 9 i o5% 20%
H oer access m m 1 m " m m m m m I 1 u o o a2 %
B Grower agreement - conracs - Monsanio, et u [ [ 15 5 2 0% %
H ‘GT vs. Presenvalion of CP - GGT Corn Penerat m m m m m m s 6 b 0% 1%
H Uigaton treat [ W I u " 4 2 20% 1%
H rsion m m m m m m M m m m o 5 2w 2% 2%
H Space of mind==>pririzaon m m m m m M M m " 7 9 2 s 2%
H Syngenta size culure slow 0 react u u u u m m m 0 [ w [ [ [ M u m u 7 w1 1% ar%
s Trats / ntellecualproperty ] ] I M m ® H s ar %
] Agaressive rst.mover, monopolstc ech suppif m 0 0 w I u 2 o I 5% 1%
i Al Capane dsiibutor m m m m m m I m 9 8 " 0% 2%
I Brand-iven, loyalyfocused genetics suppicl M o u m m W M M I m m o noooz 0% 20%
i ‘Grow-criven disrbution giants u m u m m m m m m M m I I M m m m m 4 ® 1% %
1 High voume, lower mrin chemicals manufacifrer o o M m u W u M M W Y u [ M I u " © o1 20% a2
i "o Deere-kving farmer u 1 m m 1 m I 0 I 0 0 I 0 1 m m 1 5 7w % as%
i Low-price suoper u M [ m 2 4 0 % 1%
I u m m m m m m 0 0 [ [ [ [ w Y s 51 2% a0
i M ] I m m m 1 6 ® % 0%
I m m m o o m m M u m m 4 R 1% 20%
i 1 1 M m M m M m m 2 10 7 s5% 2%
I o m M M [ Y [ m m 2 9 I8 a2 2%
I m m m m 1 M m M m m m s o2 o 0% 2%
1 o u u u u M M m m m m M m 5 W 1% 7%
! 1 m 1 o o o m Y M o I o m o 7o o as% 3%
0 0 " " " 0 0 M M O u 0 " 2w ou 2% %

2w w12 w2 w2 oz 5w w® w2 5 9 » o 0 0 o m m  wmm  m v o= 7o s ow o= v om oz

R T 2w w8 ® 9w w7 e 16 8 1 7 i s 2 o | o w2 2 om L s 0w o2 w1 1w s

s 12 s oz a o s T wom 2w 5 wow o« ) 2 s 4 2w ER w1 2o 19 i s

aw e s % 2% 2% S S0% 9% 0% d%  BI% 43 S GS% % 0% 7% 8% 0% 0% 0% 0% 0% 6% 3% oM TeN % 8% 1sw 3% 3% 7 deR %l 8% 9%

% 3w 2w 26%  z% 2% 3 33 4% 3% Im 3SW 0% 3% 20% 4% I % % 8% 0% 2% 0% 2% 2% 20%  24% 0% 0% % "% 2% 2o% 2% 28 2% 1% 0%

R 2% 2w 4B% % 4% W% 1S 2% 3% 2% 4% 2% W% 1% 3% B 0T % S 0% SBW  100% 4% 1% % 9% 4% A% 1% % % 4% 4% 2% &% e 1w,

% trends

Cultural context Degree of relationship

and between x and y-axis
Complexity management variables
elements

Group




Case Study: New Product Design

Narrative Capture
and Patterning

What's Desirable

(Design)
\
End-user Experience Collective Experience
Market Intelligence \
= Henry
QQE 41 Years Old,

Software Design Engineer, SQL,
u.s.

12 Years at the company.
Single,

MS Comput.Sci

Prioritization of features, functionality
and content in the context of
stakeholder priorities
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Case Study: Knowledge Exchange
* Knowledge and « ASHEN

iInformation that is

valuable when: — A ttifacts

— Employees transition — S kills
roles — H euristics

— Teams find
communication and — E xperience
g};ﬁ{ﬂ?t'on sharing — N atural talent

— Technology is
iImplemented
unsuccessfully
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Key Takeaways

« Systems transition over time

— Agents

— Interaction

— Strategy — macro-level expression as a result of micro-level interaction
* Order vs. Unorder

— Cause and Effect

— Prediction and Repeatability

— Exploration and Exploitation

— Learning and Teaching
* Planned vs. self-organizing principles

— Managing structures and processes towards predictable or probable
outcomes

versus
— Managing starting conditions and monitoring for pattern formation

* Applied so far in strategy, marketing, innovation, information and
knowledge exchange, product and service design, communications
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