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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
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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”
• 1990’s -

Knowledge Creating
New Innovations,

Capabilities

Decision Making
Organizational
Action

Sense Making

Experience

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 -

SenseSense
CategoriseCategorise
RespondRespond

SenseSense
AnalyseAnalyse
RespondRespond

ProbeProbe
SenseSense

RespondRespond

ActAct
SenseSense

RespondRespond

SimpleSimple

ComplicatedComplicatedComplexComplex

ChaosChaos
© 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

ABI elements 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 H M L H% of whole M% of whole
A Image, reputation, brand M M H L M L H H M H H H M H H M H L H L L L L H H H H H M H L H H H H H H H 23 7 8 61% 18%
A Information / Knowledge H H H M M H M H M M M H L H H L M L H L L L L H H H M H M H M H H H H H H H 21 10 7 55% 26%
A Long-standing relationships H L H M M L M M L M M M M M L M L L H M L L L H H M H M L L L L M H H L H H 10 14 14 26% 37%
A Long-term profitability H L M M H M M M M H H H H M M L L L H M L L L H H M H H L H L M H H H L H H 17 11 10 45% 29%
A New Technology H H H H H H H H H M M H H H H H M H H M L L L H H M H H H M H H L H M H H H 27 7 4 71% 18%
A Performance M H H L L H M H M M M M L M H M L L H L L L L H H H H H H H H M M H L H H H 18 10 10 47% 26%
A Profitability H H M M H H H M H H H M H H H M H L H L L L L H H H H H H H L H H H M H H M 25 7 6 66% 18%
A Promise of yield L H H L L L L M L M M M M M M L L L H M L L L M M M M H L M L L L M M L M M 4 17 17 11% 45%
A Relationships M M H L M M M L M M M M M M H M M L H L L L L H H H H H M H M H H H H L H H 15 15 8 39% 39%
A Relationships M M H L M H M H M L M M L L H M L L H L L L L H H H H H H H L H H H H H H H 19 8 11 50% 21%
A Reputation and Image L H L L L M L H L L L M L M H H L H H L L L L H H H H H H H L M H H H H H H 19 4 15 50% 11%
A Stability M M M L L M L M H M M M M M H H L L H M L L L H M H H H H H L L L H H H H H 15 12 11 39% 32%
A Technically superior products H H H M L L H H H H H H M M M L L L H M L L L M M M M H L H L L L M H L H M 14 11 13 37% 29%
A Technology Innovation H H H H L H H H H M M H H H H L H L H L L L L H H H L H H H L L H H M H H L 24 3 11 63% 8%
A Trait supplier M M H L L L H H M L L H H H H L L M M L L M L H H L H H L M L L L M H M H M 13 10 15 34% 26%
B Access to traits H H H H H H H H H M L H H H H H L L L L L L L H H L H H H H L H L H M H H H 25 2 11 66% 5%
B Channel power M L L M H L M L H H H H L H H M M L H L L L L M M H M H H H L M H H H L M H 16 10 12 42% 26%
B Channel strategy vs. grower access H M H H H L M L M M M H M H H M L L H M L L L H M M H H H M L M M H H L H H 16 13 9 42% 34%
B Channels M M M H H M H H H H H H H H M H L L H L L L L H H H H H H H L H H H H H H H 26 5 7 68% 13%
B Commodity prices H M M L L M L L L L L L L L L L L H H L L L L L L L L L L L L L L L L L L L 3 3 32 8% 8%
B Competition H H H H M L H H H H H H H H H M L L H M L L L H H H H H L H L M M H H M H H 24 6 8 63% 16%
B Customer focus H H H H M H H M H H H H M H H M M L M M L L L H H H H H H H H H M H H M H H 25 9 4 66% 24%
B Grower access M H H M M H M M M M M M L H M L M L L L L L L H H H H H H H L H M H H M H H 16 13 9 42% 34%
B Grower agreement - contracts - Monsanto, retail, seeds, etc. L L H L L H H M L L L H L H H L H L L L L L L M H L L H H M L H L H H H H L 15 3 20 39% 8%
B GT vs. Preservation of CP - GGT Corn Penetration H H H M L L H H M H H H H M H L L L L L L L L H M L H M L H L L L H M L H L 15 6 17 39% 16%
B Litigation threat L L L L L L H L L L L L L L L M L L L L L L L H H L H H H M M H L H M H H H 11 4 23 29% 11%
B Risk aversion H L M L L L M M L L L M M L M L L L H M L L L H H L H H H M L L L M H M M M 8 12 18 21% 32%
B Space of mind==>prioritization M M H M L M H H M H H H H H H L L L H M L L L H H L H H L M L L M H H L H M 17 9 12 45% 24%
B Syngenta size / culture slow to react M M L M H L H L M H H M M M H M L L M M L L L M M L M M L M L L M M H L H M 7 18 13 18% 47%
B Traits / intellectual property L L H L L H H H H M M H H H H L H L L L L L L M H L H H H M L H L H M H H L 18 5 15 47% 13%
I Aggressive, first-mover, monopolistic tech supplier L L H L L M H H H H H H H H H M H L L L L L L H H M H H M M L H L H M H H H 20 6 12 53% 16%
I Al Capone distributor L L L H H L M M H M H H H H H H L L H L L L L M H H M M M H M L H H H H H H 19 8 11 50% 21%
I Brand-driven, loyalty focused genetics supplier M H M L L L L M L L L H M H H M L L M L L L L M L L M M L L L L L M M L H H 6 11 21 16% 29%
I Growth-driven distribution giants H L M L H L M M M M M M L M M L L L M M L L L M L L M H M M L M H L L L M M 4 18 16 11% 47%
I High volume, lower margin chemicals manufacturer M M H M M L M H M H H H L M H L L L M L L L L H M H H M M H L M H M M L M M 11 16 11 29% 42%
I John-Deere-loving farmer M M L L L L H L L L L M M M M L H L M L L L L M M M M M L M H M M H L M H M 5 17 16 13% 45%
I Low-price supplier M L L H H L H M H H H H H H L H L L H L L L L H H H H H M H M H H H H H H H 24 4 10 63% 11%
I Mega-acreage farmer M M M L L M H H M L M H H M H M L L H M L L L M M L M M L M M L L H L L L H 8 15 15 21% 39%
I Monopolistic technology provider M H H L L L H H L L L H H H M H L L L L L L L H H L H H L M L L L M M M H H 14 6 18 37% 16%
I Opportunistic expanding farmer H M L M L M H H L M M M M L L L L L H M L L L L L L L L L L L L L M L L M M 4 11 23 11% 29%
I Opportunity-seeking and results-driven grower H H H H L H H H H M M H H H H M H L M M L L L H H M H H L M H M M H L M H H 21 10 7 55% 26%
I Performance-driven farmer H H H L L H L H M L L H H M H M L L H M L L L H M L H H L M M L L M L L L M 12 9 17 32% 24%
I Professional sales and reliable product purchaser M H H L L M M M M L L H H H H M M L H M L L L H H M H H L L H M M H L M H H 15 12 11 39% 32%
I Risk-averse farmer L L M L L M H H L L L M M M M M L L H M L L L M M L M M L M M L L H L L L H 5 14 19 13% 37%
I Tradition preserving, "farm-in-the-family" farmer H H M H M M H M M M M H H H H M H L H M L L L H H M H H L M H M M H L M H M 17 15 6 45% 39%
I Value-driven retailer H M L H H L M M M M H M L L M L L L H M L L L H L M H H M H L M H H M L H M 12 13 13 32% 34%

H 20 19 26 12 12 13 25 23 15 14 16 28 20 24 30 8 9 3 30 0 0 0 0 32 29 17 31 35 17 22 7 15 15 34 22 17 36 27
M 18 15 11 12 10 13 15 16 19 18 17 16 14 16 11 20 7 1 8 21 0 1 0 12 12 12 11 9 9 19 8 13 12 10 13 10 6 14
L 8 12 9 22 24 20 6 7 12 14 13 2 12 6 5 18 30 42 8 25 46 45 46 2 5 17 4 2 20 5 31 18 19 2 11 19 4 5

H% of whole 43% 41% 57% 26% 26% 28% 54% 50% 33% 30% 35% 61% 43% 52% 65% 17% 20% 7% 65% 0% 0% 0% 0% 70% 63% 37% 67% 76% 37% 48% 15% 33% 33% 74% 48% 37% 78% 59%
M% of whole 39% 33% 24% 26% 22% 28% 33% 35% 41% 39% 37% 35% 30% 35% 24% 43% 15% 2% 17% 46% 0% 2% 0% 26% 26% 26% 24% 20% 20% 41% 17% 28% 26% 22% 28% 22% 13% 30%
L% of whole 17% 26% 20% 48% 52% 43% 13% 15% 26% 30% 28% 4% 26% 13% 11% 39% 65% 91% 17% 54% 100% 98% 100% 4% 11% 37% 9% 4% 43% 11% 67% 39% 41% 4% 24% 41% 9% 11%

% trends
Cultural context

and
Complexity management

elements

Assumptions for the business in the marketplace

H
M
L

Degree of relationship 
between x and y-axis 

variables
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Case Study:  New Product Design
Narrative Capture 
and Patterning

Henry
41 Years Old, 
Software Design Engineer, SQL, 
U.S.
12 Years at the company.  
Single,
MS Comput.Sci

QQE
Prioritization of features, functionality 

and content in the context of 
stakeholder priorities

ProductWhat
’s C

apa
ble

 

(En
gin

eer
ing

)

What’s Viable

(Business)

What’s Desirable
(Design)

End-user Experience Collective Experience
Market Intelligence
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Case Study:  Knowledge Exchange
• ASHEN

– A rtifacts
– S kills
– H euristics
– E xperience
– N atural talent

• Knowledge and 
information that is 
valuable when:
– Employees transition 

roles 
– Teams find 

communication and 
information sharing 
difficult

– Technology is 
implemented 
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



Mary Lee Kennedy
Email: marylee@thekennedygroup.biz

Cory Costanzo
Email:  cory@thekennedygroup.biz


