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The role of engagement in an impact pathway
UNIVERSITY OF LEEDS

Demonstrable benefits to individuals, organizations,
economy and society. Evaluation of impact.

Impact

Dissemination, communication, knowledge

E nga ge m e nt sharing, interactions, collaboration, co-
l creation, respectful partnership.
R h O Rigorous (published) research enables
esea rc = evidence-based insights.

I = f(RoutputJ Equality) — Routput X Equality Routput > 0 and Egyq1ity > 0
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Forms of Engaged Scholarship
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To Explain

Basic Science
with
NGAGEL DEtaChEd Stakeholder
SCHOLARSHIF . advice
A GUIDE FOR ORGANIZATIONAL o uts I d e

AND SOCIAL RESEARCH

H. VAN DE VE!

Attached

insi d e [Co-produce with
Collaborators

To Design

Evaluation
research for
Policy or
Professional
Practice

Action and
intervention
esearch for a
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Three roles for aresearcher in corporate

engagement UNIVERSITY OF LEEDS

Consultant

Highly professional
interaction
between a client
and a service

Trusted
advisor

Strong personal
accord between an

academic and
practitioner.
Exchange of ideas
based on trust,
curiosity and

reflexivity.
O

provider.

Solution for an
identified problem
in exchange for
fees.
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An example of trusted advisor model
UNIVERSITY OF LEEDS

Strategic Management Jonmal
S My, J. 38 965979 (30077}
Published oalie 14 fue 307 in Wiky laierScieace (www ierscimes wiky.com) DOE 101002528
“The lessons of this book will be as usefed to the universe outside o Received 28 November 2006 Final revisdon received 30 Jamsary 207
Intel a5 they have been Inside it.”
~{rom the foceword

LET CHAOS REIGN, THEN REIN IN
CHAQS — REPEATEDLY: MANAGING STRATEGIC
4 DYNAMICS FOR CORPORATE LONGEVITY

ROBERT A. BURGELMAN®* and ANDREW 5. GROVE
Graduate School of Business, Stanford Unfversity, Stanford, Califorma, US.A

Combining longitidingl field research and evecuive experience, we pmpose hat o
vty depends an matching eyele s of awonomeusand induced sirategy pocesses todifferens

Jorms of staegic dynamics, and hat the wle of alert smsegic leadership is 1 appopriately

falance the induced and awtonomaus processer o ghout these cyeles. We alsa propase tat
such strakegic kun’rlxﬁu'p i the means thiough which leadership stvle exerts its influence an
carparate fongevity. Our findings can be refated 1o aganizatianal reseaich on siractaral inentia
Learning and adoptavion, as wel as to jomal theories of complex adaptive systens. They also

IS DESTINY

How Strategy Making Shapes a (ompanys Future

ROBERT A. BURGELMAN
FOREWORD BY ANDREW $. GROVE,
CHAIRMAN OF INTEL CORPORATION

contribute b resolving the. mmm contmdiction hetween a siudy af corporations hat attributes
hi

enceplional long-term I

avle, and the mee shat sraiegy

i
i dhe determinant of kng-tem ,m.rwmm Copyright 1 2007 Jahn Wiley & Soms, L.

INTRODUCTION

long periods of time. For instance, of the top 100
S- wod industrial companics lsted in Fornime
inc in 1965, only 19 remain in the top 100
in 1:](]5 L5 fell out of the top 100, ad 66 were
sequired or dishanded.! We think that an important
reason for this lack of institutional longev ity is that
mest of the time companies operate in 2 stable

Keywonds: stategy process; induwed stralegic achon
Slanmls sralegic stion; sralegic dynanics; copo
rate bngevity

*Cormsposdace to: Roben A urgelmun, Gaudaee School of
Busioess, Semiced University, Limkeield 311, Smsbnd, €A
SIS, USA

E-mail: burgeimas robes Fgsbstuafond sda

"Thea 19 sarvivees of the top 100 of 1965 me: Geseral
Mo, Fum Mobike, Forl Motors, G aric, [BM,
Chevron Tenaco, Bosiag, Pocter & Ganble, Lockbead Mania,
Comno Philips, Unitd Techookagies. Dow Chemical, Canegyil
iz DoaPoes, bexmnsiom Papee Homeywell Iaezrmnsiomal. Al
Coca Coly, md Weyerhasser

Copyright © 2007 Joha Wiley & Sems. Lid
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industry swucture and develop a strategy-making
process geared ooward coping with linear strate-
gic dynamics, which are relaively easy © under-
stand and predict fe.g., Porter, 1980 but at some
times in their evolution they face nanlinear strate-
gic dynamics that overwhelm their capacity for
strategy-making. Nonlinearity i deseribed as “the
propenty that the magnitude of an effect or out-
put is ot lincarly rebted to that of the cause or
input’ { Ohford Exglish Dictionary, Sipplemen).
Such nonlincar mnsformations of inputs into out-
puts are governed by positive feedback loops in the
interactions of the components of complex social
systems { Arthur, 1989), and their cutcomes are dif-
ficult to understand and predict.

Nonlinear strategic dynamics come about as
industry participants—sometimes incumbents, but
probably more frequently new entrants —change
the ‘rules of the ga mormive ks based

* Qe Eglish Dictiemary (compuct da) (1971 s ‘ame
lineasity.

Cawes
. InterScience’




Consultancy model

UNIVERSITY OF LEEDS

Consultant with
adequate
expertise wins a
contract

Company
Identifies a
problem

Company is Consultant with
made aware of a adequate

problem by expertise wins

consultant the contract
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Consultant
provides a ready
made solution

Consultant
provides

customized
solution
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Challenges UNIVERSITY OF LEEDS

Trusted Consultant

advisor e Organizational

. capabilities.
* Idiosyncrasy. e Institutional
e Luck. support.
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Partnership and collaboration model
UNIVERSITY OF LEEDS

(\ Continuous /
¥ sharing of “ ”

insights for
. creatin
Negotiating a &
common
research .
meaning
problem o

External funding enable:

O Impact work start with negotiation of a
problem.

O diagnosing and shaping the problem;

O framing collaboration as research project
(production of novelty);

O evaluate and confirm the impact.
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Negotiating research challenge UNIVERSITY OF LEEDS

Recognize and bridge
the demand gap

Translate between the
perceived problem and
conceptual contribution

Emphasise diagnosis
before the solution
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Continuous knowledge sharing UNIVERSITY OF LEEDS

Build holistic insights
and embrace complexity
(integrate your insights
with other research)

Produce artefacts as
boundary objects for
communication

Develop interactional
expertise for boundary
work
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Evaluate and demonstrate impact  UNIVERSITY OF LEEDS

Testing
recommnedations in
collaborative forums

Demonstrate impact with
change in awareness,
understaning, practice and
strategy

Understand that
managers/practitioners are
the one delivering change
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