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* Members are more engaged when:
Engaging Members Th rough * They receive various forms of value
Organizational Value Creation

* They understand the value proposition of:
 Their organization

¢ Their own actions

Shelley Brickson * Leaders can do a LOT to enhance engagement!
uic BUSINESS

PART 1

ORGANIZATIONAL VALUE AND VALUE
CREATION

Many
value forms Striking contrasts between organizations
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Equally striking parallels across organizations
\bases /

Conditions or

Inanimate assets
assets of physical The subjective appraisal including both money
or physiological of being deemed socially d d

worthy or appropriate

Value bases




12/8/22

Value

— How much of these 6 value states are people receiving?

— How are value states distributed across groups (e.g., hierarchical,
functional, tenure, demographic)

Practices

— What kinds of specific practices do and can create value for our
people at different levels?

— What is the quality of relationships underlying these practices?

* How much mutual engagement, respect, and trust (Dutton, 2003)

PART 2

THE IMPACT OF ORGANIZATIONAL
IDENTITY ON VALUE AND VALUE CREATION

6 Value states

3 Value
bases

6 Value states

3 Value
bases




Value states

Law Firm Case St

Pure exemplars selected from larger sample of 53 firms
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Decision mkg

Training

Expectation to
Socialization

full life & care; no
Info flows
Benefits

Work tasks

Evaluation

Material

frofi “We get paid nicely here."

“The compassion and the quality of

subjective adjustments [to compensation]
distinguishes us”

“[When | got evicted] the firm helped to get
aloan out of my 401, and they gave me a
small [interest free] loan to cover the costs”

Material
well-being



ences by OlO — Distinct value forms

Opp. 0

You really feel like the Exec
Committee is caring for the whole
firm”

Leaders should:
Reflect on / collaboratively crystalize
— 0I0(s)
— Aspired value forms for each value state that align with OIO(s) (TRADE-OFFS)
Examine org practices
— Are they aligned with 010 and aspired value creation?
— Do they maximize value creation (relationship quality, clarity, etc)?
Communicate to members
— Org’s value proposition (actual and aspired; internal and external)
— Their role in co-creating value
Seek members (and external stakeholders) with aligned identity
— They will find value in the value forms you are capable of creating
— They will work hard to co-create ongoing cycles of value

Differences by OIO — Distinct value forms

“If you complain about something you

are in charge of it!_So you don't need to

have a meeting with yourself.”

Differences by OIO — Distinct value forms

“Consensus is the [decision making]
process... | don't particularly like [the
stationary] but | had the ability to say
something so... that was good. "

N

J

12/8/22



