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Session Objectives

• Discuss the use of Social Media for change management and 

organizational development

o Define what is useful and different about social media relative to change

o Establish why social media is important to change efforts

o Explore how social media technologies enable community work that leads to 

or supports effective change realization

o Talk about when and where change managers can take advantage of social 

media to support their change efforts

• Share ideas and experiences
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Things we probably won’t spend much time on: 
• Deep technology discussion

• Specific platforms (other than by example)

• ‘How to’ in terms of setup

But if you have questions, please ask!
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About the Presenter 
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Experience
20+ years in management consulting, ~15 in change management and organizational development

Worked with clients from start-up through to 100+ year old companies, around the globe.

Led technology, business process, strategy, and cultural change programs with all types of 

organizations. 

Expertise
o An organizational expert who pays particular attention to issues of power, control, decision making 

and governance related to technology, process, and organizational change.

o Studies the ways in which knowledge and expertise are co-constructed within organizations and in 

the social sphere, and how collaboration happens among organizational members.  

o Julie’s academic pursuits combined with her 20+ years of practical application give her a unique 

perspective on the impact of social media on change.

o Julie’s blog, whathappensthen.com , provides her perspective on a variety of topics, including social 

media and change.

Education
o Julie has a Ph.D. in organizational communication, and her research focuses on how organizational 

knowledge, communication, and expertise intersect in the practical applications of business 

environments. 

o Julie is peer-review published in several journals and books.

o Julie has an MBA from the University of Denver with a concentration in Finance, and a BA from 

James Madison University with a double major in Computer Information Systems and English.
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Overview

What’s New?

Overview

What’s New?

4



- -

“Traditional” Change Management 
Accomplishes a lot! 

Relies heavily on ‘observable artifacts’, visible organizational 
assets, structures, and processes – things that can be 
documented and measured.
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Mission / Vision

Training 

Materials

Policies
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Change Management (2012)

Communication Plans, Sponsor Plans, 

Stakeholder Analysis, Influencer Maps, 

Training, Reinforcement, Etc�..
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Social construction of organizational 

behaviors, explanations, rational, 

acceptance, and change to a ‘new normal’.
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Alternative Theories of Communication
This isn’t an ‘either / or’, it is understanding how both work in 
different ways to help drive change.
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Berger and Luckmann, 1966
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The Importance of Conversation

Social media enables 
conversation. It is where a 
lot of discussion takes 
place in today’s work 
environment.

(even in places where it is 
‘against the rules’)

Social media is more than 
just another channel. 

It is a powerful option for 
supporting transformative 
change, if we are willing to 
let it be.
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Worksheet #1 – Where are You?

Do you consider yourself a user of social media?

What do you consider to be “social media”?

Do you think of social media primarily as a channel option for pushing 

communications out?

Have you participated in a social media experience where you have seen 

a cultural narrative form (personally or professionally)?
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Some Stats

Or Why Bother?

Some Stats

Or Why Bother?
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78% of American Adults are Using Social Media

11



- -

There is broad-based participation in the U.S.

Users are more than 

just Gen X and Gen 

Y (Millennials) 

Women 18-29 

remain the ‘power 

users’ of SNS

65+ usage has 

grown 150%

50+ usage doubled 

last year
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Source: Pew Internet & American Life Project
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At the same timeP..

Transformations are failing.
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Change is accelerating 

Most surveys agree, 

less than 40%

of transformative 

change efforts 

succeed.

We need to find new ways of delivering on  

transformative change



- -

Social Media has a Role to Play

The social interaction paradigm is impacting norms for all relationships, 
including how people communicate about change in their work 
environments 
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ConsumersEmployees

Governments Businesses

B2B

C2CE2E

G2G
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Supporting the ‘Anthropological Mindset’
(Marshak, 2012)

Democratizing communication and construction of narrative

Everyone can be a writer, director or commentator, those who chose to can 
help construct and reconstruct the story of change

Increasing transparency of structure, power, control, decision making, 
authority, and expertise

The patterns that emerge often mirror broader organizational patterns, making 
more visible what is often hidden from change managers

15



- -

Worksheet #2 – Where are You?

What social media platforms are currently integrated into your work 

environment?

For you, what’s the difference between your work and personal use of 

social media?

What’s the biggest question you have for using social media in OD or 

change efforts? 
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How it Works 
for Change
How it Works 
for Change
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Key Social Media Concept: Community 
Thought:

There is no ‘to’, there is only ‘with’ for communication
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Traditional 

Approach

Transmit a message to 

individuals.

Message

Social Media 

Approach

Allows groups to share 

experiences and stories 

to construct the change 

within their own context.

Shared

Experience

Channel
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Cultivating rather than Driving
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Change Management has 
become very operational

Rewarded for ‘driving results’ 
that are tangible and 
measurable

Artifact production validates 
the work

(Senge warned about this 
years agoP.)
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Shifting the Focus to Construction
There are different ways to support community construction 
of what the new environment should be.
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Berger and Luckmann, 1966
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We can Use Social Media To Construct rather 
than Transmit

Social media is based on community 
formation and communication. 

Lasting change emerges from a 
community rather than being managed into 
being individual by individual.
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The organizational community needs to develop 
new narratives to reconstruct in the changed 
environment. 

• Tools like world café, future scape, 
appreciative inquiry, graphical facilitations, etc. 
have supported this in the past

• Social tools like networks, blogs, wikis, etc. 
can help in today’s technology enabled 
environment
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Worksheet #3 – What Construction Looks Like

Can you think of an example where the social construction of a change 
was at odds with the information being transmitted?

In other words, the organization collectively had a storyline or a 
narrative that was not necessarily ‘true’ but was widely believed 
in a way that influenced adoption?

What might be scary to a change manager thinking about using social?
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Where and 
When
Where and 
When
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Social Media has a few basic forms that have 
developed and merged in the last 5-8 years:

Social Networks

Blogs / Forums

Wikis

Podcast/Content Communities

Microblogging
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11

22

33

44

55
We’ll run down them quickly 

here, and talk about how they 

can be used to support change.
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Social Networks
Social network sites allow people to build personal profiles, then connect with 
friends to share content and communication.

Facebook and LinkedIn are examples. Internal tools include NetGator, Chatter, 
Yammer, and others.
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Blogs

The best known form of social media, blogs are online journals, with the most 
recent entry appearing first.  Blogs and forums have blended over time as areas 
for online discussion, often around specific topics and interests. 
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Wikis

A Page or Collection of Websites that allows anyone to add content to or edit 
information on page, acting as a communal document or database. 
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Content Communities

Organize and share content, 
opinions, thoughts in content 
specific areas.

Most popular tend to form 
around rich content like videos 
(YouTube) and interest-based 
content.

Can be self-generated, 
community generated, or 
formally created by marketing 
or change management 
professionals.

Can be used to create a strong 
visual storyline or a narrative 
around change.
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Micro-blogging
Social networking combined with bite-sized blogging

Content or ‘Updates’ are rapidly distributed online and through the mobile devices

Twitter is the clear ‘pure’ leader in this space

Facebook Status update is a close second 
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Worksheet #4 – What Appeals to You?

When you think about your change management or 

organizational development needs, what types of social 

media might work in your environments?
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Creating Sustainable Change – Start Early

The community jointly defines the end state success
• Awareness

• Shared knowledge and learning

• Storytelling

Community performs Change Management operational 
activities for you

• Communication 

• Training

• Agent Identification

• Identify gaps and where additional information is needed

Community reinforces and corrects behavior 
• Makes changes (or resistance) transparent and obvious

• Able to self-correct based on group input
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Taking 
Action
Taking 
Action
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The Emerging Change Management Professional
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Managing Individual Change

• Create a Case for Change, 

Change Vision

• Project Plans and Management

• Structured Assessments

• Stakeholder Identification

• Communications (transmitted)

• Group message construction but 

heavily facilitated/managed and 

delivered

• Training 

• Sponsor Network Development 

and Support

• Predictable and Measurable

Cultivating Construction of Change

• Social media to enable the emergent 

construction of the change

• Community message construction 

through conversation, storytelling, 

narratives

• Community Self-help

• Knowledge creation and enablement

• Emergent themes

• Less control, more trust in the 

participants

• Versatile in tools and approaches

• Allowing for the unexpected

• Enable conversational leadership
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Questions to Ask Yourself
Practically Speaking

• What social media approach best fits your culture?

• What’s realistically available?

• What pre-conceived biases might you have (or your IT group have) that 

prevent you from trying social media in your change projects?

Influence of Culture

• Does success include broad adoption of new cultural norms or behaviors?

• What has stopped your organization from meeting change objectives in the 

past? Does culture play a large role? 

As an Change Agent

• Are you willing to let go of the message and be an ‘archeologist’ instead of a 

pure manager?

• Can you make the time to commit to an active, engaged presence? 

• What will you do if something negative happens in the social space? Can you 

handle it?  Can you let the community respond?
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Lessons from Social Tools So Far P

� Let people tell their stories how they want to – don’t try to dictate. 

Be willing to let go of the message

� Be authentic and present if you are going to use social tools

� Adjust for technology challenges, be prepared to respond

� Enable collaboration and joint ideation, let people help each other

� Fuel evangelists, reward participation 

� Allow for the community to self-regulate

� Understand people have multiple motives for engaging

� Let participants defend the change, don’t always do all the work

� Recognize this is more than a channel to transmit information – it is 

a generative, emergent environment.
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