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RESUMEN 
 

El presente artículo tiene como objetivo estudiar el 

efecto de sentido estratégico como una ventaja 

sostenible para mejorar la creación de valor en las 

PyMEs. Esta investigación es descriptiva y utiliza el 

método de la encuesta. Para la recolección de datos se 

utilizaron datos documentales y de campo. Para el 

análisis de datos, se usaron simultáneamente pruebas 

estadísticas de coeficiente de correlación de torque de 

Pearson y análisis de regresión lineal multivariante y 

también se usó el modelo de ecuación estructural 

secundaria. Los resultados de la investigación indican 

que existe una relación positiva y significativa entre la 

capacidad de significado estratégico y la creación de 

valor de las PyMEs. 

Palabras clave: Adaptación cultural, estudiantes, 

teoría de adaptación intercultural, comunicación 

intercultural. 

 

 ABSTRACT 
 

The present study aims to investigate the strategic 

sense-making effect as a sustainable advantage for 

improving value creation in SMEs. This research is 

descriptive and uses the survey method. To collect the 

data, it was used field and data documentation. For 

data analysis, the Pearson torque correlation coefficient 

statistical tests and multivariate linear regression 

analysis were used simultaneously, and the secondary 

structural equation model was also used. The research 

findings indicate that there is a positive and significant 

relationship between the ability of strategic meaning 

and value creation of SMEs. 

 

 

Keywords: Sense-making, SMEs, strategic sense-

making, value creation. 

Recibido: 12-07-2020 ● Aceptado: 08-08-2020  

https://orcid.org/0000-0002-6118-1672 

mortezasoltanee@ut.ac.ir  

University of Tehran, Qom, Iran 

https://orcid.org/0000-0002-5957-643X  

hryazdani@ut.ac.ir  

University of Tehran, Iran
 

https://orcid.org/0000-0001-8972-4002 

 b-hajipour@sbu.ac.ir  

Shahid Beheshti University, Tehran, Iran
 

https://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES


SARRAMI et al.  
Strategic Sense-Making  

478 
 

INTRODUCTION  
 

One of the main goals of countries is to achieve sustainable economic growth and development. Growth 

Due to globalization and economic activity in a competitive environment and the growing growth of companies 

and firms in the field of business and their close competition for survival and having a greater share of the 

market has created a complex and difficult environment for managers (Hamidizadeh et al., 2010). Success in 

any organization depends on the proper allocation of tools, equipment, money, raw materials and human 

resources of the organization, and this will be possible if the organizations improve relations with suppliers 

and thus achieve many opportunities and meet the needs of customers and buyers better and more 

appropriately than their competitors (Pulles et al. 2014). They were taking into account the fact that small and 

medium industrial production units (SMEs) in most countries have a key role in providing employment, 

expanding the appropriate infrastructure for innovation, entrepreneurship and creativity, as well as developing 

exports and presence in global markets. However, until a few decades ago, the creation and operation of large 

industries was a sign of a more dynamic and powerful economy, and based on this thinking, giant corporations 

emerged. Recent developments, such as demographic pressures, moment-to-moment innovations, and the 

complexity of management and decision-making processes, the need for immediate and necessary decisions, 

and the experience of small and medium-sized enterprises have highlighted the importance of these firms. 

Therefore, the development of competition between small and medium enterprises for greater participation in 

the country's economy requires optimal organization and excelling the technical strength to compete to the 

desired level of development (Bafandeh Zende et al. 2010).  

Therefore, considering the purpose of the profitability of companies and increasing competition in the field 

of trade, the study of various aspects of creating a competitive advantage for companies is discussed more 

than before. Management and related processes play a crucial role in sustaining companies' performance and 

survival in a competitive and accelerated business environment. Due to the changing paradigms governing 

the economic environment, traditional management approaches do not meet the new requirements, and even 

approaches such as strategic management are adapting to this new paradigm. Hence, the use of new 

management models and approaches to meet these challenges and adapt to the value creation paradigm is 

an undeniable necessity (Rahnemaye rodposhti et al. 2010). Michael Porter sees strategy as being different. 

In the long run, only successful companies will be able to create a sustainable competitive advantage (Porter, 

1996). Therefore, it is necessary for the process of value creation of a company to be different from its 

competitors. The value creation of companies and the factors affecting it are important and important issues 

that have been considered by analysts and capital market activists in financial literature today. It seems that 

the ability to manage and its indicators are the most important factors determining the value creation of 

companies. One of the ways of economic development of societies is to increase productivity in economic and 

productive institutions, which improves the living standards of a nation. 

Value is the birth and creation of wealth, and it introduces the idea of continuous and continuous wealth 

creation, which is a component of the short-term cloud and finds operational meaning in the value chain 

(Rahnemaye rodposhti et al. 2010). In general, value is the specific semantic load that a person attributes to 

certain actions, states, and phenomena, and is one of the variables that has a wide semantic load. The breadth 

of the semantic burden of value is related to the breadth of disciplines and specialties such as social value, 

financial value, economic value, and so on (Rahnemaye rodposhti et al. 2011). The centrality of "the concept 

of value and value creation" helps economic enterprises to adopt appropriate strategies for competition and 

survival in the new competitive environment. Value in the process of acceptance, survival, and 

institutionalization requires value creation. The interaction of value and value creation brings synergy that will 

affect all value processes and, most importantly, the thinking of value-based management. Value creation 

means the creation of value, the result of human actions and the management that creates wealth 

(Rahnemaye rodposhti et al. 2007). All of the efforts made in the strategic management process (formulating, 
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implementing, and evaluating strategies) are the way companies go for value creation (Collis & Montgomerg, 

1998). 

Over the years, researchers have evaluated the various dimensions of value creation in companies in 

different ways and identified the factors that affect it. However, it seems that the environmental dynamics 

factor and environmental factors in this regard have either been eliminated or less addressed, due to the fact 

that it is invisible and difficult to measure (Matemilola et al. 2013). Environmental dynamics include the 

perceived change in the industry, the unpredictable behaviour of customers and competitors, and the change 

in the technical conditions of the industry, the change in technology, customer preferences and competitive 

actions. Dynamic environments are a rich source of ideas for emerging new opportunities (Schilke, 2013). 

According to Drucker, changes in the social, political, technical and economic environment create new 

opportunities (Jansen et al., 2009). But what happens in the environment and what is the environment like? 

In fact, it is about giving meaning to the clues related to the environment and shaping it to create meaning and 

explain what is happening (Maitlis & Sonenshein, 2010). In another study, Maitlis and Christianson (2014) 

consider sense-making as a process that involves the attention and categorization of information and clues in 

the environment, and by creating meaning in different mentalities through the cycle of interpretation and more 

regular environmental action; from which, further information can be obtained, leading to. Therefore, 

organizational sense-making is a multidimensional process based on the interaction of meaning and practice 

for new and ambiguous issues and events, and sometimes contradicts expectations (Maitlis and Christianson, 

2014). Organizations that enhance their sense-making can better communicate (through the exchange of 

strategic information), interpret (simulate the various dimensions of the complex environment), and analyze 

(through a variety of perspectives) different information and responses and make changes better to the 

environment (Neill et al., 2007). Therefore, sense-making is the process by which an organization obtains 

information about its environment, interprets it, and acts on it (Weick, 1995). Thus, semantics is a 

multidimensional action based on the interaction of meaning and action (Weick et al., 2005). Sense-making 

does not occur alone and apart from the environment, but technology, cognitive frameworks, and governance 

policies will influence the stages of the semantic process (Sandberg & Tsoukas, 2014). 

The sense-making theory is one of the most cited theories used in the field of information and 

communication. A partial meaning in the literal sense refers to the meaning or non-significance of something, 

a process, to a phenomenon. Dervin (1999) considers sense-making to be the most appropriate strategy to 

describe the situation and identify the information gap. He sees the information process as sense-making 

strategies that help the user better understand and make sense of the world around them. Sense-making, in 

general, requires people to understand how to extract and thank information from the message (Fisher et al. 

2008). In general, the dominant approach to this theory is a cognitive approach that focuses more on the 

individual abilities of individuals than on the characteristics of a particular group. At the same time, it can be 

used to examine intergroup and organizational interactions. People will better understand the world around 

them with the knowledge they gain from the phenomena and the interpretation they provide (Dervin, 2007). 

According to Teece (2010), the three sense-making meta-capabilities (meaning the ability to identify external 

opportunities), the acquisition of new opportunities (meaning the ability to understand and transform new 

opportunities), and the ability to reshape resources (physical and human assets) are capabilities are essential 

for setting up and innovating a business model. These meta-capabilities lead to a continuous range of products 

and processes or structures of the organization that are presented as a response to the specific needs of the 

market. Therefore, the new organizational order is done through sense-making about structures and 

strategies, which is a logical response to environmental changes and is done by sense-making decision-

makers who inform others about new changes and how to implement those (Mills, 2003). 

One of the main goals of countries is to achieve sustainable economic growth and development. 

Globalization, economic activity in a competitive environment, the growing growth of companies and 

enterprises in the field of business, their close competition for survival and having more market share have 
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created a complex and difficult environment for managers. On the other hand, in the internal dimension of the 

organization, success depends on the efficiency and effectiveness of the allocation and use of tools, 

equipment, money, raw materials and human resources of the organization, which can be achieved through 

good relations with suppliers. The right use of these opportunities leads to a better and more appropriate 

response to customer demands than competitors (Hamidizadeh et al., 2010; Pulles et al. 2014). Considering 

that small and medium industrial production units (SMEs) in most countries play a key role in providing 

employment, expanding the infrastructure suitable for innovation, entrepreneurship and creativity, as well as 

developing exports and presence in global markets. However, until a few decades ago, the creation and 

operation of large industries was a sign of a more dynamic and powerful economy, and based on this thinking, 

giant corporations emerged. But recent developments, including demographic pressures, moment-to-moment 

innovations, the complexity of management and decision-making processes, the need for immediate and 

necessary decisions, and the experiences of small and medium-sized enterprises, have highlighted the 

importance of these firms. This makes it even more necessary to better organize and strengthen the 

technological base of these companies in order to be able to compete with large companies (Bafandeh Zende 

et al., 2010). 

Therefore, considering the purpose of the profitability of companies and increasing competition in the field 

of trade, the study of various aspects of creating a competitive advantage for companies is discussed more 

than before. Michael Porter believes that in the long run, only successful companies will be able to create a 

competitive advantage. Management and related processes play a crucial role in sustaining companies' 

performance and survival in a competitive and accelerated business environment. Due to the changing 

paradigms governing the economic environment, traditional management approaches do not meet the new 

requirements, and even approaches such as strategic management are adapting to this new paradigm. 

Therefore, the use of new management models and approaches to meet these challenges and adapt to the 

value creation paradigm and differentiate in the process of creating distinct value from competitors is an 

undeniable necessity (Porter, 1996; Rahnemaye rodposhti et al. 2010). The value creation of companies and 

the factors affecting it are important and important issues that have been considered by analysts and capital 

market activists in financial literature today. It seems that the ability to manage and its indicators are the most 

important factors determining the value creation of companies. One of the ways of economic development of 

societies is to increase productivity in economic and productive institutions, which improves the living 

standards of a nation.  

Value is the birth and creation of wealth, and it introduces the idea of continuous and continuous wealth 

creation, which is a short-term component and finds an operational meaning in the value chain. Generally, 

value is the specific semantic load that a person attributes to certain actions, states, and phenomena, and is 

one of the variables that has a wide semantic load. The breadth of the semantic burden of value is related to 

the breadth of disciplines and specialties such as social value, financial value, economic value, and so on. 

Value in the process of acceptance, survival, and institutionalization requires value creation. The interaction 

of value and value creation brings synergy that will affect all value processes and, most importantly, the 

thinking of value-based management. Value creation means the creation of value, the result of human actions 

and the management that creates wealth (Rahnemaye rodposhti et al. 2007; 2010; 2011). "The concept of 

value and value creation" helps economic enterprises to be able to adopt appropriate strategies in the new 

competitive environment through strategic management process (formulation, implementation and evaluation 

of strategies) for competition and survival, and ultimately value creation (Collis & Montgomerg, 1998). 

Over the years, researchers have evaluated the various dimensions of value creation in companies in 

different ways and identified the factors that affect it. However, it seems that the environmental dynamics 

factor and environmental factors in this regard have either been eliminated or less attention has been paid to 

it, which is due to the fact that it is intangible and difficult to measure (Matemilola et al. 2013). Environmental 

dynamics include the perceived change in the industry, the unpredictable behaviour of customers and 

competitors, and the change in the technical conditions of the industry, the change in technology, customer 
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preferences and competitive actions. Dynamic environments and changes in the social, political, technical and 

economic environment are rich sources of ideas for the emergence of new opportunities (Jansen et al., 2009; 

Schilke, 2013). But what happens in the environment and what the environment looks like can be perceived 

through sense-making in the organization. Sense-making does not occur alone and apart from the 

environment, but technology, cognitive frameworks, and governance policies, other environmental-related 

clues, and explanations of what happens will affect the stages of the sense-making process (Maitlis & 

Sonenshein, 2010; Sandberg & Tsoukas, 2014).  In another study, Maitlis and Christianson (2014) consider 

sense-making as a process that involves the attention and categorization of information and clues in the 

environment, and by creating meaning in different mentalities through the cycle of interpretation and more 

regular environmental action; from which, further information can be obtained, leading to. Therefore, 

organizational sense-making is a multidimensional process based on the interaction of meaning and practice 

for new and ambiguous issues and events, and sometimes contradicts expectations (Maitlis and Christianson, 

2014). Organizations that enhance their sense-making can better communicate (through the exchange of 

strategic information), interpret (simulate the various dimensions of the complex environment), and analyze 

(through a variety of perspectives) different information and responses and make changes better to the 

environment (Neill et al., 2007). Therefore, sense-making is the process by which an organization obtains 

information about its environment, interprets it, and acts on it. Thus, semantics is a multidimensional action 

based on the interaction of meaning and action (Weick, 1995; Weick et al., 2005). 

With the establishment of any organization, a business model is used, both codified and mentally, to 

design the structure of its interactions. If we consider the business model as a strategic choice of the 

organization to create and share value, within a value network, not recognizing the appropriate business model 

will cause the organization to fail to achieve its goals. The performance of companies in turbulent and changing 

business environments depends heavily on redesigning and creating a new and consistent business model 

(Teece, 2010; Lambert & Davidson, 2012; Ricciardi et al. 2016; Ríos et al.: 2019; Ramírez et al.2020; Sukier 

et al.2020). Rapid changes in environmental and internal conditions, on the one hand, make it difficult for 

individuals and teams to understand correctly, and on the other hand, force them to take action with incomplete 

information (Maitlis and Christianson, 2014). Therefore, it is necessary to search and interpret information in 

the form of sense-making processes. An effective strategic plan needs to develop an understanding of the 

forces that shape the situation by engaging in collective effort and the ability to interpret events. Organizations 

are seen as meaningful units within which managers and employees interpret events and programs, and their 

mental models and past experiences on how to interpret and understand the program (sense-making) and it 

is effective in conveying their understanding to others (meaningfulness). On the other hand, the creation of 

company value is the process of using internal and external resources to increase the value of the company 

and the wealth of investors. The value of companies is influenced by their size, which means that larger 

companies have more market value due to having more capital and resources (Rahmani et al. 2012). 

Therefore, it is much more difficult to create value in small and medium-sized businesses (SMEs), and the 

need for sense-making as a strategic capability to improve the competitive advantage of these companies 

seems essential. Thus, the present study aims to understand the relationship between strategic sense-making 

capabilities and value creation in SMEs. 

 

 

METHODS 
 

This research was conducted with the aim of investigating the relationship between strategic sense-

making and value creation in SMEs. Therefore, the present study is a descriptive survey study of the purpose 

of the applied type. The data collection method was performed in both the library and field forms. The statistical 

population of the study was the managers of all production units of Tehran Industrial town, 140 units were 

identified, and 103 companies were selected as the sample by the Georgian-Morgan sample size, which was 
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finally retrieved from 97 questionnaires. Part of the required data was collected as a library of companies' 

archival information, and part was collected from managers through a questionnaire.  

The strategic sense-making measurement tool of Neil, McKee and Rose Questionnaire (2007) which 

includes five components of internal communication, external communication, information collection, 

information classification and common mental model with 25 items. The validity of this questionnaire has been 

assessed by Neil et al. (2007) and has also been reviewed and validated by Maitlis and Christianson (2014). 

In a study, the questionnaire was evaluated by the Wareth et al. (2018) using factor validation analysis. 

According to Fornell and Larcker (1981), values above 0.7 indicate acceptable reliability, which was 0.905 for 

the significance of this number, and therefore the reliability of the research instrument was confirmed. 

Company classification information was also used to measure the company's value creation. Value 

creation of the company is the process of using internal and external resources in order to increase the value 

of the company and the wealth of investors. The value of companies is influenced by their size, which means 

that larger companies have more market value by having more capital and resources. Therefore, in order to 

measure the value creation of companies (which have different market values than each other), a factor 

(method) must be used that does not affect the size of the company. In this study, efficiency is used to measure 

the value creation of companies. In terms of how to calculate returns, in practice, a comparison is made, and 

the returns of two companies that have very different market values can be compared with each other and 

their performance and value creation for their participants. Therefore, in this study, efficiency was used to 

measure value creation. Return refers to the set of benefits that are given to a share during the year and are 

calculated relative to the price at the beginning of the year. The return on investment in ordinary shares in this 

research and in a certain period has been calculated according to the first and last prices of the period and 

the benefits resulting from the ownership and increase of the company's capital and from the following 

equation(1) 

 𝑅𝑖𝑡 =
(1 + 𝛼𝑖𝑡) × 𝑃𝑖𝑡 − 𝑃𝑖(𝑡−1) + 𝐷𝑖𝑡 − 𝑀

𝑃𝑖(𝑡−1)
                                                (1) 

Where, Pit is the stock price of i in the period t, Rit indicates stock returns of i in the period t, M is cash 

capital of shareholders, Dit is Share dividends of i in the period of t, and αit is the ratio of the increase in the 

company's capital in the period of t. 

Central indicators were used to analyze the data -which have been collected in order to describe and 

introduce the structure, components and status of the sample population (as a representative of the target 

community) - from the statistics of one-dimensional and two-dimensional frequency distribution tables. In the 

inferential section, first, to determine the normality of the data, the skewness and elongation test was used. 

The data of the research were recognized as normal. Then, to explain the research hypotheses of statistical 

tests, Pearson torque correlation coefficient and multivariate linear regression analysis were performed 

simultaneously and the model of second-order structural equations in SPSS-24 and LISREL software. 

 

 

RESULTS 
 

Findings describing demographic variables showed that 93 percent of community leaders are male, and 

the rest are female. More than 87 percent are married, and about 12 percent are single. Sixty percent of 

people are between 26 and 35 years old, and 30 percent are between 36 and 50 years old. Forty-two percent 

of people had a bachelor's degree, and about 30 percent had a master's degree or higher. More than 50 

percent of the research community has less than ten years of experience, and about 43 percent have more 

than ten years of work experience. Also, the strain-strain test to investigate the distribution status of the 

research data showed that our test statistic is between (-2 and 2). Therefore, data distribution is normal and 

parametric tests can be used to explain research hypotheses. 
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Hypothesis Variable 
correlation 

coefficient 
Sig Number 

Verification 

or rejection 

of the 

hypothesis 

1 
Value creation with internal 

communication 
0.787 0.001 97 verified 

2 
Value creation with external 

communication 
0.751 0.001 97 verified 

3 
Value creation with data 

collection 
0.621 0.001 97 verified 

4 
Value creation with data 

classification 
0.784 0.001 97 verified 

5 
Value creation with common 

mental models 
0.042 0.658 97 rejected 

Table 1. Investigating the relationship between research variables of Pearson correlation coefficient test 

 

According to the results of the correlation coefficient, there is a significant relationship between value 

creation and all components of strategic sense-making, except a common mental model. Therefore, in order 

to investigate the effect of strategic sense-making on the value creation of the company, it is possible to use 

a multivariate linear regression analysis test. 

 

Model R square Modified R square Standard deviation Durbin-Watson 

1 0.787 a 0.769 1.23 1.575 

Table 2. The result of the Durbin-Watson test and the summary of the regression model 

 

The Durbin-Watson test was used to correlate residual self-correlation with the aim of whether or not 

residuals remained independent. If the Durbin-Watson test statistic is between 1.5 and 2.5, the null hypothesis 

(error independence) is accepted, otherwise, the null hypothesis is confirmed. According to table 2, the value 

of the Durbin-Watson statistic (1.575) is stated to be between 1.5 and 2.5, so the assumption of error 

independence is accepted. The histogram also confirms the regression test. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Linear regression histogram 
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To test the present hypothesis, a multivariate linear regression method was used. The variables of 

strategic semantic segmentation (internal communication, external communication, data collection, data 

classification) that had a significant relationship with value creation were used in this test. The result of this 

test is reported in Table 3. 

 

Predictor variables Regression 

coefficient 

Standard 

deviation 

β T Significance level 

Constant amount 3.520 1.247 - 2.823 0.006 

Internal communication 0.251 0.064 0.248 3.890 0.001 

External communication 0.239 0.104 0.189 2.305 0.023 

Data collection 0.258 0.055 0.305 4.624 0.001 

Data classification 0.684 0.082 0.554 8.302 0.001 

R=0/787 R2=0/769 Sig < 0/05 

Table 3. Regression results using a simple linear method 

 

As can be seen in Table 3, the correlation coefficient of the strategic sense-making variable increase of 

the company's value creation is 0.787, and the coefficient of determination, i.e. a percentage of the variance 

of the independent variable explained by the dependent variable is 0.769. Thus, the strategic semantic 

variability (the four components of internal communication, external communication, data gathering, data 

categorization) predicts 76.9% of the SME value creation variable. As can be seen from the P-Value (Sig) of 

each variable, the four subscales are the component of internal communication, external communication, data 

gathering, and data categorization, which significantly predict value creation. In interpreting these findings, it 

is suggested that by increasing a standard deviation in the internal communication score, the value creation 

score of 0.248 will increase from the standard deviation. By increasing a standard deviation in the external 

communication score, the value creation score (0.189) of the standard deviation will increase. Also, by 

increasing a standard deviation in the data gathering score, the value creation score of 0.305 will be higher 

than the standard deviation. Finally, by increasing a standard deviation in the data categorization score, the 

value of value creation 0.0544 will be higher than the standard deviation. 

The structural equation model is a comprehensive statistical approach for testing hypotheses about the 

relationships between observed variables and latent variables. In this way, it is possible to solve conceptual 

models that are multivariate subjects and cannot be solved by a two-variable method (each time an 

independent variable is considered with a dependent variable). Factor analysis is the second level or factor 

analysis is the higher level of developed factor analysis. This method is based on hierarchical models, which 

are often followed more seriously in the humanities and natural sciences. In a factor analysis of the second-

order, it is assumed that the hidden variables themselves share in the common variance resulting from one or 

higher factor factors. In other words, the factors of the second order are actually the agents of the factors. In 

this study, in order to test the research model in order to create a decent and acceptable model and determine 

the internal relationships of variables, confirmatory factor analysis (second degree) was performed using 

structural equation modelling technique using LISREL software package. 

A) Model in standard estimation model: Model in standard estimation mode The relationship between 

operating loads of each of the dimensions of strategic sense-making (four dimensions related to value 

creation, internal communication, external communication, data gathering, data categorization) with SME 
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value creation and shows the relevant items. As shown in the figure, the operating load of all dimensions and 

statements is greater than 0.5 and is acceptable. 

Figure 2. Second-order factor analysis model in standard estimation mode 
 

B) The model in the case of significance: The following figure shows the model of factor analysis of the 

second order in the case of significant coefficients. The numbers on the routes indicate the value of the t-

statistic. Given that all t-statistical values of the paths are greater than 1.96, there is, therefore, a significant 

relationship between each of the dimensions of strategic sense-making and SME value creation, as well as 

between each item and its related dimension. It should be noted that the deleted paths of the model are 

significantly related to the parameters that have been established in the estimation of the model. In the 

diagram, the path is shown in standard coefficients in grey. Therefore, the value of t is not calculated for them. 

For this reason, the path in the semantic state has been removed from the diagram. 
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Figure 3. Model of factor analysis of the second order in the case of significance 

 

Index 𝜒2 df/𝜒2 RMSEA GFI AGFI NFI NNFI SRMR CFI 

The result 
Allowed limit p>0.05 

Less 
than 

5 

Less 
than 
0.08 

More 
than 
0.09 

More 
than 
0.09 

More 
than 
0.09 

More 
than 
0.09 

Less 
than 
0.05 

More 
than 
0.09 

Estimations 

𝜒2

= 489
/86 

Df = 
166 
P = 

0.000 

2.95 0.079 0.91 0.91 0.92 0.91 0.48 0.94 
Acceptable 

fit 

Table 4. Fitness Indicators for the Secondary Factor Analysis Model 

 

According to the findings of Table 4, the laser output in relation to the fitness indicators of the second-

order factor analysis collectively indicates the acceptable fit of the model. 

 

 

DISCUSSION 
 

With the establishment of any organization, a business model is used, both codified and mentally, to 

design the structure of its interactions (Teece, 2010). If we consider the business model as a strategic choice 

of the organization to create and share value, within a value network (Lambert & Davidson, 2012), not 

recognizing the appropriate business model will cause the organization to fail to achieve its goals. The 

performance of companies in turbulent and changing business environments depends heavily on redesigning 

and creating a new and adaptable business model (Ricciardi et al. 2016). Rapid changes in environmental 

and internal conditions, on the one hand, make it difficult for individuals and teams to understand correctly, 
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and on the other hand, force them to take action with incomplete information (Maitlis & Christianson, 2014). 

Therefore, it is necessary to search and interpret information in the form of sense-making processes. An 

effective strategic plan needs to develop an understanding of the forces that shape the situation by engaging 

in collective effort and the ability to interpret events. Organizations are seen as meaningful units within which 

managers and employees interpret events and programs, and their mental models and past experiences on 

how to interpret and understand the program (sense-making) and it is effective in conveying their 

understanding to others (meaningfulness). On the other hand, the creation of company value is the process 

of using internal and external resources to increase the value of the company and the wealth of investors. The 

value of companies is influenced by their size, which means that larger companies have more market value 

due to having more capital and resources (Rahmani et al. 2012). Therefore, it is much more difficult to create 

value in small and medium-sized businesses (SMEs), and the need for sense-making as a strategic capability 

to improve the competitive advantage of these companies seems essential. Thus, the present study aims to 

understand the relationship between strategic sense-making capabilities and value creation in SMEs. 

The research findings indicate that there is a positive and significant relationship between the ability of 

strategic sense-making and value creation of SMEs. It predicts four components of strategic sense-making, 

including internal communications, external communications, data gathering, data categorization, and 76.9% 

of the SME value creation variable. On the other hand, the results of structural equations show that the 

information classification (operating load of 0.85), internal communication (0.84), external communication 

(0.71) and data collection (0.65) have the most powerful prediction effect in SMEs, respectively. These results 

are consistent with the findings of Hosseini et al. (2014), Wareth et al. (2018), Ricciardi et al. (2016), Martins 

et al. (2015) and Sandberg and Tsoukas (2014). Hosseini et al. (2014) concluded that successful 

implementation of the strategy is a function of the appropriate context for implementation, action management, 

intra-organizational factors, relative stability and organizational support. Creating a platform is a key condition 

for creating action management, and action management, along with internal organizational factors and the 

relative stability of the environment, leads to organizational support. Therefore, when there is a difference 

between the organization's understandings of the existing reality, sense-making is more important in the 

context of environmental change. 

That SME, which is aware of its environment and the proper transfer of information and communication 

within the organization, makes the decision to improve the value of the company and adapt to the conditions 

better and more appropriate (Martins et al. 2015). When there is a difference between the understanding of 

SMEs and the existing reality, sense-making becomes more important in the context of environmental change. 

In such a situation, it seems necessary to make changes in the way of functioning and business model as a 

method of adapting to new conditions and taking advantage of opportunities and protecting them from threats. 

The importance of this issue is further demonstrated when SMEs are more dependent on environmental 

change; in other words, the more open organizations are, the more vulnerable they are to the environment. 

The smallest changes in today's turbulent, competitive, and complex environment can cause mutations or 

their destruction. Constructive awareness and interaction with the environment as a competitive advantage 

plays a vital role in value creation. To stabilize the competitive advantage, creating a unique combination of 

resources and capabilities, to rely on intangible resources and environmental awareness plays a decisive role 

because a sustainable competitive advantage requires causal ambiguity and managerial and social 

complexities. This makes it difficult for competitors to mimic the competitive advantage of SMEs. As a result, 

the advantage of the organization remains stable and long-lasting and is protected from the competitive 

position of the organization. 

SMEs are among the factors influencing the growth and development of economic and social systems of 

countries (Kővári & Pruyt, 2013). These firms are the driving force behind the economy and are a way to solve 

the problem of unemployment in all countries of the world. Small and medium-sized enterprises can also be 

used as a tool to attract stray currencies, preventing the increase in the amount of liquidity in the community 
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by consolidating scattered capital that is not as large as that used in large projects. In other words, small and 

medium-sized enterprises are transitional strategies for developing and even developed countries. Therefore, 

in recent years, the importance and role of small and medium industries in industrialized and developing 

countries have been increasing (Yeh-Yun & Zhang, 2005). Given the role and importance of these firms, 

solving financial and non-financial problems of SMEs should be on the agenda of countries. Studies show that 

the inability to compete with larger companies is at the forefront of SME problems due to a lack of value and 

a lack of strong communication with the environment (Mosleh & Khalifeh, 2017). 

 

 

CONCLUSIONS 
 

In turbulent and highly uncertain environmental conditions, SMEs should examine themselves through 

environmental monitoring and strategic orientation conditions and, if necessary, change or modify their 

business model. The conducted study sheds light on the fact that SMEs that do not have organized 

meaningfulness pay less attention to their environment, and this means less attention to the threats and 

opportunities ahead. Therefore, by holding inter-unit meetings, continuous monitoring of customer satisfaction, 

creating a codified mechanism for information exchange, reviewing the competitive advantage, focusing on 

the customer, etc., we should strive to develop significant capabilities in SMEs. SMEs can create 

fundamentally similar economic values through their value chain configuration, similar to their competitors and 

customer needs (by recognizing the environment with a sense-making strategy), and within the same value 

chain, activities must be far more efficient than competitors. To this end, SMEs must have the resources and 

capabilities that their competitors lack. The specific assets of SMEs are resources such as proprietary assets, 

royalties and trademarks, reputation, trademark names, established roots, organizational culture, and workers 

with that firm's specialization or technical knowledge. By strengthening these assets, the value of SMEs is 

strengthened. The strengthening of these assets depends on the knowledge of the environment, the customer 

and competitors using strategic sense-making. 
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