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training events coming up

Group Facilitation Methods
9-10 February 2010

Contact: Elaine Richmond
emr@iinet.net.au

Strategic Thinking & Planning
20-21 April 2010

Contact: David Jago
david@smartmeetings.com.au

Understanding & Leading
Change

15-16 June 2010

Contact: Elaine Richmond
emr@iinet.net.au

forward to a friend

Know someone who might be
interested in the newsletter? Then
please pass it on to them.
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Collaborative tools, services and training
Meet smarter, not harder!

If you always do what you’ve always done, you’ll always get what you
always got! That’s why really new outcomes need new thinking. In turn,
this thinking is based on expanded information and awareness.

One way to think of a workshop or conversationisas ~ § Y
a form of information processing. In this context, you S
have to start with the end in mind. That is: the outcome Ou‘?{i’;i]e

you are aiming for. Therefore — what information,
processed in what way will deliver that outcome?

—

Let’s take these in reverse order. You've already defined

your outcome: this is the Practical Result. What new Informatjon
information do you need as a starting point towards the Processing
—

list, decision, plan, agreement or what ever.

The processing is indicated by the Rational Aim. What
will you do to enable the comprehensive coverage of...
or the objective analysis of... to come about?

Information
Eliciting

So, how do you get the information you need? The
‘brainstorm’ question is not necessarily the same as
the Focus Question. The latter is different in that it can
function across several linked sessions. For example:

Starting
Question

future vision, current reality, strategic directions, actions. W,

Therefore, what ‘question’, asked in what way, will elicit that information? Here
are some things to consider:

e Garbage in, garbage out. An oldie but a goodie. No amount of high falutin’
processing is going to fix up crap data.

e You get the data you ask for. This means asking precise questions. You can
think of it as word-smithing in reverse. Consider these two questions: “...factors
involved in XYZ" and “...forces driving XYZ” \What different responses will they
elicit from the group?

e You'll need a backup. Sometimes, even with good preparation, you won'’t ask
quite the right question. What'’s your Plan B, C...?

e As ever, open ended questions are the go. This means what... or how... or
why... It means avoiding questions that can be answered with yes or no.

e One question at at time please. Double barrelled questions are just plain
confusing and only generate poor quality information.

e It's not always a question. In some cultures, questions are not appropriate.
[t's a matter of subtle additions and responses to the conversation that guide it
in the required direction.

So, what’s your experience of crafting precise questions to get the information
required to expand a group’s thinking? Please, go online and post a comment.

Go welll
David Jago
david@smartmeetings.com.au

www.smartmeetings.com.au
+61 (0)7 3851 4205 < +61 (0)410 361 769
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