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                              Abstract
This study looks at how managers in Chittagong, Bangladesh, understand and make sense of Artificial Intelligence (AI) in their everyday organizational lives. As AI becomes a bigger part of business operations, managers are faced with both opportunities and uncertainties. Through conversations and observations, this research explores how they perceive AI, the challenges they face in using it, and the ways their experiences and organizational culture shape their thinking. The findings show that managers’ understanding of AI is influenced not just by technology itself, but also by their skills, risk perceptions, and the social and economic context they work in. By focusing on the human side of technology adoption, this study offers that how AI can be meaningfully into the organizations in emerging economies like Bangladesh Using sensemaking theory and Interpretative Phenomenological Analysis (IPA), it looks at how managers interpret and respond to AI, navigating both its opportunities and uncertainties. The research draws on in-depth interviews with managers across different industries, allowing a close look at their experiences, perceptions, and decision-making processes. The findings show that managers’ understanding of AI is influenced not just by the technology itself, but also by organizational culture, personal skills, perceived risks, and the wider social and economic environment. By focusing on how people actually make sense of AI in context, this study provides practical insights for organizations in Bangladesh and other emerging economies that want to use AI in meaningful and effective ways.


Chapter-1 Introduction
1.1 Background and Context: 
Artificial intelligence (AI) is becoming part day by day in organizational life around the world, but what AI actually meansto organizations varies widely depending on where they operate. In Bangladesh’s fast-digitizing economy, managers make sense of AI through the realities they face on the ground—limited technological infrastructure, growing competitive pressure, and the national ambition captured in the vision of “Smart Bangladesh 2041.” For many managers, AI is not just another technology. It also represents modernity, progress, and the ability to stay relevant in an increasingly competitive global economy. This symbolic meaning strongly shapes how they think about both the promise and the risks of AI in their organizations.
Research on managerial sensemaking shows that when leaders encounter new and unfamiliar technologies, they do not interpret them in isolation. Instead, they draw on cultural beliefs, organizational stories, experiences shared by peers, and signals from government policies to form their understanding (Weick, 1995; Maitlis & Christianson, 2014). In Bangladesh, this process is closely tied to the country’s expanding digital ecosystem and the constant pressure to do more with limited resources. As a result, many managers see AI as a way to improve efficiency, raise service quality, and gain international recognition. At the same time, these optimistic views are tempered by concerns about job losses, shortages of skilled workers, ethical issues, and the practical limits of existing infrastructure
As an emerging economy experiencing rapid digital change, Bangladesh offers a distinctive setting in which managers play a central role as interpreters of AI’s value and relevance. Over the past decade, initiatives such as Digital Bangladesh and the more recent Smart Bangladesh 2041 have transformed the country’s technological landscape. These policies promote automation, data-driven decision-making, and more advanced digital services across both public and private sectors. In response, organizations in industries such as finance, telecommunications, ready-made garments (RMG), logistics, and public administration are increasingly experimenting with AI tools for customer service, fraud detection, and process improvement (Islam & Muhaiminul, 2022; Aly & Heidi, 2022).
Yet, for Bangladeshi managers, AI adoption is rarely seen as a purely technical decision. Instead, it is shaped by expectations from regulators, pressure from competitors, and comparisons with global industry standards. Sensemaking theory helps explain this process by emphasizing how managers rely on cues from their social, organizational, and policy environments when interpreting new technologies (Weick, 1995; Maitlis & Christianson, 2014). In Bangladesh, these cues often come in the form of strong narratives about modernization, global competitiveness, and the belief that digital innovation can help overcome long-standing structural constraints.
As a result, managers tend to view AI with a mix of enthusiasm and hesitation. In other way,AI is associated with progress, productivity, and a modern organizational image especially in globally connected sectors such as banking and the RMG industry (Davila-Zamora, 2024). On the other way, fears of workforce displacement, ethical concerns, limited digital skills, and the high costs of implementation create uncertainty. These tensions shape how managers talk about AI, how they justify investments, and sometimes how they delay or resist adoption. In this way, institutional conditions and everyday organizational realities play a vital role to shape that how AI is understood and acted upon within Bangladesh’s evolving digital economy.

1.2 Research Problem Statement: 
Here are problem statement which is mentioned below:

Artificial intelligence (AI) is increasingly discussed as transformative force in organizations, often associated with greater efficiency, faster decision-making, and innovation. However, in practice, AI is not always clearly understood by those expected to lead its adoption. In Bangladesh, there is limited research exploring how managers themselves understand, interpret, and define AI within their everyday organizational contexts. This lack of shared understanding often creates confusion and mismatched expectations between managers, employees and technology vendors regarding what AI can realistically achieve and how it should be used.
Many Bangladeshi managers hold mixed and sometimes conflicting views about AI. While some see it as an opportunity to improve productivity and remain competitive, others view it as a threat particularly to jobs, organizational routines as well as even their own managerial roles. These perceptions do not emerge in isolation. They are shaped by practical challenges such as limited technological infrastructure, shortages of skilled personnel, financial constraints, and a general resistance to change within organizations. As a result, managers may feel uncertain, cautious, or even skeptical about AI, which directly influences how they respond to AI-related initiatives.
Most existing studies on AI in organizations focus on implementation strategies, technological readiness, or performance outcomes. While valuable, this body of research often overlooks the human side of AI adoption specifically, how managers make sense of AI and what meanings they attach to it. Little attention is given to the ways managers’ experiences, assumptions, fears, and expectations shape their understanding of AI and guide their decision-making. This gap is particularly noticeable in developing economies like Bangladesh, where organizational realities differ significantly from those in the developed contexts that dominate AI research.
Because these interpretive processes remain underexplored, there is limited understanding of why AI is embraced in some organizations, resisted in others, or adapted in unexpected ways. Without examining how managers perceive AI and how they negotiate its role within their organizational worlds, it is difficult to fully explain the patterns of AI adoption and its use. Therefore, the core research problem lies in the lack of empirical and conceptual insight into how Bangladeshi managers make sense of AI in their organizations. Addressing this gap is crucial for uncovering the subjective meanings that shape managerial responses to AI and for developing a more grounded understanding of AI adoption in developing-country contexts.













Research Question and Objectives

1.3 AI is increasingly becoming part day by day in organizational life, influencing how work is done, how decisions are made, and how managers relate to their roles and colleagues. In Bangladesh, where organizations are adopting AI within distinct cultural, social, and economic conditions, managers often experience AI is not just as a technical tool but also is used as a force that reshapes their professional identities and workplace relationships. Despite this growing presence, little is known about how Bangladeshi managers themselves understand and make sense of AI in their organizational settings. This study is focusing on managers’ lived experiences, interpretations, and narratives surrounding AI adoption.


The research question of this studies is given below,

1.How do Bangladeshi managers interpret AI's role in their work identities and organizational relationships?


       2.What meanings do organizational managers attach to implement when AI is introduced?


    3.How do business managers construct narratives about AI-driven change in their organizations?
These questions require qualitative inquiry because quantitative surveys cannot capture the nuanced cognitive processes, emotional responses, and context-dependent meanings through which Bangladeshi managers construct their understanding of AI (Creswell & Poth, 2018). Managerial sensemaking involves retrospective interpretation, identity negotiation, and social construction of meaning, dimensions that emerge only through in-depth interpretive exploration.’
 

1.4 Objectives:

The main objectives of my studies is given as follow,

1. To explore how organizational managers experience and make sense of AI integration in their daily work practices.
2. To understand how ethical concerns are socially constructed and negotiated within AI-implementing organizations.
3. To examine the multiple realities and interpretations surrounding AI adoption across different organizational roles.

Overall, this study aims to present a rich, context-based understanding of AI adoption in Bangladeshi organizations by highlighting the human meanings and social processes that shape how managers engage with AI.
1.5 Significance of Research: 
This study is significant at theoretical, contextual, managerial and policy levels particularly for emerging economies like Bangladesh.

1. Fills a Major Knowledge Gap in a Non-Western Context
Most of the studies on managerial understanding of AI come from Western, technologically advanced countries.
This research contributes context specific insights from Bangladesh in which there has a rapidly digitalizing as well as resource-constrained environment thus exposing the understanding of AI in a global way sensemaking in developing economies.
 2. Supports Policy and National Digital Transformation Goals
In Bangladesh’s national strategies like Smart Bangladesh 2041 depend on managerial capacity to understand and implement AI. Such as government policy design,training and capacity building programs.
3.Provides Practical Guidance for Organizations and Leaders
 managers interpret AI can help organizations. They design better AI training for leadership,improve communication around AI driven changes and build more grounded AI strategies. 
4.Helps Employees and Stakeholders Cope With AI-Driven Change
Managers play an vital role in “sense-giving” which is shaping that how employees understand and accept AI in a significant way.
Managerial interpretations can help to reduce employee resistance, to improve trust in technology.
5.Theoretical Significance
We can focus on managers’ sensemaking processes, the research contributes to sensemaking theory and technology in practice literature. It extends existing theories by examining how AI is understood not only as a technical tool but also as a socially constructed phenomenon. 
6.Managerial and Organisational Significance
In this study, how Bangladeshi managers make sense of AI is vital because managers play a key role in deciding whether and how AI is adopted, framing AI for employees and also managing resistance, fear or expectations around AI.
7.Practical Implications for AI Adoption
AI implementation often fails not only due to technical limitations but also because of misaligned interpretations, outcomes and expectations. 
Overall, this research provides meaningful contributions by bridging the gap between AI technology and managerial understanding, supporting, informing, inclusive AI adoption in Bangladeshi organizational worlds in Chittagong area.












         Chapter-2 Literature Review
2.1 Theoretical Foundation  

Theoretical Foundations: Sensemaking and Technology Interpretation
Managerial sensemaking is the process by which organisational actors can interpret and construct the meaning around ambiguous or novel phenomena such as AI. Sensemaking literature emphasises identity, social context, experience, and plausibility over technical accuracy, making it a useful lens for studying managerial cognition in complex technological adoption contexts. Although studies applying sensemaking directly to AI in Bangladesh are rare, broader frameworks from organisational studies and technology adoption provide grounding for understanding managerial interpretations of AI. Empirical research on AI integration shows that managers’ interpretations of risks, benefits as well as organisational fit strongly influence adoption decisions (e.g., in digital transformation research). [General IT/AI adoption & sensemaking literature] AI Adoption Studies in Bangladesh: Managerial Interpretations and Organisational Context
Research indicates that Bangladesh’s organisations are experimenting with AI in HRM especially in recruitment and analytics where managerial interpretation of AI’s value is shaped by perceived usefulness, acceptance factors, and organisational readiness.A study on AI in recruitment used the Unified Theory of Acceptance and Use of Technology (UTAUT) to identify key antecedents of AI adoption, revealing that HR professionals’ beliefs about AI influence managerial intent and practice in organisational settings. (Islam, Muhaiminul,2022)
Another study focused on AI adoption intentions among HR professionals using the Technology-Organisation-Environment (TOE) framework, showing that managerial perceptions of technological complexity, organisational support, and environmental pressure shape AI adoption intentions within Bangladeshi firms. (Hossain, Mir Md Aulad, and Mehzabul Nahid,2024.)
These studies collectively suggest that Bangladeshi managers interpret AI through a mix of strategic expectations and organisational constraints, modulated by their professional roles, which affects how AI is perceived as a tool for HR transformation.

Managers from the textile and garment industry sector often view AI as potentially beneficial but constrained by knowledge gaps, leadership readiness, financial limitations, and human capacity issues. (Hossain, Md Khalid,2024)
.In environments with a supportive and agile culture, AI is often seen as an opportunity for innovation, whereas in risk-averse settings, managers may interpret AI as disruptive or threatening to existing practices. (Morshed N, Rahman M, Tanvir Anzum 2024).
Studies in Bangladesh’s Islamic banking sector explored how organisational norms like Shariah compliance and digital literacy influence managerial interpretations of AI. Stakeholders (including innovation leaders and compliance officers) articulate cautious but strategically oriented interpretations of AI’s role in knowledge transformation: AI is viewed as beneficial when it enhances organisational knowledge systems but must be aligned with institutional governance and religious principles. (Hasnat, Md Abu,2025) 
Local media and research highlight widespread skills deficits and fear of job displacement as key factors shaping managers’ and HR professionals’ interpretations of AI. Many managers view AI as a potential threat to workforce stability and a source of organisational anxiety rather than purely a strategic asset, especially where reskilling infrastructure is weak.(Mabrouk, Awad,2025)
Ethical concerns for example algorithmic fairness, transparency, data privacy and governance also shape managerial sensemaking. While specific evidence from Bangladesh is emerging (e.g., studies on perceived fairness in algorithmic systems contextualised in Bangladeshi society), such issues indicate that managers are not only interpreting AI through a functional lens but also through ethical and social implications. (Rasel, Ahmed Abdal Shafi,2025)
  Broader literature (e.g., studies on AI in strategic management and organisational adaptation) supports this integrative interpretation, showing that leaders require adaptive capabilities and responsible leadership competencies to guide AI integration in dynamic environments. (Hossain, Sahadat,2025)






Managers play a central role in interpreting new technologies and framing them for others within the organisation (Balogun & Johnson, 2004).
Studies on technology adoption highlight that uncertainty often leads managers to rely on shared discussions, prior experiences, and organisational culture to make sense of innovations (Bogner & Barr, 2000).
AI also creates uncertainty related to job security, ethical concerns, skill requirements, and organisational control (Davenport & Ronanki, 2018).
Some managers view AI as a strategic resource that can improve efficiency and competitiveness, while others see it as a disruptive force that may challenge traditional managerial authority and employee roles (Raisch & Krakowski, 2021).
AI is sometimes framed more as a future possibility rather than a present organisational reality (Jarrahi, 2018).
Studies on AI-assisted recruitment in Bangladesh indicate that while managers recognise the potential benefits of AI, actual implementation remains limited due to lack of skills, organisational readiness, and trust in technology (Islam et al., 2022).
Recent studies in Bangladesh’s Islamic banking sector show that managers do not interpret artificial intelligence (AI) in purely technical terms. Instead, their understanding of AI is shaped by organisational norms such as Shariah compliance, governance structures, and levels of digital literacy (Hasnat, Md Abu, 2025). 
Beyond the banking sector, broader research highlights significant challenges that shape how Bangladeshi managers interpret AI. Skills shortages, limited reskilling infrastructure, and widespread fears of job displacement strongly influence managerial and HR perspectives (Mabrouk & Awad, 2025).
Although empirical research in Bangladesh is still emerging, early studies suggest that perceptions of fairness and trust in algorithms are socially and culturally contextualised (Rasel & Ahmed Abdal Shafi, 2025).
Related studies in strategic management and organisational adaptation reinforce this view, suggesting that effective AI integration requires adaptive leadership and a strong orientation toward responsible governance (Hossain, Sahadat, 2025).
Managers across contexts tend to frame AI through narratives of efficiency, control, augmentation of human work and competitive advantage. At the same time, they express concerns about trust, bias, ethical use, and job displacement (Davenport & Ronanki, 2018; Jarrahi, 2018).
 Importantly, managers rarely possess deep technical knowledge of AI. Instead, they rely on social cues, consultants, peer organisations, and internal organisational discourse to construct meaning around AI (Maitlis & Christianson, 2014).
AI also creates high levels of ambiguity due to its opacity, probabilistic outputs, and rapidly evolving capabilities.It makes it difficult for managers to develop stable interpretations for what AI is and what it can realistically achieve. Consequently, AI adoption is increasingly understood as a cognitive and social process rather than a purely technical one (Faraj et al., 2018; Glikson & Woolley, 2020).
Research in the ready-made garments sector shows that managers’ beliefs about employees’ AI self-efficacy significantly influence adoption decisions (Rahman, Noor, & Jui, 2025).  
Similarly, Mollah et al. (2024) find that organisational strategy—particularly when framed around sustainability and performance—plays a stronger role than digital culture in shaping AI-augmented HR outcomes. When AI is strategically framed as legitimate and valuable, managers are more likely to support its use.
Sensemaking theory helps explain these patterns. Scholars such as Walsh (1995) and Gavetti (2005) argue that managers rely on cognitive maps simplified representations of reality to interpret complex phenomena.
 Sensemaking is also deeply discursive: managers construct meaning through language, narratives, and storytelling about “modernisation,” “global competitiveness,” or “Industry 4.0” (Rouleau, 2005; Veera, 2012).
Organisations may adopt AI to appear modern or globally competitive rather than because of clear performance gains (DiMaggio & Powell, 1983; Meyer & Rowan, 1977). 
In developing economies, this process is further shaped by resource constraints, infrastructural gaps  and socio-political realities. As Avgerou (2008) argues, digital technologies are always locally reinterpreted, producing outcomes that differ significantly from those observed in developed economies.
Managers interpret ethical risks through the lens of organisational values, regulatory expectations, and reputational concerns (Floridi, 2018; Mittelstadt et al., 2016). These interpretations influence whether AI is trusted, resisted, or cautiously embraced.
The study explores factors shaping AI adoption among professionals indicating how perceived usefulness, social influence and facilitating conditions affect professionals’ (including managers’) intentions toward AI adoption. Though not Bangladesh-specific to Chittagong, its national context is applicable (Emon,2025).
Ahmed, Saha et al. (2025) explore the impact of AI on Human Resource Management in Bangladesh including organisational change and managerial implications of AI integration. 
Reynolds (2025) offers a conceptual framework on managerial perceptions of AI adoption in decision-making — useful for connecting your empirical Bangladeshi sources with broader sensemaking discourse.
Hossin, Ulfy, Ali & Karim (2021) discuss challenges of AI adoption in HRM in Bangladesh for example internal resistance, perceptions of job loss. While not peer-reviewed, this working paper is indexed and often cited in secondary research about Bangladesh’s AI HR context which is useful for background on managerial sensemaking and barriers
UTAUT and TOE based research shows how managers frame AI as useful or risky (Islam et al. 2022; Islam, Alam & Dhar 2025; Chowdhury et al. 2025). 
National adoption patterns and sociocultural perceptions contextualise organisational sensemaking at the macro level (Sultan,T,2016). 
A global review identifying major adoption theories—TAM, TOE, and UTAUT used to explain organisational AI adoption (Momami,2024)
AI, as a novel and opaque technology, creates interpretive challenges for managers, compelling them to rely on prior experiences, social interactions as well as organisational narratives to understand how AI fits within their organisational worlds (Gioia, Corley, & Hamilton, 2013). 
Unlike earlier digital technologies, AI introduces higher levels of autonomy, complexity and unpredictability which often challenge traditional managerial assumptions and organisational routines (Raisch & Krakowski, 2021).
Goto, M. (2022) explores how professionals interpret and construct meaning about AI in organisational life, showing the process and content of sensemaking in a technological change context.
 Masashi Goto’s 2022 article investigates how professionals engaged in digitalisation  specifically within a major audit firm interpret AI and construct meanings about its implications for their work and future. The study is rooted in prospective sensemaking, which looks at how people make sense of the future rather than just past events. 
Übellacker, T. (2025) examines how individual perceptions and sensemaking dynamics influence organisational readiness for AI adoption; useful for linking cognitive interpretation to organisational outcomes. In the organisational readiness for AI is not treated as a static capability but as an emergent outcome of ongoing sensemaking processes. 
Mesgari, M., & Okoli, C. (2018) highlightes how individuals make meaning of new technologies and also theoretical gaps you could adapt to AI and Bangladesh. Mesgari and Okoli’s “Critical Review of Organisation-Technology Sensemaking: Towards Technology Materiality, Discovery and Action” provides a comprehensive synthesis of organisational sensemaking research about how people interpret and attach meaning to new technologies like IT systems. 
Viktorelius, M. (2025) examines the sensemaking challenges of AI implementation in organisational settings, focusing on how work practices and understandings evolve with AI integration. He also examines how professionals make sense of AI as it is introduced into real work settings, especially how work practices and understandings evolve or fail to evolve as AI tools are developed and implemented. The research is positioned in organisational and workplace learning theory, combining sensemaking with discursive analysis to explore how people interpret the meaning of AI in practice.
Scarbrough, H., Chen, Y., & Patriotta, G. (2025) investigates how professionals interpret and give meaning to AI as an epistemic technology within their work contexts. It also shows how different professional identities and roles influence the sensemaking processes around AI, leading people to view AI as enhancing, diminishing, or altering their agency and professional roles in organisations which is conceptually relevant for understanding how managers interpret AI within organisational settings like those in Chittagong area.
Existing literature reveals several gaps:
First, there is very limited research on how managers in Bangladesh, Chittagong area. and the wider South Asian region make sense of AI adoption. In particular, we know little about how managers interpret AI within their everyday organizational realities while responding to institutional, regulatory, and market pressures.
Second, current studies offer only a partial understanding of how managerial technology frames shape the way AI is introduced and used in emerging economies.Existing literature focuses on technical capability or economic results rather than on how managers’ beliefs, assumptions, and interpretations influence AI implementation.
Third, there has a lack of qualitative research which gives voice to managers’ own experiences with AI in Bangladesh. As a result, authentic managerial narratives—how managers talk about, understand, and emotionally respond to AI—remain largely underexplored.
Despite these insights, much of the existing AI and management literature remains dominated by functionalist and technocentric approaches. Popular adoption models such as TAM, UTAUT, and AI readiness frameworks assume that managers have a clear understanding of AI and make rational, stable evaluations prior to adoption. These models overlook ambiguity, emotion, contradiction, and the socially embedded nature of meaning-making. As a result, managerial hesitation or resistance is often misinterpreted as a lack of skills or readiness rather than a meaningful response to organisational realities.
This represents a significant theoretical limitation. AI is not only simply adopted but it is interpreted, negotiated, and continuously redefined through social interaction. Empirical research has also been disproportionately concentrated in Western and technologically advanced Asian contexts, where institutional stability and infrastructure are often taken for granted. This has led to an epistemic narrowing of AI scholarship as well as marginalising managerial experiences in developing countries like Bangladesh.
Bangladesh offers a particularly compelling context for studying AI sensemaking. Managers operate under conditions of institutional hybridity, relational decision-making, regulatory ambiguity and strong social norms. They must navigate competing narratives of AI as inevitable progress and as a potential threat to authority, autonomy, and employment. Yet, existing research in developing contexts tends to focus on policy or skills gaps, failing to capture how managers interpret, negotiate, and sometimes resist AI.
Accordingly, this review identifies three interconnected gaps in the literature: a theoretical gap arising from the dominance of functionalist explanations; an empirical gap concerning the lack of research on managerial sensemaking, especially in non-Western contexts; and a contextual gap reflecting the inadequate theorisation of developing-country organisational realities. Addressing these gaps requires an interpretive, qualitative approach that foregrounds how Bangladeshi managers make sense of AI within their everyday organisational worlds.
By doing so, this study challenges dominant technocratic narratives of AI and contributes to management scholarship by extending sensemaking theory into AI and digital transformation, also offering empirically grounded insights from an underrepresented context as well as re-centring managerial meaning-making as a critical dimension of AI-enabled organisational change. Rather than asking whether AI is adopted, this research asks how AI becomes meaningful in practice.
The Aim of Study:
This study aims exploring how managers in Bangladesh understand and make sense of Artificial Intelligence (AI) within the organizational contexts. It examines how their interpretations of AI shape the decisions they make, the practices they follow and the ways their organizations respond to this technology. In doing so, the study pays attention to the cognitive, organizational, and institutional factors that influence how managers perceive and act on AI in their day-to-day work.


Bottom of Form


 
2.2 Sensemaking Theory: 
This study draws primarily on Weick’s Sensemaking Theory (1995) as its central theoretical framework, supported by Guba and Lincoln’s constructivist–interpretivist paradigm as the underlying philosophical foundation. Together, these perspectives provide a coherent lens for understanding how Bangladeshi managers interpret and negotiate Artificial Intelligence (AI) within complex and uncertain organizational contexts. To explore these experiences in depth, the study draws on Interpretative Phenomenological Analysis (IPA) (Smith, Flowers & Larkin, 2009). IPA allows close attention to individual managers’ accounts and acknowledges that sensemaking is an interpretive process. Managers are trying to make sense of AI in relation to their roles, expectations.
Weick’s Sensemaking Theory (1995) is as follows:
Karl E. Weick’s Sensemaking Theory offers a way which is powerful to understand how individuals and groups construct meaning when faced with ambiguity, uncertainty or unexpected change rather than viewing organizational realities as fixed or objective, sensemaking emphasizes how people notice, interpret as well as act upon cues from their environment to create a shared understanding of “what is going on.” This makes the theory particularly well suited to qualitative, interview-based research.
In the context of AI adoption in Bangladesh, sensemaking helps explain how managers actively interpret AI rather than passively adopting it as a technical tool. Specifically, Weick’s theory helps illuminate which is described below:
1. Identity construction – how Bangladeshi managers see themselves in relation to AI, including whether they view it as an opportunity, a challenge, or a threat to their professional roles.
2. Retrospective meaning-making – how managers draw on past experiences with digitalization, ICT or automation to shape their current perceptions of AI.
3. Enactment of new technologies – how managers do not merely respond to AI, but actively shape its use through their interpretations, organisational narratives, and responses to resource constraints.
4. Ongoing interpretation – how sensemaking is continuous, with managers constantly re-evaluating the role of AI as technologies, policies, and organisational conditions evolve.
Guba and Lincoln’s Constructivist–Interpretivist Paradigm
While Weick’s Sensemaking Theory serves as the main theoretical framework, this research is philosophically grounded in Guba and Lincoln’s (1994, 2005) constructivist and nterpretivist paradigm. Furthermore, this paradigm emphasises that reality, knowledge and meaning are socially constructed rather than objectively given.
Ontological assumptions (nature of reality):
From a constructivist perspective, reality is multiple, context-dependent as well as shaped by social experience. In this study, AI does not have a single, fixed meaning across organisations. Instead, Bangladeshi managers may understand AI in diverse ways—such as a strategic tool for efficiency, a threat to employment or managerial authority, or a complex technology constrained by local infrastructural and institutional realities.
Epistemological assumptions (nature of knowledge):
Guba and Lincoln adopt a subjectivist epistemology, where knowledge is co-created through the interaction between researcher and participants. In this study, insights into AI sensemaking emerge through dialogue, reflection, and interpretation during engagement with managers. Knowledge about AI is therefore contextually grounded and shaped by social interaction rather than discovered as objective fact.
Methodological assumptions (how knowledge is gained) are described below:
Consistent with this paradigm, the study employs qualitative and interpretive methods such as in-depth interviews or narrative inquiry. These approaches allow managers to articulate their beliefs, experiences, and concerns about AI in their own words, capturing the richness and complexity of their sensemaking processes.
Axiological assumptions (role of values) are described below:
This study also acknowledges that research is inherently value-laden. Managers’ ethical concerns, cultural values, and beliefs about technology, work, and responsibility influence how they interpret AI. Recognising these values is essential to understanding AI sensemaking in the Bangladeshi context.
Integrating Theory and Paradigm
Using Guba and Lincoln’s constructivist paradigm enables this research to move beyond technical or deterministic views of AI adoption and to highlight the plurality, complexity and subjectivity of managerial interpretations.In addition, This approach is particularly appropriate for studying AI in a developing country context, where organisational realities often differ significantly from dominant Western-centric models.
While Guba and Lincoln’s framework provides the philosophical foundation, Weick’s Sensemaking Theory serves as the most appropriate and effective theoretical lens in this study.




2.3 AI in Bangladesh:
Bangladeshi managers don’t simply adopt AI as a plug-and-play technology. Instead, they make sense of it through their own experiences, the realities of their organisations, and the broader environment they operate in. This study sees AI adoption as a sensemaking process a way managers interpret and give meaning to technology rather than just a technical or rational decision.
A manager’s identity plays a key role. Some see themselves as traditional authority figures; others aspire to be tech-savvy leaders. These identities influence whether AI is assumed as a threat to status and jobs or as a tool to enhance control and legitimacy. The organisational context—culture, hierarchy, resources, past experiences with technology, and interactions with consultants or foreign partners—further shapes how AI is understood. Beyond the organisation, wider institutional factors like government digital initiatives, regulatory uncertainty, labour expectations, media narratives, and global AI discourses signal what AI “means” in the Bangladeshi context.
Sensemaking happens actively and socially. Managers experiment with AI through pilot projects, informal discussions, and symbolic gestures. They interpret AI based on what seems plausible and workable, not always on technical accuracy. Over time, AI comes to be seen in multiple ways: as a tool for efficiency, a source of control, a threat to jobs, a symbol of modernity, or a strategic necessity.
These interpretations directly shape organisational actions from small experiments to strategic investments in training and restructuring. In short, AI adoption in Bangladesh is an ongoing, socially constructed journey, where understanding and action continuously shape each other

 2.4 Conceptual framework: 
For many Bangladeshi managers in the Chittagong area,AI is not experienced as a purely technical innovation but as something that enters their organisational lives in messy, uncertain and often emotional ways. Managers encounter AI through their own identities, their organisational realities, and the broader institutional environment in which they operate. In family-owned firms and export-oriented industries common in Chittagong, managerial authority is closely tied to experience and control which shapes early interpretations of new technologies.
Organisational context further frames sensemaking. Limited resources, uneven digital infrastructure and a largely labour-intensive workforce mean that AI is rarely seen as a simple solution. Instead, managers weigh it against everyday concerns such as cost pressures, worker reactions, and production deadlines. Institutional factors also matter. Government narratives around “Digital Bangladesh,” pressure from international buyers, and media portrayals of AI as both opportunity and threat create powerful signals that managers cannot ignore.
 Managers make sense of AI through ongoing processes rather than clear decisions. They often look backward, drawing on memories of past automation efforts or failed IT systems to understand what AI might bring. Sensemaking is deeply social: meanings are shaped in conversations with owners, peers, consultants, and employees. Managers pay attention to cues that feel most relevant such as competitor adoption or promises of efficiency while ignoring more abstract technical details. Importantly, they seek interpretations that are plausible rather than technically perfect allowing them to act without full certainty.
As a result, AI is interpreted in multiple ways. Some managers view it as a tool for improving efficiency and reducing errors, while others see it as a mechanism for tighter control over workers. For many, AI raises concerns about job losses and labour unrest. In some organisations, AI is adopted mainly as a symbol of modernity, used to signal progress to clients rather than to transform operations. Others interpret it as strategically unavoidable in a competitive global market. These interpretations lead to different organisational actions from small automation trials and cautious experimentation to resistance or symbolic adoption. The outcomes of these actions then reshape how managers understand AI, feeding back into their ongoing sensemaking.
       Conceptual Framework Figure:Managerial Identity, organizational context, institutional factors


    
                                 Sensemaking Processes (identity construction, retrospective interpretation, enactment, social negotiation, cue extraction, plausibility-driven action)


 
          Interpretations of AI (efficiency tool, control mechanism, job threat, modernity symbol, strategic necessity)

   Organisational Actions (automation pilots, resistance, ceremonial adoption, strategic investment)


          
                              Chapter-3 Methodology 
3.1Paradigmatic Position:
Paradigmatic Position of the Study
This study is positioned within an interpretivist research paradigm, drawing closely on social constructionism and Sensemaking Theory (Weick, 1995). The central concern of the research is not whether organizations in Bangladesh adopt artificial intelligence (AI), nor how successful such adoption might be in measurable terms. Instead, the study seeks to understand how managers interpret, talk about, and make sense of AI within their everyday organizational realities.
An interpretivist approach is therefore well suited to this inquiry, as it prioritizes meaning, experience and context rather than treating AI as an objective, stable entity.this study approaches it as something whose significance emerges through human interpretation and social interaction.

Ontological Assumptions: Understanding Reality
From an ontological perspective, this study adopts a relativist or constructivist view of reality. This means that reality is understood as multiple and socially constructed rather than fixed or universal. There is no single, objective reality of AI that applies equally across all organizations or managerial contexts. Instead, what AI “is” depends on how it is experienced, interpreted, and discussed by those engaging with it.
For managers in Bangladeshi organizations, AI may represent very different things. For some, it may symbolize innovation, efficiency, or global competitiveness. For others, it may be associated with uncertainty, job displacement, or organizational risk. These different understandings do not simply reflect differences in technical knowledge; they are shaped by organizational culture, industry norms, resource availability, and individual managerial experiences.

Epistemological Assumptions: How Knowledge Is Created
In line with its ontological stance, the study adopts a subjectivist and interpretive epistemology. Knowledge, from this perspective, is not something that exists independently of human experience waiting to be discovered. Instead, it is created through interaction, interpretation, and dialogue.
The knowledge generated in this study emerges from conversations between the researcher and participating managers. Through interviews, managers articulate their experiences, reflect on their decisions, and explain how they understand AI within their organizational contexts. These accounts are not treated as objective facts but as meaningful expressions of how managers make sense of their world.
Axiological Assumptions: Acknowledging Values
This research explicitly recognizes that it is value-laden. The researcher does not stand outside the research process as a neutral observer but is actively involved in interpreting participants’ accounts. Personal background, academic training, cultural familiarity, and prior assumptions about AI inevitably shape that how data is collected, interpreted and presented.
Given the Bangladeshi context of the study, the understanding of local organizational culture, hierarchical norms, and communication styles plays an important role in making sense of managers’ narratives. At the same time, this familiarity requires careful reflexivity to ensure that taken-for-granted assumptions do not obscure alternative interpretations.

Theoretical Foundation: Sensemaking Theory
The primary theoretical lens guiding this study is Sensemaking Theory (Weick, 1995). Sensemaking focuses on how individuals interpret and give meaning to complex, uncertain, or ambiguous situations. AI, as an emerging and often poorly understood technology, presents precisely this kind of situation for managers.
Sensemaking theory helps explain how managers move from uncertainty to action by constructing plausible explanations of what AI is, what it means for their organization, and how they should respond to it. Several aspects of sensemaking are particularly relevant to this study.
First, managerial identity plays a key role in interpretation. Managers make sense of AI in ways that align with their professional roles, responsibilities.
Second, sensemaking emphasizes plausibility over accuracy. Managers do not need perfect or complete information to act; instead, they rely on interpretations that seem reasonable and workable in their context. Third, sensemaking is inherently social and contextual. Meanings are shaped through discussions, meetings, informal conversations, and organizational storytelling. In Bangladeshi organizations, social norms, power relations, and collective values strongly influence how AI is discussed and understood. 

Methodological Implications
The interpretivist paradigm and sensemaking perspective directly inform the methodological choices of the study.
uderstanding, external narratives, or peer experiences rather than technical certainty.
Qualitative Approach
A qualitative methodology is most appropriate, as it allows for in-depth exploration of managerial experiences and interpretations. Quantitative measures would be insufficient for capturing the complexity and subjectivity of sensemaking processes.
Semi-Structured Interviews
Semi-structured, in-depth interviews are used to provide managers with the freedom to express their views in their own words.
Purposive Sampling
The study employs purposive sampling to select managers who have direct or indirect experience with AI initiatives or related decision-making. This ensures that participants are able to provide meaningful insights into how AI is understood and discussed within their organizations.
Contextual Sensitivity
Overall, the methodological approach allows the study to explore AI as a socially constructed phenomenon, shaped by managerial experiences, organizational practices, and the broader Bangladeshi context.

How the Paradigm Shapes Data Collection and Analysis
Interviews
Interviews are designed to encourage managers to describe their experiences and interpretations openly.
Data Analysis
Data analysis follows an interpretivist thematic approach, focusing on how meaning is constructed through language. Attention is given not only to what managers say, but how they say it hrough metaphors, narratives, and moments of hesitation or emphasis. These elements are treated as important sensemaking cues rather than as noise.

Reflexivity in Analysis
Throughout analysis, the researcher remains reflexive, acknowledging their role in shaping interpretations. 
In summary, this study is firmly grounded in an interpretivist paradigm which views reality as socially constructed and knowledge as contextually produced. Through a relativist ontology, interpretive epistemology, and reflexive axiology, the research explores how managers in Bangladesh make sense of AI within their organizational lives. Sensemaking Theory provides a strong theoretical foundation for understanding how meaning is constructed amid uncertainty and change.

3.2 Research Approach: 
Following Creswell and Poth (2018), the research adopts a qualitative and interpretive approach that prioritises participants’ voices and lived experiences. Qualitative inquiry is particularly suitable here because the study seeks to understand how managers make sense of AI, not whether AI is effective or successful. In a similar vein, Merriam and Tisdell (2016) argue that qualitative research is most appropriate when the goal is to understand how people interpret their experiences within specific social and organisational settings precisely the concern of this study.
To explore these experiences in depth, the study draws on Interpretative Phenomenological Analysis (IPA) (Smith, Flowers & Larkin, 2009). IPA allows close attention to individual managers’ accounts and acknowledges that sensemaking is an interpretive process. Managers are trying to make sense of AI in relation to their roles, expectations, and uncertainties, while the researcher is simultaneously making sense of those interpretations. This double layer of interpretation reflects the complexity of understanding AI in organisational life.
In analysing the data, the study is guided by Braun and Clarke’s (2006) approach to thematic analysis, which provides a flexible yet rigorous way to identify patterns of meaning across participants’ narratives. This approach supports the development of themes that capture shared concerns—such as opportunity, risk, control, or trust—while still respecting individual differences in experience.
Finally, the writing of the findings is influenced by Van Manen’s approach to phenomenological writing, which emphasises reflection, depth, and attentiveness to lived experience. Rather than presenting findings as abstract categories alone, the study aims to convey what it feels like for managers in Chittagong to encounter AI in their organisational worlds, using rich description and interpretive storytelling to bring their experiences to life.
When we talk about qualitative research, John Creswell’s framework is one of the most helpful guides for understanding how to explore human experiences in depth. 
1. Narrative Research
This approach is all about the stories of real people how they remember experiences, how they make sense of their lives, and how their personal histories shape their present. It’s like listening to someone’s life story to understand what matters to them and why. Researchers often gather these stories through interviews, diaries, letters, or other personal documents.
2. Phenomenology
Phenomenology is about getting under the surface of an experience. It’s concerned with the essence of what it feels like to live through a particular situation. Instead of trying to explain behavior or build a theory, phenomenology asks, “What is this experience like for the people living it?”
Data usually comes from in-depth interviews or first-person accounts. Participants share their personal experiences, thoughts, and emotions, and the researcher carefully analyzes these stories to uncover common themes that reveal the core meaning of the experience.
3. Grounded Theory
Grounded theory has a slightly different goal. Instead of exploring experiences for their own sake, it aims to build a theory based on real-world data. It looks at social processes, interactions, and behaviors.
Data for grounded theory comes from interviews, observations, and documents, and researchers move back and forth between collecting data and analyzing it. Over time, patterns emerge that allow them to develop a theory grounded in what people actually do and say.
4. Ethnography
Ethnography is all about culture and context. Here, the researcher immerses themselves in a group or community to understand how people live, interact, and make sense of their world. It’s like being a cultural detective observing behaviors, recording patterns, and uncovering the rules and norms that shape the group’s daily life.
Data is gathered through participant observation, interviews, field notes, and sometimes artifacts like photos or videos. startup or observing the routines of a remote community. 
5. Case Study
A case study dives deep into a specific “case,” which could be an individual, a group, an organization, or even an event. The key is that the case is bounded it has clear boundaries and the study explores it in detail. Case studies often combine multiple sources of data like interviews, documents, observations, and artifacts, to provide a comprehensive picture.
	Creswell’s Approach
	Core Focus
	Analysis
	Reason for Inclusion or Rejection

	Phenomenology
	Understanding the essence of lived experience
	Individuals sharing a common experience
	Rejected as It emphasises identifying a universal, static essence but the study focuses on ongoing interpretation and sensemaking rather than bracketing toward an essence.

	Narrative Research
	Individual life stories and biographies
	One or a small number of individuals
	Rejected because the study is not concerned with full life stories or personal chronologies but with shared patterns of meaning-making across managers.

	Grounded Theory
	Developing a new theory grounded in data
	Processes and actions across participants
	Rejected, Existing sensemaking theory provides an adequate conceptual framework; the aim is application and understanding, not theory generation.

	Ethnography









Case study 






	Cultural patterns within a group or organization




Exploring deep into a specific case
	A culture-sharing group over extended immersion



An individual, 
a group, an organization or an event
	Rejected because the study focus is on managerial cognition and interpretation, not on organisational culture or prolonged cultural immersion.

Rejected because case study need multiple sources of data for analyses but the study need data from managers interpretation


	Interpretative Phenomenological Analysis (IPA) (Smith, Flowers & Larkin, 2009)

	How individuals make sense of their experiences
	Individuals’ subjective meaning-making
	Selected as it specifically designed to examine how individuals interpret and make meaning of experiences, aligning directly with the focus on managerial sensemaking.



3.3 Research Design:
 The study takes a qualitative, interpretive approach for exploring how managers make sense of artificial intelligence (AI). By focusing on personal meaning, stories and interpretations, it aims to capture rich, context-sensitive insights into how managers experience and understand AI in their work.
Sampling Strategy: To understand AI across different organizational contexts in Bangladesh, the study will use purposeful, maximum-variation sampling. Managers will be selected from sectors where AI adoption is emerging such as Banking and ICT sector. This allows the study to explore both technologically advanced and more traditional organizations.The study will interview 6-10 managers following IPA guidance that samples should be small and homogeneous enough to allow deep idiographic analysis (Smith et al., 2009). This range enables detailed examination of individual meaning-making whilst allowing pattern identification across cases. Sampling will be purposive and criterion-based, targeting managers with minimum three years' experience and direct AI exposure. Recruitment will occur through professional networks and snowball sampling, with initial contact via email explaining research purposes and voluntary participation.
Data Collection: Semi-structured interviews will explore how managers personally interpret AI, the stories their organizations tell about AI, the opportunities and challenges they see and how AI affects their decision-making and managerial identity. Interviews will last about 60-90 minutes and will be conducted via Zoom with video recording for non-verbal cues. Participants will receive information sheets and consent forms 48 hours before interview, with opportunities to ask questions before proceeding. Participants can speak in Bangla, English, or a mix; Bangla interviews will be transcribed and translated carefully to preserve meaning.
Analysis Approach: The study will use Interpretative Phenomenological Analysis (IPA) to examine how managers make sense of AI, offering a deep understanding of the lived experiences and thought processes which shape organizational decisions.
Interview Questions
Sample questions include:
1. What does AI mean in your organization?
2. Tell me about a time you encountered AI in decision-making?
3. How has AI changed your managerial role?
4. How do employees respond to AI initiatives in your organization?
5. What skills do managers need to work effectively with AI?

3.4 Ethical Consideration:
Ethical consideration is described below
In this study, the focus is on exploring how Bangladeshi managers interpret and engage with AI within their organizational contexts. Given the hierarchical nature of organizations in Bangladesh and the sensitivity around adopting new technologies, it is essential to ensure that all participants provide informed consent before any data is collected.
Each manager will receive an information sheet outlining the study purpose, the research questions, and the data collection methods, such as interviews. Participants will be informed that they have the right to withdraw from the study at any time without any penalty. Explanations will be provided verbally in Bangla or English to ensure that all participants fully understand what participation entails.
Protecting confidentiality is particularly important in hierarchical organizations, where sharing critical or uncertain views about AI could carry reputational or professional risks. To address this, all identifying information such as names, job titles, departments, and organization names—will be removed from transcripts and reports. Care will also be taken to avoid including contextual details which could indirectly reveal participants’ identities, especially in smaller or well-known organizations.
Because managers hold organizational power and may perceive the researcher as an expert, this could influence how they respond. To minimize this, the researcher will adopt a reflexive and non-judgmental stance, emphasizing that there has no right or wrong answers. The aim of the study is to understand participants’ perspectives, not to assess their competence or the performance of their organization.
The research will follow institutional guidelines for human subjects, including informed consent, confidentiality, data protection, and risk minimization. All data will be stored in password-protected digital files accessible only to the researcher. Audio recordings will be deleted after transcription,data collected through Google Forms will be anonymized to ensure privacy. Anonymized data will then be used for analysis and securely destroyed after the required retention period, in line with institutional policies.
The study poses minimal risk to participants. Some managers may feel uncomfortable discussing organizational practices or uncertainties around AI adoption. To address this, participants will be allowed to skip any questions or withdraw at any time.
Finally, in the Bangladeshi socio-cultural context, hierarchical workplace relationships and respect for authority could influence consent. To ensure voluntary participation, managers will be approached individually, and it will be clearly communicated that participation is entirely voluntary and not monitored by their organization.
3.5 Limitations: 
This study has some limitations mentioned below,
1. Contextual and Geographic Scope
This study is situated within organizational settings in Chittagong, Bangladesh, which are shaped by specific socio-economic, regulatory, and institutional conditions. Managerial sensemaking of AI in Bangladesh may differ considerably from that in developed economies due to differences in digital infrastructure, labor markets, and organizational maturity. As a result, the findings may have limited applicability beyond the Bangladeshi context.
2. Sectoral Coverage
Although the study explores managerial interpretations of AI across selected industries such as banking and ICT, it does not fully represent all organizational sectors in Bangladesh. Sectors like agriculture, small family-owned businesses, or informal enterprises may experience and interpret AI differently, and these perspectives are not captured in the current research.
3. Managerial-Level Focus
The research primarily focuses on mid-level and senior managers, as they are more directly involved in AI-related decision-making. However, this emphasis limits insights into the sensemaking processes of lower-level supervisors and employees, whose bottom-up perspectives may also significantly influence organizational responses to AI.
4. Subjective Nature of Sensemaking
Sensemaking is inherently subjective, socially constructed, and context-dependent. Managers’ narratives may reflect personal beliefs, organizational politics, or strategic positioning rather than actual AI practices. Consequently, interpretations of AI may not always align with how AI is implemented or used in practice.
5. Early Stage of AI Adoption
Many organizations in Bangladesh are still at an early stage of AI adoption. As a result, managerial sensemaking is often shaped by expectations, assumptions, or second-hand knowledge rather than extensive hands-on experience with AI technologies.
6. Methodological Limitations
The study relies on qualitative methods, particularly interviews, which depend on self-reported data. Such data may be influenced by recall bias or managers’ attempts to present their organizations favorably. Additionally, the relatively small sample size limits statistical generalizability, although it allows for a deeper and more nuanced understanding of managerial perspectives.
7. Language and Translation Issues
Data were collected in Bangla and later translated into English, which may have resulted in the loss of nuanced meanings related to concepts such as intelligence, automation, and decision-making. This may have influenced the interpretation of managerial sensemaking narratives.
8. Rapid Technological Change
AI technologies, regulations, and organizational practices are evolving rapidly. Therefore, some findings may be time-bound, reflecting a transitional phase of AI adoption rather than long-term or stable organizational patterns.
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