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Abstract
Growing markets and fast discontinuous changes challenge companies to stay in line with
their goals and maintain their market share. The environmental dynamism, complexity and
hostility are aspects that require strategical preparation to maintain success on the market.
Companies need not only to manage the continuous adaptation to incremental change but also
the ability to detect discontinuities early and manage them through their corporate strategy
and innovation management. The process of detecting, interpreting and reacting to changes
can be referred to as corporate foresight. This study analysis a German automotive supplier
regarding their current foresight capabilities and will derive with an assessment within their
competitive surrounding. This study assesses the corporate foresight capabilities of a
company in a qualitative approach by conducting interviews with employees and further
secondary quantitative insights from survey results. In collaboration with the consulting firm
Rohrbeck & Heger and their gathered data sets, further insights about the competitive
situation of the company could be derived. The final assessment presents insights whereas the
automotive supplier is lacking in specific aspects in contrast to the diverse competition but
also delivers actions steps to lower the weak spots the firm currently demonstrates.
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1. Introduction
1.1 Background and Justification of Research
In the context of business, “strategic foresight” refers to a leader-driven, systematic,
participatory process for examining the future of an organization in terms of opportunities,
risks and possible occurrences. It is aimed at supporting innovation and accommodating
likely oncoming challenges, changes and events (Kononiuk, 2018, p. 78). In a celebrated
speech delivered in 1931 at Harvard Business School, Alfred Whitehead posited that
foresight is a crucial element of competent business minds. He noted that it is necessary for
organizations to cultivate it in order to adequately deal with the constant evolution that is
associated with modernity (Tsoukas & Shepherd, 2004, p. 137). In order to be able to
accommodate the rapid, discontinuous, interconnected changes that occur within the
contemporary business domain, it is necessary to develop new practices and competencies
that are based upon a proactive approach that is oriented towards sensitivity, malleability and
readiness. This can help to promote resilience and flexibility (Kononiuk, 2018, p. 78).
Wippel (2014, p. 3) notes that strategic foresight is becoming increasingly important to
businesses in Germany and that it is “an important... issue preoccupying the CEOs of major
German companies, including... the automobile industry”. However, he points out that there
has been speculation in the nation’s media that the levels of complexity within the business
world have made it extremely difficult to display a high level of foresight (Wippel, 2014, p.
3). Wippel (2014, p. 3) draws attention to the pitfalls that the U.S. automobile industry
succumbed to on account of a lack of strategic foresight. He points out that many companies
were unable to foresee a world with stricter environmental regulations in spite of the warning
signs, which substantially harmed their ability to adapt in time for a transition towards more
ecologically friendly vehicles (Wippel, 2014, p. 3).
With this in mind, the present study aims to examine the nature of strategic foresight at a
German automobile supply company in order to identify any deficiencies that need
remedying and ascertain the current way in which this process is carried out. As this study
presents confidential information, the name of the company is called in the following
Company A (CA) and names of employees are changed to pseudonyms.
Research into strategic foresight is generally regarded as being necessary to foster innovation.
Even those academics that do not believe that it directly influences innovation typically hold
the view that it helps to identify potential outcomes with managerial and theoretical
1

implications lead to the development of new ideas (Adegbile, Sarpong & Meissner, 2017, p.
10). According to the Global Innovation Index, Germany currently stands at the fifteenth
place (Stanculescu, 2015, p. 5). The present research could potentially reveal insights that
help its automobile supply industry to boost its innovativeness and close the gap between its
levels of innovation and those of its closest competitors in other countries.
There is also evidence to suggest that strategic foresight is capable of enhancing the degree of
influence that a company is capable of exerting and increasing the level of organizational
learning that it experiences (Rohrbeck & Schwarz, 2013, p. 32). It can improve the chance of
attaining high levels of organizational performance and reduce the risk that companies face
(Marcus, 2015, p. 5). With this in mind, this research could be highly beneficial to the
German automobile supply industry.

1.2 Research Questions
Based on the need of automotive organizations to participate in an increasingly dynamic
environment, foresight planning might be a valuable approach to ensure their future survival.
This comprises the detection of emerging trends and their exploitation next to the early
discovery of threats and the ability to conquer them fast. In relation to these topics, this thesis
sets the goal to answer the following research questions:
1. When applying the Maturity Model for Corporate Foresight to the German
automotive supplier CA Automotive, does the firm's maturity level match the
environmental demand?
2. How is the company currently implementing strategic foresight activities?
3. How effective is the Maturity Model for Corporate Foresight at assessing the match
between a firm’s maturity levels and environmental demand based upon its
application to CA?

1.3 Thesis Contribution
By applying the Corporate Foresight Maturity Model (CFMM) on the case of the automotive
supplier CA, this thesis contributes to academia by showing how foresight is implemented in
a large organization. Furthermore, the organization itself will benefit from this thesis by
being the case subject. This will provide valuable insights into the management of the
company by reflecting their current practices and to prospect insights from the current
foresight research to their activities and internal structure. Finally, the consulting firm
Rohrbeck and Heger, which supports this thesis work, will benefit from the research work.
2

On one side, they will benefit from the collected case study data, which extends their
foresight database by applying the Corporate Foresight Maturity Model. This will derive
more precise benchmarking results for future consulting projects. On the other side, the firm
can potentially use the research of this work for future academic papers, to be republished by
Rohrbeck and Heger.

1.4 Structure of the Thesis
The subsequent chapter of this thesis provides a thorough review of relevant literature is
carried out in order to provide a theoretical underpinning for the work. After this, the
methods are outlined. The results are then presented, discussed and analysed. Finally,
recommendations are made based on the findings.

2. Literature Review
2.1 Introduction to Literature Review
In the beginning, texts that shed light upon the nature of strategic foresight will be examined.
Next, literature that sheds light upon the nature of the German automobile supply industry
will be explored. Finally, Rohrbeck’s (2010) Maturity Model of Corporate Foresight will be
outlined. This model forms the theoretical framework for this study.

2.2 Strategic Foresight
Corporate foresight can be defined as strategic foresight activities that are related to projects
by private-sector companies, industry-wide associations and groups of companies (Kononiuk,
Sacio-Szymanska & Gaspar, 2017, p. 22). A substantial amount of effort has been dedicated
by academics to the study of strategic foresight throughout the course of the last decade.
Corporate foresight efforts have typically been employed to facilitate better decision-making,
enhance the standard of innovation, engage in futures studies in order to identify possible
alternative trajectories and help companies to prepare for the accommodation of emerging
technologies. These activities are concerned with minimising the proportion of relevant
knowledge about a company’s future that remains unknown and ensuring that any
uncertainties that remain are factored into decisions (Heger & Rohrbeck, 2012, pp. 2-8). Such
activities are typically the domain of larger companies, but can also be implemented by Small
and Medium Enterprises (SMEs) (Horton, 1999, p. 5).
Slaughter (2002, p. 12) claims that strategic foresight is of direct use to organizations’
practice and policy on a daily basis. It can alert them to signals within the operating
3

environment that indicate approaching challenges within the immediate and medium-term
future. It is notable that Slaughter does not provide a definition of what he means by
“medium-term future” in the context of strategic foresight. However, Shevchenko and
Stukach (2018, pp. 7-9) define it as the period between 5 and 22 years from the current date.
Companies can utilise this “foreknowledge” in order to devise strategies aimed at exploring
different potentially arising conditions (Slaughter, 2002, p. 12). The term “foreknowledge”
refers to knowledge about what is about to occur based on signals within a company’s
operating environment that indicate challenges that could potentially manifest themselves.
This enables suitable responses to be developed. It means that rather than reacting to changes,
they can be pre-empted in some cases (Slaughter, 2002, p. 12).
Scenario analysis is the most commonly used strategic foresight method (Heger & Rohrbeck,
2012, p 8). Others include wild card analysis (Smith & Dubois, 2010, p. 847), which will be
explored at a later stage in this section, counterfactual analysis (Greenstine, Sazonova, 2014,
pp. 31-32) and SWOT analysis (Andersen & Rasmussen, 2014, p. 29). Counterfactual
analysis entails challenging the present understanding of past events by suggesting alternative
ways of understanding them. This fortifies foresight efforts by ensuring that analyses of what
might happen in the future are not clouded by the failure to adequately assess previous trends
due to the fact that only one possible means of viewing them has been considered. It
facilitates the identification of ongoing patterns that can be used to forecast the future
(Greenstine, Sazonova, 2014, pp. 31-33).
A SWOT analysis entails identifying the strengths and weaknesses associated with the
company and the opportunities and threats within its external environment. The strengths are
the advantages and resources associated with the company. The weaknesses are areas that
could either be improved or that the firm performs so badly in that it should avoid.
Opportunities are changes that are likely to occur that could be advantageous to the company
and threats are changes that could be disadvantageous. Once these factors have been
identified, comprehensive contingency plans can be drawn up to accommodate potential
future developments (European Commission Joint Research Centre, n.d.).
Scenario analysis has been demonstrated to be capable of creating a structure that permits
managers to take a more substantial number of factors into consideration when making
decisions and treat processes for arriving at a suitable course of action in a rigorous
systematic manner. It can also be utilised as a platform for guaranteeing that relevant
stakeholders have a say in company decisions (Heger & Rohrbeck, 2012, p 8).
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Scenario analyses follow a systematic process for creating a number of different plausible,
vividly contrasting narratives that detail possible evolutions of main areas of uncertainty.
These narratives, which are referred to as “scenarios”, focus upon the technological, political,
economic and social forces that might impact upon a strategy or project (Maack, n.d., p. 63).
According to Maack (n.d., pp. 63-64), scenario analyses typically follow eight steps, which
are as follows:
1. Define a focal decision or issue: This form of analysis is best suited to examine the
future in relation to a specific issue.
2. Identify driving forces: This step entails deciding which technological, political,
economic and social factors are most important to an issue. These factors are
prioritised according to how predictable and significant they are in terms of their
impact upon desired outcomes.
3. Write scenario plots: This involves devising the narratives that explore the way in
which the driving forces interact with one another and their impact upon the project or
strategy.
4. Flesh out the scenarios: Present trends and desired outcomes are factored into the
scenarios, incorporating any relevant insights that have been provided by qualitative
and quantitative data.
5. Examine the implications: After the narratives have been developed, their potential
consequences are then studied.
6. Choose the leading indicators – the decision-makers attempt to identify indicators that
can be used to monitor alterations in both the strategy or project and the external
environment that can lead to one or more of the scenarios.
7. Disseminate the scenarios – the narratives are summarised and the summary is
provided to relevant stakeholders.
8. Integrate the outcome into daily procedures – the lessons learned from the scenarios
are factored into the organization’s processes and procedures (Maack, n.d., pp. 63-64).
By using methods such as the scenario analysis to deal with uncertainty, parties engaging in
strategic foresight can determine oncoming opportunities and threats. A firm knowledge of
opportunities and threats can enhance an organization’s competitive strategy (Porter, 2004, p.
26), which is its plan for gaining an advantage over its rivals within the business areas it
competes in (Porter, 1987). In industries such as the automobile industry that entail high
development and investment costs and long product cycles, long-range planning and
5

monitoring is an inevitable precursor to any strategic research and innovation-oriented
decision. In order to successfully innovate, it is necessary to identify alterations in
technologies and markets early, as both the restructuring of the production system and
product development require a substantial amount of time. A long-term perspective is
required to build up necessary competencies (Becker, 2002, p. 8).
In terms of strategic foresight in general, Teece, Pisano and Shuen (1997, p. 515) note that
companies need to engage in it in order to remain abreast of what skills are likely to be
important for their employees to possess in the future. Such capabilities take time to develop,
meaning that organizations need to be aware of which ones will benefit the firm the most
throughout the years to come, considering potential changes to the company repertoire. The
development of the correct competencies can act as a source of future competitive advantage
(Teece et al., 1997, p. 515).
There is no single theoretical approach to strategic forecasting that can predict outcomes
irrespective of the precise characteristics of a company’s industry. The term “forecasting”
refers to the act of attempting to predict the future by examining current trends and
extrapolating from them (Rohrbeck, 2010, p. 39). Shapiro (1989, p. 126) points out that
predictions related to competitors need to consider the precise nature of the way in which
competition manifests itself within the industry that the firm operates in. It is clear that
corporate foresight is an industry-specific discipline. However, broadly speaking, it is
typically geared towards a single objective irrespective of the industry: ensuring that
beneficial developments are promptly identified (Becker, 2009, p. 9).
Although all strategic foresight practices share this objective, they can also be categorised in
terms of their more intermediate impacts upon the company and functions within it (Becker,
2009, p. 9). According to Becker (2002, p. 9), they are as follows:
1. Anticipatory intelligence – providing an early warning about developments that are
likely to occur in the immediate future and background information on them.
2. Direction setting – establishing a corporate strategy.
3. Determining priorities – identifying which lines of research and development are the
most desirable to allocate funding.
4. Strategy formulation – deciding upon and implementing strategic decisions.
5. Innovation catalysing – supporting and stimulating processes for innovating
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Mendonca, Pina e Cunha, Kaivo-Oja and Ruff (as cited in Tsoukas & Shepherd, 2004, p.
141) claim that corporate foresight is also aimed at identifying “wild cards”, which are
improbable events that could potentially have major consequences. According to Mendonca
et al. (as cited in Tsoukas & Shepherd, 2004, p. 141), it is particularly challenging to factor
them into strategic foresight processes. Traditional forecasting approaches are primarily
based upon linear extrapolation and therefore often fail to take wild cards into consideration
(United Nations Development Programme Global Centre for Public Service Excellence,
2014, p. 10). However, according to Gaspar (2015, p. 120), they can be identified via “weak
signals”.
“Weak signals” are indicators that can be used to identify future changes relatively early on
(Rohrbeck, 2010, p. 39). In the context of wild cards, they can be used to ascertain whether
there is a chance of an event occurring. However, it is difficult to say for certain whether the
wild card will actually manifest itself based upon such signals. There are also instances in
which wild card events take place that were not predictable via weak signals (Gaspar, 2015,
p. 121).
Smith and Dubois (2010, p. 847) suggest a methodology known as “wild card analysis” for
dealing with wild cards. This entails conducting an analysis that focuses specifically upon
wild cards. Such analyses should not focus upon a single potential scenario; rather, they
should investigate the consequences of a variety of differentiated and complementary wild
cards in order to test companies’ ability to respond to improbable yet highly impactful events
in general (Smith & Dubois, 2010, pp. 847-848). The Dimensions of Wild Cards model, as
seen in Figure 1 (below), can be used to devise the scenarios.
Figure 1: Dimensions of Wild Cards Model (Smith & Dubois, 2010, p. 848).
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Different combinations of the various different elements that comprise a scenario can be put
together to create the focus of the narrative. According to Smith and Dubois (2010, p. 848),
wild card analyses should be utilised as a tool to enhance organizational learning. It should be
aimed at increasing companies’ levels of competency at planning for the unexpected (Smith
& Dubois, 2010, p. 848).
Overall, strategic foresight is aimed at providing an insight into both likely future events and
those that are improbable but likely to have a substantial impact upon the organization. It can
have a number of different overriding purposes, which are dependent upon the company and
nature of the industry. Given the fact that the reason it is implemented is dependent upon the
industry, it is, therefore, necessary to provide an overview of the German automobile
industry. This will be done within the subsequent section of this literature review.

2.3 German Automobile Industry
The German automobile industry is amongst the most significant industrial sectors in
Germany and is an integral component of the economic makeup of some regions (Barthel et
al., 2015, p. 4). Klier and Rubenstein (as cited in Bentley, Bailey & MacNeil, 2013, p. 94)
claim that Germany is one of the nations that comprise the “European Auto Region”, which is
the region that the majority of the European automobile industry is situated in. Germany is
the only Western European country within this region that has not been experiencing a
decline in its share of overall output since 2007 (Bentley et al., 2013, p. 94).
However, the nation’s industry has still witnessed a number of different obstacles in recent
years, including a prolonged period of increasing oil prices and questions about long-term
crude-oil availability. Legal restrictions have also been mandated in an attempt to reduce the
environmental impact of vehicles. These factors have compromised the profitability of the
industry, suggesting deficiencies in the ability of automotive companies to predict and plan
for such eventualities (Barthel et al., 2015, p. 4). The industry has been criticised for its
inability to adapt to future developments, for example, the move towards autonomous and
electric-powered vehicles. Critics claim that this poses a challenge to Germany’s overall
economy, given the substantial role that automobiles play in it (The Economist, 2018).
The nation’s automobile industry comprises over 25% of all industrial research and design
spending within German and 30% of research-oriented employees (Barthel et al., 2015, p.
12), demonstrating the time, money and effort that goes into innovation within this sector.
However, it is yet to be ascertained within the present study of how fully this research
8

encompasses strategic foresight. The industry generates 32.8% of the nation’s trade surplus
(Barthel et al., 2015, p. 12) illustrating what an important role it plays within the German
economy.
Germany’s automobile industry is highly complex and involves a multitude of different
players. In terms of suppliers, five of the largest global suppliers are German. They are
BASF, ZF, ThyssenKrupp, Continental and Robert Bosch (Barthel et al., 2015, p. 11). A
comparison of German suppliers and carmakers according to a number of employees and
total sales can be seen in Figure 2 (below).
Figure 2: Employees and Sales of German Carmakers and Suppliers (Barthel et al., 2015, p.
12).

Barthel et al. (2015, p. 12) have identified three different tiers of the automotive supplier in
Germany. The first of these is Tier 1. Suppliers are deemed to fall within this tier if they have
over 5,000 employees. There are approximately 40 Tier-1 suppliers within the nation.
Suppliers are deemed to be in Tier 2 if they have between 500 and 5,000 employees. There
are approximately 250 of these suppliers in Germany. Finally, Tier 3 consists of suppliers that
have less than 500 employees. Germany is home to approximately 1,400 of these suppliers
(Barthel et al., 2015, p. 12).
It is clear that the German automobile supply industry contains companies of a variety of
different sizes, meaning that they are likely to have different needs to one another in terms of
strategic foresight. The industry appears to be of the utmost importance to the nation. The
theoretical framework that will be used to analyse the strategic-foresight strategies that they
utilise and the current state of corporate foresight within the industry will now be outlined.
9

2.4. Rohrbeck’s Maturity Model of Corporate Foresight
Rohrbeck’s (2010, p. 71) Maturity Model of Corporate Foresight was designed as a
framework for analysing corporate foresight. It is based upon both previous research and
insights gained from novel case studies. The model consists of three main parts: context,
capabilities and impact, which all contain a number of different subcomponents. These parts
and their composite elements will now be detailed.

2.4.1 Context
The context is utilised in order to judge the organization’s corporate-foresight needs. It
consists of six different criteria, which are as follows:
1. Size of company – this is described in terms of a number of employees and size of
revenue.
2. Nature of strategy – this criterion is described in terms of the generic strategy that the
company follows.
3. Corporate culture – ways in which individuals are empowered to use their own
initiative and gain the attention of superiors when it is necessary to do so.
4. Source of competitive advantage – the primary drivers of success (for example
customer orientation or technology).
5. The complexity of the environment – the number of interdependent elements within
the market that require monitoring and taking into consideration.
6. Industry clock speed – the rate at which new organizational structures, processes and
products are introduced (Rohrbeck, 2010, pp. 71-72).
The second of the criteria, nature of the strategy, relates to Porter’s (1985) Generic
Competitive Strategies theory. This theory holds that there are two main forms of
competitive advantage companies can possess: differentiation or low cost. When
considered alongside the scope of the business activities that the firm seeks to implement,
this leads to three different generic strategies: differentiation, cost leadership and focus.
Differentiation involves seeking to be unique within their industry in terms of one or
more dimensions that consumers widely value. Companies that use this strategy choose
an attribute or set of attributes that a substantial number of potential purchasers perceive
as being important and uniquely position themselves to satisfy those needs. The
uniqueness of the offering is rewarded by customers paying a premium price.
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Cost leadership entails companies offering their products or services to a broad customer
base at a lower cost than their competitors. They can do this via a variety of different
methods including relying on economies of scale and utilising proprietary technology.
The focus strategy differs from the other two strategies in that it involves deliberately
targeting a narrow segment of the industry. It has two variants, which are as follows: 1. Cost focus – this entails seeking a cost advantage within its target segment.
2. Differentiation focus – companies that use this strategy seek to differentiate their
products or services from others within a niche target market (Porter, 1985, pp. 1115).

2.4.2 Capabilities
The “capabilities” component of Rohrbeck’s (2010, p. 72) model is utilised in order to assess
the company’s corporate foresight system’s competence at identifying, effectively
interpreting and responding in a meaningful manner to discontinuous change, which requires
the assessment of qualitative data. It consists of five different dimensions, which are as
follows:
1. Information usage – the types of information that are used by the system.
2. Method sophistication – the methods that are used in order to interpret that
information.
3. Networks and people – the qualities of the networks and individual staff members that
the firm utilises to communicate both the information that is used in the foresight
process and the insights that are gained from it.
4. Organization – the way in which the information is collected, interpreted and utilised
within the company.
5. Culture – the degree to which the firm’s corporate culture helps or hinders strategic
foresight efforts.
The dimension of information usage can be conceptualised in terms of four composite
elements (Rohrbeck, 2010, pp. 72-75), which are summarised in Figure 3 (below). The
relationship between reach and scope can be seen in Figure 4 (also below). The element of
scope is characterised by four different segments: competitive environment, consumer,
technological and political. The concentric circles in Figure 4 indicate the depth at which
strategic foresight activities focus on each segment. The three circles represent “white space”,
“adjacent business” and “current business”. “White space” is the domain that currently
11

appears to be irrelevant to the organization but which could result in disruptive types of
change that are hard to perceive and prepare for (Rohrbeck, 2010, p. 75).

Figure 3: Aspects of Information Usage (Rohrbeck / Gemünden, 2008)

Figure 4: Scope and Reach of Information Usage (Rohrbeck, 2010, p. 75).

The “method sophistication” and “networks and people” dimensions consist of four and three
composite elements respectively (Rohrbeck, 2010, pp. 76-78), which can be seen in figures 5
and 6 (below). The “characteristics of foresight” element deals with the alignment of the
qualities of the individuals who implement the strategic foresight practices with a set of five
ideal characteristics, which are as follows:
12

1. Strong internal networks – such networks are required for facilitating the efficient
flow of information through the organization.
2. Strong external networks – needed for guaranteeing access to information that is of
high quality.
3. Open-mindedness and passion – required to make sure that issues that fall outside of
the organization’s dominant world view are taken into consideration and
disseminated.
4. Curiosity and receptiveness – needed to capture external information and ensure
eagerness.
5. Broad knowledge – necessary for rapidly accessing new information domains and
relating them to each other.
6. Deep knowledge – required for understanding how deeply an issue needs to be
comprehended in order for conclusions to be drawn about it (Rohrbeck, 2010, p. 78).

Figure 5: Aspects of Method Sophistication (Rohrbeck / Gemünden, 2008)
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Figure 6: Aspects of People and Networks (Rohrbeck / Gemünden, 2008)

The dimension of “organization” consists of five different elements, which are as “mode”,
“integration with other processes”, “accountability”, “incentives” and “formal diffusion of
insights”. “Mode” describes the manner in which organizations participate in foresight
activities. It can be either bottom-up, which entails undirected foresight units scanning the
environment and reporting issues to decision makers, or top-down, which involves top
management requesting an investigation. This dimension also deals with whether strategic
foresight is implemented continuously or takes the form of projects that investigate specific
issues.
“Integration and other processes” defines the number of processes that are connected to the
corporate foresight activity. The connections that are typically expected are to strategic
management, controlling, marketing, corporate development, innovation management and
research and development. “Accountability” describes the degree to which staff members are
responsible for identifying and acting upon weak signals. The element of “incentives” deals
with whether or not bonuses or rewards are awarded in order to encourage wider vision and
future orientation. Finally, “formal diffusion of insights” is the way in which the insights
gained from foresight activities are spread throughout the company (Rohrbeck, 2010, p. 79).
The dimension of “culture” consists of the five elements shown in 5A (see Appendices).

2.4.3 Impact
The impact component of Rohrbeck’s (2010, pp. 81-82) model details the effects of the
strategic foresight activities that are implemented. It is comprised of four different types of
impact: “secondary benefits”, “influencing others to act”, “triggering actions” and “reduction
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of uncertainty”. “Secondary benefits” are effects that come about as by-products of strategic
foresight practices and provide additional value above and beyond that which was intended.
“Influencing others to act” deals with two elements: “influencing other companies” and
“influencing policy making”. The latter is the extent to which the strategic foresight activity
facilitates the influencing of legislation and public opinion by publishing future scenarios or
developing compelling visions. The former is the degree to which the foresight affects the
actions of other related firms within connected sectors.
“Triggering internal actions” describes enhancements that are made to the company’s
competence at initiating early responses to changes, seizing opportunities, and avoiding
threats. It consists of four elements: “supporting strategic decision making”, “triggering new
business development”, “triggering research-and-design projects”, and “changing product
portfolios”. “Supporting strategic decision making” deals with the degree to which the
strategic foresight practices provide information for planning decisions and pinpoints new
strategic issues. “Triggering new business development” describes the manner in which the
foresight practices aid in the identification of and trigger the development and exploration of
new business fields, including acquiring other firms. “Triggering research-and-development
projects” deals with the manner in which foresight practices lead to the generation of new
research projects either directly or by inspiring management staff to initiate new projects.
Finally, “changing product portfolios” describes the way in which the practices shed light
upon customers’ preferences and requirements and facilitate the reorganization of product
portfolios.
The element of “reductions of uncertainty” consists of four elements: “improving decision
making”, “trend identification, interpretation and prediction”, “challenging basic assumptions
and dominant logic” and “early warning”. “Improving decision making” is the degree to
which information is provided that enables decision-makers to come up with decisions that
are better informed and of high quality. “Trend identification, interpretation and prediction”
describes the way in which the foresight practices identify emerging changes that remain
stable for a period after their initiation. “Challenging basic assumptions and dominant
business logic” is the degree to which the practices affect the monitoring of the factors that
are necessary for the company’s success. Finally, “early warning” refers to the effect on the
company’s ability to identify weak signals (Rohrbeck, 2010, p. 93).
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2.4.4 Maturity Levels
Rohrbeck (2010, pp. 93-109) identified maturity levels associated with the elements of the
capabilities dimension. Level 1 indicates that strategic foresight practices are rudimentary or
poor. If they are at level 2, it means that they are better but still not good. Level 3 implies the
practices are good and if they have reached level 4 then they are best practices (Rohrbeck,
2010, p. 94). Details of each level can be found in the Appendices (see figures A1-A5).

2.4.5 Process Steps
Rohrbeck and Kum (2018, p. 106) have also defined corporate foresight maturity in terms of
three different process steps: “perceiving”, “prospecting” and “probing”. “Perceiving” is the
practices that the company utilises when identifying the factors that create environmental
change (Rohrbeck & Kum, 2018, p. 106). “Prospecting” is the practices that the company
engages in for the purposes of sense-making and creating a strategy. “Probing” is practices
involved in moving from the “‘cognitive search’ in the perceiving and prospecting phase to
‘experimental search’” (Rohrbeck & Kum, 2018, pp. 106-107). According to Rohrbeck and
Kum (2018, p. 107), these practices “occur either in dedicated accelerator units or in units
that receive the mandate to act” and can include “prototyping, R&D projects, consumer tests,
internal venturing, strategic initiatives or external venturing”. They are aimed at embarking
upon a new course of action in order to gain a competitive advantage (Rohrbeck & Kum,
2018, p. 107).

2.5 Conclusion
The fact that the German automobile supply industry has been criticised for its inability to
adapt to new developments highlights the need for a study related to strategic foresight that
focuses specifically upon a company within this industry. Rohrbeck’s Maturity Model of
Corporate Foresight is a comprehensive system for analysing the level of maturity that a
specific company within the German automobile supply industry is at so that possible issues
facing the industry as a whole can then be identified. CA’s maturity level and needs level will
be determined.

3. Methodology
3.1 Introduction to Methodology
First, an overview of the methods will be presented. Once this has been done, the research
approach that has been chosen will be detailed and justifications for its selection will be
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provided. Following this, the sampling method will be described. The research instruments
will then be detailed. Finally, the way in which the data is analysed will be outlined.

3.2 Overview of Methods
The methodical approach which is chosen for this study will be semi-structured interviews
based on the theoretical Maturity Model of Corporate Foresight by Rohrbeck (2010, p.75). In
the next step written surveys containing closed-ended questions will be used to gain relevant
data about foresight from the staff at German automobile company Company A’s Innovation
Management, Foresight Management and Feasibility Studies Department. This will be
combined with insights about the company gathered via readily available secondary data to
create a case study based on the components of Rohrbeck’s Maturity Model of Corporate
Foresight. CA’s maturity level will also be gauged. In the last step strengths and deficiencies
associated with CA will then be examined.

3.3 Research Approach
The research approach can be employed with a qualitative, quantitative or a mixed method
research design. In this case, the approach will be with a standardized questionnaire and the
mentioned Likert scale, followed by semi-structured interviews that are related to the
questionnaire to go in-depth with the interviewee about their experiences and knowledge. The
mixed methods research approach will be adopted for the study, as the results will be more
accurate, rather than just ´ticking the boxes´. This approach has been chosen on account of
the fact that the use of both data types is capable of creating a more complete image of the
phenomenon that is being studied (Saunders et al., 2015, p. 169). It also allows the subject of
study to be viewed within its full context (Eeva-Mari & Lili-Anne, 2011, p. 3) and for the
qualitative components to either confirm or disprove the qualitative elements and vice versa,
which can help to corroborate findings (Cronholm & Hjalmarsson, 2011, p. 88; Eeva-Mari &
Lili-Anne, 2011, p. 3; Harrison & Reilly, 2011, p. 18).

3.4 Sampling Method
The participants will be chosen using convenience sampling. This is when subjects are
selected according to their availability and willingness to participate in the study. This
method has been chosen due to the fact that it might otherwise be difficult to find employees
in foresight-related departments at German automobile companies who are willing to
participate. The interviewee and survey recipients will be staff members at German
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automobile company CA’s Innovation Management, Foresight Management and Feasibility
Studies Department. In total, 9 employees were contacted and invited for the study. Five of
the nine employees declined their participation. Regarding the interview, one out of the four
employees agreed on a documented interview. Although the other 3 participants were guided
through the questionnaire over the phone, they refused to be part of the interview. Therefore,
4 employees participated in the survey.

3.5 Instruments
The instruments that will be used in this study will now be described. The term “instrument”
refers to a device for gathering the information that is relevant to the study (Wilkinson &
Birmingham, 2003, p. 3). As previously stated, written surveys and an interview will be used
in this research.
The written survey is based on Rohrbeck’s (2010) Maturity Model of Corporate Foresight. It
was chosen on account of the fact that it is both relevant to the chosen theoretical framework
and has been tried and tested in previous research. It consists of a total of 79 different
questions, some of which require numerical responses via a Likert scale. The questions are
aimed at ascertaining information about various different elements of a company’s corporate
foresight practices.
The semi-structured interview will use the survey questions as a guide. However, the
researcher will also ask additional questions when he sees fit to do so. This will ensure that
any unclear areas are clarified and that further information is sought about issues that arise
throughout the course of the interview. Semi-structured interviews are advantageous in that
they allow for a higher level of flexibility. They allow additional probing to take place when
necessary and are particularly useful when it comes to gauging the view of the participants
towards a specific issue, making them well suited to this study (Van Teijlingen, 2014, p. 20)

3.6 Data Analysis
The data analysis has been a single phase with the two concurrent techniques of the
quantitative questionnaire and the qualitative semi-structured interviews. In terms of the
qualitative component of this research, Rohrbeck’s Maturity Model of Corporate Foresight
will be used to determine the maturity levels associated with the elements of the capabilities
dimension. Figures 1A to 5A will be used as the bases for determining each level (see
Appendices). In terms of the quantitative aspect, Rohrbeck and Kum (2018, pp. 106-107)
have devised a system for measuring the overall corporate maturity level. The scores for
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prospecting, perceiving and probing are worked out by calculating the average Likert scores
for questions that fall under the headings of specific headings within the survey that are
associated with these steps. They will be worked out by taking the average score for the
questions that fall under the headings of “information usage” and “employees and networks”
as the score for perceiving. It entails taking the average score for the questions that fall under
the headings of “culture” and “method sophistication” as the score for “prospecting” and the
average score for the questions that fall under the heading of “organization” as the score for
“probing”. The score for overall corporate foresight maturity is then calculated by working
out the average scores for the three steps (Rohrbeck & Kum, 2018, p. 107).
The first generation of the maturity model developed by Rohrbeck in 2010 contained only 2
dimensions regarding the need level and 5 dimensions regarding the maturity level. After six
years of deployment, the model was revised to the second generation in 2016 with the
mentioned areas of 4 need dimensions, 5 capability dimensions and 3 process dimensions
(Rohrbeck, 2017, slide 2). To allow a comparison of the gathered data between the old
version with the 5-point Likert scale and the revised version with a 7-point Likert scale
(Rohrbeck & Kum, 2018, p. 107) Rohrbeck (2017) developed a transformation to determine
which scores correspond to which levels of maturity. Rohrbeck and Kum (2018, p. 10) also
put forward a system for working out the extent of the need for corporate foresight. This
entails calculating the average score for the questions that come under the headings of
“environmental complexity” and “environmental volatility” (Rohrbeck & Kum, 2010, p. 10).
According to Rohrbeck’s (2017) benchmarking system, the following scores correspond to
the following level for corporate foresight maturity and need level:

Figure 7: Benchmark for Maturity and Need Levels (Rohrbeck, 2017, slide 9).

19

These scores will be used to give an indication of the balance between maturity levels and
needs levels. They will also be calculated for prospecting, perceiving and probing. It is
notable that some questions under the headings included in the study do not include a 7-point
Likert scale. The scores for these questions will be excluded from the study. The maturity
levels derived from the qualitative data will also be compared to the needs levels. Any
strengths and weaknesses that the qualitative and quantitative data brings to light will be
detailed. The study chair at Aarhus University also provided the researcher with statistics
about the foresight maturity and needs levels of 20 different automobile supply industry
companies. The levels of these companies will be compared to those of CA to provide
additional context. Average scores will also be calculated for questions related to the 5
capabilities dimensions.

3.6.1 Database research
The company Rohrbeck and Heger GmbH applied the Corporate Foresight Maturity Model
since 2010 with the result of 500+ case study results. Some of these data are used in this
study and are therefore secondary data. This study uses some of these data, which adds a
certain aspect of uncertainty since this data is not validated by an external source. However,
as Rohrbeck and Heger GmbH uses the same survey and procedure applied in this study for
all the data from the database, there is no doubt that these data can lead to an inaccurate result
of the study. Additionally, the database provides all the criteria that are questioned in this
study, whereas a filter system could be used, to reveal data with the same requirements.
The provided database contained survey results from 110 companies between 2008 and 2018.
Since the purpose was to identify companies with the same industry background and size
category, filtering the list to the specific criteria lead to the result of 20 companies, that were
suitable for a further appliance in this work.

3.7 Research Ethics
When conducting a research project, general research ethics issues need to be considered. As
the research approach is a multi-step process, the ethic in the different stages of the research
project need to be considered (Saunders, M., Lewis, P. and Thornhill, A., 2015). The research
stages can be separated into five stages, as seen in Figure 8.

20

Figure 8: Ethical stages of a research approach (Saunders, M., Lewis, P. and Thornhill, A.,
2015).
1. Formulating and clarifying your research topic
2. Designing your research and gaining access
3. Collecting your data
4. Processing and storing your data
5. Analysing your data and reporting your findings

This research has been made in compliance with the issues regarding each stage. In the first
stage, by clarifying the research topic with no harm to any individual or organization, the
ethical background was considered. In the second stage, the research design was built with no
consideration of any specific participant. Every by chance chosen participant was fully
informed about the research project and had the free choice to participate in the research. In
contact with the different participants, there was no pressure on intended participants to grant
access to any information. Regarding the third part of data collection, every participant had
the free choice to drop out of the project without any reason at any specific time. The
organization, but also every participant had the right to full confidentiality and anonymity.
Before interviewing the participants, each of them was explicitly asked, if their spoken word,
name and working place can be documented and to be used for this study. This was
conducted by offering a non-disclosure agreement, guaranteeing each participant total
anonymity in the use of the data. However, none of the participants considered this necessary.
Regarding the storage and processing of the data, each participant received written and verbal
information about the project approach, the tools used and the connection between the
different parties included in the project. Each participant agreed, that the data could be used
in the specific research project, but also anonymously for further statistic research by the
consulting firm that was part of the research project.
This includes the privacy of possible and actual participants as well the voluntary nature of
their participation and sudden withdrawal from the process (Saunders, M., Lewis, P. and
Thornhill, A., 2015).
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4. Case Study Results – Future Preparedness Level
In the now following chapter, the quantitative insights of the case study will be presented. In
the first place, the cumulated results from the questionnaires will be presented. Next, to this,
comparative data from the automotive supplier industry will be outlined. The dataset is
provided by the Rohrbeck Heger Gmbh in collaboration with the Aarhus University. Prof.
Rene Rohrbecks expertise lies in the fields of Corporate Foresight and the design of futureoriented organizations. He is working in the field for more than 10 years and has broad
experiences through many case studies. The dataset of the competing industry companies is
valuable for this project, as the information is used to justify existing conclusions.
Subsequently, in the following chapter, the qualitative interview insights will be presented
and aligned with the results of this chapter. Based on the analysis of the gained information,
this chapter aims to answer the first research question:
1. When applying the Maturity Model for Corporate Foresight to the German
automotive supplier CA, does the firm's maturity level match the environmental
demand?

4.1 Quantitative insights
The maturity model of corporate foresight was applied in this study and served as the base for
the questionnaire. On one hand, the need for Corporate Foresight was questioned with the
four different environmental dimensions. On the other hand, internal maturity was examined
with questions about the organization’s internal capabilities. Cumulatively, these results
defined a need and maturity level between 1-4. These levels were then matched and the future
orientation was derived from the relation between these two insights, as seen in figure 8.
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Figure 9: A firm´s future orientation (Rohrbeck, 2010)

In the following part, the results of the surveys will be shortly presented regarding the five
internal capabilities, followed by the three process steps of corporate foresight. The charts
provide a brief overview of the results and illustrate the outcome of how CA is performing
compared to a data set of 20 companies from the automotive supply industry.
In Figure 9, the five internal capabilities of CA and their industry are examined. Regarding
the internal culture, CA scores lower than companies from the supply industry. A closer look
at the results reveals, that CA is lacking in the capabilities Culture, Information use and
People & Network. The company scores higher regarding the capabilities of method use and
the internal organization.
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Figure 10: Summarized results of the CA and Supply Industry data regarding the five
internal capabilities

In figure 10, regarding the process steps of corporate foresight, CA scores in average higher
in every corporate foresight process step. Within the capability of perceiving, both of the
organizations score the same.

Figure 11: Summarized results of CA and the Supply Industry data regarding the three
Corporate Foresight Maturity process steps
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Focusing on the quantitative results of the study, CA shows a solid base of capabilities while
working in its turbulent environment and attentive competition. However, there are aspects
that competition outperforms the company and its current capabilities in some areas. The
survey results disclose that the company is lacking with an overall willingness to share
information internally and next to these having difficulties breaking out of fixed structures.
Summarizing the quantitative results, CA remains in a vulnerable position with several weak
spots compared to their competition and environment.

Figure 12: Corporate Foresight Need and Maturity Level of CA Automotive and the supplier
industry dataset

The quantitative survey results in Figure 11 reveal that CA is not matching their selfprospected environmental demand for Corporate Foresight and therefore perform in a
vulnerable situation. However, the company performs in the overall results better than the
aggregated automotive supplier competition and has, therefore, a strong initial position. In
conclusion, is the environmental demand, the self-assessment of the CA survey participants
was realistic and exceeds the perception of participants from different automotive supplier
companies.
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5. Analysis and Discussion
The results from the previous chapter lay the groundwork for the following assessment of the
case study. By comparing the results from the quantitative and qualitative approach, this
chapter has the aim to reveal the correlations between the interview and quantitative outcome.
Furthermore, will this chapter take a closer look at the Maturity Model and its application.
The aim of this chapter is to answer the two following research questions, mentioned in
chapter one:
2. How is the company currently implementing strategic foresight activities?
3. How effective is the Maturity Model for Corporate Foresight at assessing the match
between a firm’s maturity levels and environmental demand based upon its
application to CA Automotive?
The four participants who attributed to the study were personally introduced to the study and
the questionnaire itself. Only one participant approved to be part of this study by participating
as an interviewee with semi-structured questions around the project. The interviewee, in the
following named L. Delzer, was at the time of the interview the Vice President in Business
Development in the division CA Automotive. He was an active member to realign the
division with a revenue of 6.5 billion Euro in 2018. This did include a spin-off and
establishment of a new business unit next to the product portfolio optimization and
expansion. In total participated two employees from the Business Development and two
employees from the Innovation Management division for the case study, by filling out the
extensive survey and providing insights into their projects and work experiences.
In the following, the information from the semi-structured interview will be aligned with the
previously presented results from chapter four and similarities or discrepancies uncovered.
Based on the evaluation, the Strategic Foresight process steps will be reflected upon. A
conclusion statement about the findings and the maturity of CA will derive at the end of this
section.

5.1 The Need for Strategic Foresight
The need for Strategic Foresight, in the following called SF, is determined by the company
itself, but also by the environmental changes and complexity. Therefore, we will take a look
at the division CA with their environment and then take a step closer to analyse their
capabilities and SF processes.
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5.1.2 The Division CA Automotive
The CA AG is a multinational company with 144 branches in many parts of the world. In
2017, the company was counting 27.955 employees and a revenue of 7,856 B €. This
underlines the important role of CA as a leader in the German Automotive Tier 1 group. The
company structure is divided between the divisions Steel/Tube, Distribution and Automotive
whereas the Automotive division creates 78,4% of the yearly revenue (2017) and is,
therefore, the most important division of the company. CA has a broad product portfolio and
works in close collaboration with its customers. In the first place, CA produces modules and
components that are located to the chassis, landing gear and engine. But CA also shows
development activities, to support their customers along the supply chain. Research and
development expenses summarized to an amount of 76,161 Mio € in 2017 and mainly spent
on employees and materials. CA is focusing their current R&D spending’s on lightweight
construction through development, construction and realization of composite and aluminium
components. Another focus is on furthermore safety and efficiency regarding internal product
and process development (CA International AG, 2017).

5.1.3 Facing Changing Trends in the Automotive Industry
A quarter of all cars manufactured in the world are from Europe. Especially Germany has a
very strong position in the European Automotive Market. In 2017, Germany was the number
one passenger car producer with 5.5 M cars, followed with the second place Spain with 2.3
M. Being an Original Equipment Manufacturer (OEM) for the European Automotive Industry
was, therefore, a solid base for continuous business growth (Konrad, K., Stagl S., 2018).
Current research on the development shines a light on technological and urban aspects that
large OEMs need to consider while facing the Future Preparedness (Konrad, K., Stagl S.,
2018). In KPMG´s 18th consecutive Global Automotive Executive Survey 2017, a broad
survey with more than 1000 executives and 2.400 customers revealed, that the stream of
products is going down, facing a more service-driven market, which has a strong effect on
OEM companies (KPMG, 2017). Some important trends, that are mentioned in further
research cover the following topics.
Artificial Intelligence (AI) is the base for self-driving cars and already tested in small field
tests from the electric Car Manufacturer Tesla. Prediction from the international Society of
Automotive Engineers states that they expect full selfless driving by 2030, whereas the
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industry needs to adapt immense to the technological challenges and customer requests
(Automated Driving Roadmap, 2017).
The Fuel Cell Propulsion Technology is a research approach that promises an energy output
that is higher than lower heating of a common fuel. The fuel cells deliver electrical energy
without the excess of combustion products. Therefore, are these vehicles called zero-emission
vehicles. This technology promises high efficiency with a reasonable distance range by
nearly zero emission (Guzzella L., Sciarretta A., 2013).
The changing digitalisation of the customer interface is focusing the megatrends of
sustainability, urbanisation, individualisation and finally digitisation. All these trends will
lead to a change within the mobility industry. Preferences will change from the ownership
model to sharing concepts, less ownership and a growing service portfolio (Automated
Driving Roadmap, 2017). Figure 12 illustrates the digital transformation of customer
interfaces, new services and products that might arise around the automotive sector.

Figure 13: Increasing complexity in the automotive market landscape (Automated Driving
Roadmap, 2017, p. 64)
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Smart systems in the automotive manufacturing industry are another topic that might
disrupt the traditional OEM business model. As the vehicles are going to be more and more
equipped with high tech chips and software, these requirements will break down to the OEM,
that needs to adapt to the changes. Robots will take over continuously the traditional
production line and blockchain technology will be the new communication channel between
factories. With industry 4.0, the top to bottom communication is changing, how every party is
connected to each other (Wischmann, Wangler, Botthof, 2015).

5.2 Corporate Capabilities that lead to Corporate Foresight
The results from chapter 4 revealed that all the questioned companies were lacking in their
Corporate Foresight capabilities while their need is higher due to strong pressure in the
industry. Additionally, did a narrow future lookout reveal that the automotive industry might
face a disruption based on technology development and urban mobility shifts. These insights
show the critical situation CA is currently facing. In the following, the results from a previous
analysis will be outlined, aligned with the conducted interview and discussed regarding the
concepts previously presented in the literature review. The interviewee was L. Bazer, who is
the head of innovation management at CA’s Foresight Management and Feasibility Studies
Division Automotive.

5.2.1 Decreasing Uncertainty with Information usage
In the field of Corporate Foresight, the use of information is essential to lead to the right
decision making. When approaching a problem in the future, the uncertainty can be defined
as the gap between information processed and the required information, to complete the
assigned task (Tushman and Nadler, 1978; Kaye, 1995). In the first place, it stands out, that
all the gathered information is processed and send around the company. The interviewee
mentions “We look at the trends and have a strategy newsletter, which we send out 2 times a
week with the latest trends. We have Mr Grentz with his Trend Radar and Innovation
Scouting or Trend Scouting. And every quarter I also inform the board about relevant trends
and their impact on our business.” This shows, that the internal trend communication is
organized. Furthermore, is the trend processing an important act, to apply the information in
the right place. L. Delzer stated here that, “we interpret what that means for us and also
define possible counteractions.” The overall impression with the interviewee is that the
gathered information is consolidated and delivered to the right people. The process of trend
communication and trend processing seems overall adapted to the flow of information.
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Furthermore, there is evidence to suggest that CA scans in the current business and adjacent
business, for example when the interviewer stated that, “It is about the use of market and
technology early detection “, and “The results are used to identify external changes (political,
economic, social, technological, environmental, legal”, the interviewee responded by saying
“Yes. We do that regularly and very intensively.” It engages in broad scanning to identify
innovations, market changes and early warnings. However, there is no evidence that CA is
scanning in white spaces, to explore e.g. state of the art innovation activities. “Not the full
rash. So, some competitors like Magna are much more innovative”. This statement proofs,
that CA is lacking in this competence and back up the quantitative results, whereas the
competition seems to be more adapted to innovation activities. As described earlier in the
future lookout of the Automotive Industry the term disruption was mentioned, as many
different aspects within this industry seem to face big changes. CA seems to be able to follow
market changes, but the corporate structure seems to face problems when large disruptions
appear: “So we have a relative persistence to quickly change large-scale structures. That
sounds disruptive. But we are not disruptive.” By asking the question about how to market
discovery is used to break out of fixed structures, he confirmed, that these results are only
used once or in irregular intervals. There is evidence that the company’s strategic foresight
activities have a long-time horizon. The interviewee stated that he conducts life cycle
analyses, and provided the example of a product with a 30-year life cycle. This indicates
long-term scanning. He also specifically stated that the company has a long-term time
horizon, meaning that its time horizon is at an established maturity. The firm appears to use
some sources to provide a competitive advantage, but the interviewee did not explain the
topic more detailed. CA has well-established information sources and processes, to deliver
the information around the organization. Information is used to stimulate new innovation
activities and create discussions about arising topics. On the other hand, is the company
lacking the ability to adapt to new information sources and models to change internal
structures.

5.2.2 Applying the right methods - Methodological Maturity
The next step after gathering information is to consolidate them and to extract a strategical
conclusion about data. The selection of the right methods is a crucial step, to deliver a truthful
base for decision making. As the information flow is growing, the connection of data from
different areas is more important than ever. Therefore, the importance of integration methods
as the scenario technique is growing (Rohrbeck / Gemünden, 2008).
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Rohrbeck / Gemünden (2008) explain that companies should on one hand choose their
methods matching, and on the other hand, the context the company is currently facing. The
quantitative results show, that CAs methodical application is above the average of the
competition results. L. Delzer explains that the company is using many different methodical
approaches and that the final decision is not always grounded on the basis of quantitative data
but often decisions are made based on intuition and experience of the responsible person. CA
has a broad pool of methods, and by integrating the experiences and market intuition, they
create a methodical approach that also considers the context of the corporate situation,
mentioned by Rohrbeck / Gemünden (2008).
The interviewee mentioned integration methods that the company uses, but provided no
indication that they integrate all three of the dimensions identified in Figure 5, suggesting that
CA has a not fully established maturity level regarding their integration capacity. In terms of
communicative capacity, the interviewer stated that the company uses formal reports to
communicate strategies as opposed to a multiplicity of communication mechanisms and
participative methods. Furthermore, L. Delzer mentioned: “We are not as far as many others.
We are very conservative in internal communication”. This suggests that the company is
lacking it the area of communication, to illustrate the strategic ambitions to the employees.
When asking the interviewee specifically about the application of several methods, only 2/3
of the mentioned methods are applied at regular intervals. E.g. when asking the interviewee
about the method of life cycle analysis, he explained the difficulties to distinguish a life
cycle, a revolution and innovation within the Automotive industry, as they overlap very
much. This underlines the environmental complexity of the participants in the automotive
industry are currently facing. L. Delzer mentioned furthermore, that methods are adaptable
and dependent on the problem, indicating that methods are selected for specific business
problems. This suggests that CA has a high-level matching capability with problems. L.
Delzer agreed to the statement, that methods should be systematically combined, to overcome
boundaries. The information gathered from the interview broaden the understanding of how
CA is applying their methods. CAs SF unit is responsible for providing methods that
construct alternative future scenarios from collected information (Rohrbeck, R. / S.
Mahdjour, 2010). CA has the ability to select methods that are specifically geared to the
requirements of the business context. Employees are not applying the most complex methods
but combine methods to create possible scenarios.
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5.2.3 Having the Right People and Partner - Networks and People
The capability dimension of people and networks describes in this context the ability to
capture and channel information of people who work directly in the SF field. The three
elements external network, internal network and the characteristics of the foresigthers are
important in the field of people and networks (Rohrbeck, R., 2010). Employing the right
employees is an invaluable source to a company´s foresight activities, supporting with indepth knowledge, their own external network and their ability to cognitively bridge the gap
between the market and arising trends and technology (Rohrbeck, 2017).
At CA the observation was that all the questioned areas about the network and employees and
their SF abilities are pronounced but still in need of improvement. The fact that the
interviewee described the internal communication as “very conservative” and there was no
mentioning of cross-functional informal contacts being encouraged suggests that CA is at an
average level of their internal networking abilities. In terms of its external network, L. Delzer
stated that he was only willing to listen to scouts and other external sources “as long as we do
not have to pay much for it”, suggesting low levels of curiosity and receptiveness. This is
indicating that CAs general attitude towards their external network has large space for
improvement. With regards to the characteristics of foresight, the interviewee indicated that
staff within the company are encouraged to question dominant business logic, suggesting that
business practices are aligned with the characteristic of open-mindedness and passion. The
interviewee appeared to have broad and deep knowledge. However, collaboration models
were revised via employee workshops. This indicates that CA is at an average level in terms
of this aspect of networks and people.
According to the literature, selecting the right people for foresight activities is of great
importance. There are six characteristics that are especially important when hiring the right
foresight people (Rohrbeck, 2017). Wolff (1992) separates them the following:
Deep knowledge in one domain, to fully understand every aspect within one topic and to be
able to make conclusions. Broad knowledge to quickly access new and relevant information.
Curiosity and receptiveness, to capture external information. Open-mindedness, to ensure
events and trends in the outside world are considered. Strong external network, to ensure
high-quality information from the outside. And finally, the internal network, to ensure an
arranged diffusion of information to the right people.
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In summary is CA using strong elaborated internal processes to ensure a flow of information.
Regarding the characteristics of foresight, applied by the employees, is the company lacking
in their curiosity and receptiveness, to capture events and trends as fast as possible. Next to
this are employees not engaged to broaden their external network.

5.2.4 Organization
Identifying responsible teams and units regarding SF is as important as choosing the right
employees. These units can be differentiated on the corporate level, divisional level and in
virtual structures (Becker P. 2002). Linking units from a product development perspective
and a complementary team to commercialize the project are important in times of
discontinuous change (Taylor and Helfat 2009).
The interviewee L. Delzer indicates, that early detection regarding SF is continuous as well as
project-oriented and can be triggered bottom-up and top-down. This allows CA to quickly
react to early detection activities throughout the organization. Furthermore, foresight
activities are linked to corporate development, innovation and strategic management and
strategic controlling. This indicates that the process integration is very far developed within
the corporate structure. The interviewee stated that insights are spread via a newsletter and
that he delivered the current state to a board every quarter. This suggests that the company is
at a medium level regarding the formal diffusion of insights within the company. There is no
evidence in the interview of a defined responsibility for detecting weak signals or rewarding
wider vision. Incentives are also not used to encourage employees to contribute to the
sustainability of the company. As there are no incentives offered to the employees to actively
participate in the foresight process, this is a crucial problem CA is facing.
Concluding, CA has a well-established and cross-departmental SF process within their
organization, but the execution is lacking, as employees have very low impact and incentives
to actively participate in SF. Furthermore, responsibilities for detecting weak signals
regarding Foresight activities are limited to one specific unit and the individual employee is
not necessarily integrated into the SF process.

5.2.5 Creating the right cultural environment
The corporate culture capability has its focus more on the use of gathered information
compared to the previously presented capabilities. As large corporations are often lacking in
their ability to share gathered information across the company, this capability is crucial to
dismantling information barriers (Rohrbeck / Gemünden, 2008).
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According to the quantitative results from the previous chapter, the cultural capability is a
significant weakness within the CA internal network. L. Delzer stated that the attitude of the
company towards the environment is in a mediocre state. He pointed out, that only dedicated
units were periodically in contact with formalized channels to gather and distribute
information across the departments. His comment about the employee mentality “They say: I
know the market and it does not move so fast” underlines the conservative attitude of the
employees derived earlier and sets out a self-evaluation of employees against a fast-changing
dynamic market. As the company is not willing to pay for external consulting,
the organization is in a large part closed to the outside. In the literature this behaviour is
called the “Not invented here” syndrome, meaning that teams that work together for a long
time continuously decrease their communication and collaboration with the external network
and colleagues (Rohrbeck / Gemünden, 2008). This should be an alert for CA to acknowledge
this internal threat and encourage people to build up external networks. On the other hand, is
CA listening to their internal network and scouts, when Delzer mentioned the trend scout
team in Spain, that reports at regular intervals to the main offices in Germany. When asking
L. Delzer about scanning the periphery, he said that he would rate CA with 3 out of 7 points.
He mentions the fact that employees look into the scanning, but because of the lack of
information sharing between teams, this results in unsatisfying results. Regarding the
willingness to test and challenge basic assumptions, L. Delzer mentioned that teams are
reflecting basic assumptions regularly and that conclusion are reached. But he did not explain
the procedure any more detailed.
CA´s cultural capabilities are difficult to measure but summarizing the results, CA has room
for cultural expansion. The aversion to listening to external sources and consultants can soon
derive in a lack of information about the current market dynamism and place CA in a
vulnerable situation to disrupting Trends and Technologies. Employees don’t feel responsible
to report SF activities as they have no incentives and support from other departments. As the
cultural aspect has a lot to do with people’s emotions, interactions and behaviour at their
workplace, all these assumptions should be viewed with caution. However, the given
information provides evidence to suggest that his statements are truthful.

5.3 Corporate Foresight process maturity
Following up on the assessment of the quantitative and qualitative results, the next section
will examine the maturity of the SF process steps: perceiving, prospecting and probing. By
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assessing the process, the underlying insights from the capabilities and the interview will be
discussed further.

5.3.1 Perceiving
Perceiving is the process step that supports companies to adapt to their evolving uncertain
environment (Day and Schoemaker, 2004). This dimension focuses especially on the
detection of signals for upcoming change before the competition does (Rohrbeck, 2017). The
scanning process can be divided into the sections of political-, technological-, customer- and
competitor environment. Regarding those areas, it is especially important to scan beyond the
existing companies’ boundaries in adjacent businesses and white spaces. Scanning includes
next to research activities the processing of information and developments that might become
relevant (Rohrbeck, 2017).
Reviewing the results of the perceiving maturity, CA has pronounced abilities within their
internal processes. L. Delzer mentioned that the company is covering with their scanning
abilities more than 80% of current trends and that their range and focus is excellent. In areas
that are higher technology related, the company remains in their own business field of steel
processing but e.g. shows very much interest in the topic of additive manufacturing, which
can transform the industry in the future. When mentioning the time horizon, Delzer agreed,
that different short, medium- and long-term strategies are evaluated in regular intervals and
aligned with trend effects. This shows that CA has well-established processes regarding their
external trend scanning but also further internal processing. He stated that the industry is not
affected by the sudden disruption, but that e.g. that a political event in Mexico did change
their plans for a local plant within 2 months and that all their preparations could not be
further developed. In this relation, the scenario-based future planning is a tool that CA is
using regular and having great results with. Underlining the statement from the previous
section, the company is not willing to spend financial resources on external databases or
industry experts. CAs current scanning procedure is covering most of the upcoming trends,
but they are lacking in willingness to listen to external paid research what might lead to a lack
of knowledge regarding technologies and trends.
Summarizing the perceiving abilities of CA, the company has well-established foresight
scanning processes that are delivering profound results. The quantitative results and the
interview cover the same distinctive abilities within CA but also confirm that the company is
focusing mainly on their business segments and not proactively expand their external
networks. Comparing the quantitative results of CA and their direct competition, it stands out
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that they are performing on a similar level. This fact should be noted with caution as within
this process step, the competition shows expressed abilities to become a threat for CAs future
business.

5.3.2 Prospecting
Prospecting describes analyses activities that serve for dissemination and interpretation of
findings relevant to the future (Rohrbeck, 2017). Especially scenario-based analyses can
deliver a profound base for a new strategizing. As the process step of perceiving aims to
generate a time advantage against the competition, the prospecting step aims for the
advantage of understanding the gathered information in the right way. As a result, the robust
planning of future action steps should be derived (Rohrbeck Heger GmbH, 2017b).
Compared to competition in the automotive sector, CA shows slightly better process maturity
than the sample competition. Delzer stated that CA is applying the scenario technique very
extensive with many different influencing parameters, deriving with different scenarios for
strategical consideration. While interviewing Delzer he furthermore explained that the width
of the action space would be able to improve. Here he mentioned, that the company is careful
on the way to improvement. Furthermore, they are only scanning the close adjoining
businesses which are strongly connected with the investment. This connects to the previously
discovered fact, that CA is not scanning white spaces around their current business in depth.
As the image of the company is more in a conservative light (Delzer, L., 2018), which is also
the results of the quantitative result. The company is running campaigns, to change the brand
image. The campaign “CA makes it happen” is the new slogan, to increase the loyalty of the
employees to the company a bit (Delzer, L., 2018).
The prospecting process step regards to the interpretation of the previously gathered data
about trends, technology and competition. Here, the inclusion of external knowledge is
invaluable next to the broad space of possibilities. The broad range of analysis is an issue, as
CA is lacking in performance. Organizing workshops for e.g. internal and external experts
increase the motivation of employees and expand the professional network. Delzer stated that
focus groups, strategy simulations and trend extrapolations next to others are methods that are
used very irregular or only once. This leads to the presumption that CA is creating a
bottleneck for information interpretation by limiting the use of suitable methods. Delzer
mentioned in chapter 5.2.1 that he is consulting the board four times a year about upcoming
trends, technologies and their potential impact. On one hand, the assumption is that this
frequency of the board meeting with SF employees is not enough to foster sufficiently
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valuable insights. On the other hand, do firms eventually often fail to adopt implementing
change based on the problem that important information did not arrive at the necessary
management level (Krystek, 2007).

5.3.3 Probing
The final SF process step probing describes activities and results that derive from previous
process insights. It describes an action-based approach that complements the practices of
perceiving and prospecting. More specifically, knowledge and competitive insights should be
transformed into foundations for decision-making. Implemented the right way, all SF
activities should not be seen as a linear process rather than complementary activities
throughout the company (Ruff, 2015). In this context, organizations with a dedicated unit,
responsible for foresight management regarding the exploration of new markets seem to be
more proficient than those that do mainly with their existing units (Rohrbeck, 2017b).
Overall, CA has a well-developed internal system for placing activities on detected
opportunities and threats as the total results present. When taking a closer look at the results
and the interview, there are several aspects that identify weak spots and underline previously
discovered aspects.
The organizational structure revealed, that there is only one small team with currently less
than 5 people responsible for the Corporate Foresight activities. The results from the
questionnaire confirmed, that CA is taking the responsibility for the exploration of new
markets and opportunities only partly to the dedicated unit and furthermore to existing
business units, that explore only within their operating environment. This approach supports
the probing diversion within the company but should be monitored and controlled from the
dedicated unit which is not fully achieved. Delzer stated, that the organization is taking
proactively closer looks on regional markets, including potential partners but not approaching
adjacent businesses. Here he mentioned the sensor market, that is a close business field, but
does not fit the current product portfolio. As the SF tasks are not fully controlled from the
dedicated unit, the work in other responsible units might not work as expected. As mentioned
earlier, there are currently no incentives for employees to actively participate in the SF
process. This might create several foresight workflow gaps within the organization.
Probing includes furthermore the reaction ability on external dangers. The questionnaire
results derive excellent abilities of CA in the field of discovering external dangers. The
interview validated that dangers are mostly well recognized and countermeasures
implemented the right time. Compared to triggering innovation activities, it seems that CA
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has a profound ability to shed against external sudden dangers. In the area of triggering
innovations, the company is more reserved in introducing new innovation activities.
Overall, CA understands how to build up their existing business with their superior expertise,
but there are opportunities that might be interesting for CA regarding the dynamic future
lookout. Integrating different internal units more structured in the SF process and building up
the SF unit might promote the SF cross-company culture. Another actions step might be to
install a Feedback loop on the regular Strategy Newsletter mentioned earlier. This might
create an opportunity for employees to participate actively in the process and affect the
conservative culture in the future.

5.3 Comparison of Qualitative and Quantitative Findings
The results of the survey suggest that CA has a profound foresight maturity level compared to
the competitive dataset. The insights from the interview indicate that the company is
particularly deficient in terms of its foresight maturity levels in the areas of culture,
organization and networks and people, suggesting that improvement is especially needed in
these areas. It is higher than this in the dimensions of information usage and method
sophistication. Both the quantitative and qualitative results suggest that the company needs to
enhance its foresight activities. However, the qualitative data indicate that it is more lacking
with regards to the quality of these activities than the quantitative data does. This could be
due to differing perspectives among CA employees.
One of the main positive takeaways is that the company employs sophisticated perceptual
capabilities via broad scanning to identify innovations, market changes and early warnings.
Others include the fact that it has a broad method used for the interpretation and creation of
counteractions, that collaboration models are being revised via employee workshops and that
there is regular trend communication to employees and boards. The main negative takeaways
are that the company’s foresight activities are limited due to a lack of incentives for employee
involvement, its corporate culture entails limited sharing departments and that early detection
activities are not consistently integrated into the organization.

5.4 Implications
Failure to engage in an adequate level of strategic foresight activities could potentially result
in the company losing its competitive advantage due to the fact that it is unable to plan for
disruptive events that could significantly impact upon the nature of the areas in which it
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operates. As pointed out by Teece et al. (1997, p 515), it could result in the company’s staff
failing to develop relevant skills that will be needed in the future.
In terms of the dimension of information usage, the fact that the company’s foresight
maturity level falls below its needs level indicates that the information that the company
gains are not adequately used to develop a competitive advantage. Given that Becker (2002,
p. 8) stated that data from monitoring and planning should be factored into strategic research
and decisions within the automobile industry, this means that the quality of innovation could
be compromised as a result. The fact that the firm’s maturity level for methods sophistication
is deficient in the areas of sufficient integration and communicative capacity suggests that
issues in these areas might also have a detrimental impact upon CA’s competitive advantage.
It needs to actively integrate all of its departments into foresight processes and ensure that
there is a common future perspective across the organization. The holistic integration of
foresight activities should take place and employees should be integrated into the early
detection processes.
With regards to the firm’s deficits in the dimension of people and networks, they indicate that
the firm does not use its human resources in a manner that is conducive to strategic foresight.
Given that Rohrbeck and Heger (2012, pp. 2-8) stated that corporate foresight is partially
aimed at ensuring that any uncertainties that remain are factored into decisions, it is feasible
that uncertainties might currently be remaining unidentified on account of staff not being
utilised in a way that entails drawing upon their insights to bring them to light. The company
would benefit from extending its foresight capabilities via network expansion and source
portfolio and intensifying the overall nature of its foresight activities. It should cooperate with
start-ups to identify new partners, technologies and markets, and attempt to utilise exclusive
information sources such as supplier and customer databases that its competitors do not have
access to.
The fact that the maturity level for organization fell short of the maturity needs level suggests
that it needs to take a more rigorous, systematic approach to strategic foresight. Seeing as
Slaughter (2002, p. 12) claimed that strategic foresight is comprised of direct use to
organizations’ practice and policy on a daily basis, this indicates that substantial alterations
are required to the day-to-day organization of the way in which the firm is run. With regards
to CA’s deficits in the element of culture, the effective organization could help to put a
culture in place that is more conducive to a higher quality of strategic foresight. When
implementing policies aimed at doing this, the company should take into consideration
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potential changes to the company repertoire that could affect this culture. As pointed out by
Teece et al. (1997, p. 515) foresight activities are key to doing this, suggesting that the culture
element might improve as other components of strategic foresight are enhanced.
The company should focus on fostering close cooperation between departments and central
functions, taking different perspectives on board and facilitating accelerated implementation.
Dedicated units should be used in the creation of trend reports to capture possible
organizational responses. Quicker decision making could result in more efficient strategy
update implementation. It is also recommended that incentives are created for employees to
actively participate in the strategic foresight process, for example via adjusted personal target
agreements. Additional foresight workshops should be given to employees and employee
feedback should be requested via the strategy newsletter to foster a culture in which they are
fully involved in the foresight processes.

5.5 Effectiveness of the Corporate Foresight Maturity Model
The Maturity Model for Corporate Foresight appeared to provide a comprehensive view of
CA’s maturity level and needs. It allowed for various different aspects of strategic foresight
to be analysed in conjunction with one another, painting a vivid picture of the overall
strategy. However, the fact that there was a slight disparity between the maturity levels
identified in the qualitative and quantitative aspects of the research suggests that it is by no
means provides a completely accurate view of maturity levels.
The Corporate Foresight Maturity Model is an extensive and universal model to measure the
Strategic Foresight capabilities of large organizations. In the last 10 years, the model has been
applied to many organizational situations to measure their current Corporate Foresight
abilities. The model used in this research work takes next to the information mentioned in this
work also the context of the firm into account. This comprises the number of employees,
revenue each year and annual R&D spends (Appendix, Fig. B). The question that arises here
is about the application framework that the model is suitable here. The past research
application and research validated the expressivity of the model but did not point out the
application limits regards to a firm’s context. Now the question arises, which parameters the
model has the highest accuracy. Despite the multiple application on real case scenarios, this
question cannot yet be answered adequately, which may limit the application space and the
effectiveness of the model.
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However, the Corporate Foresight Maturity Model as most other research models will never
be 100% accurate. But continuous research and development can improve the accuracy of the
model significant. In the past, the model was updated regarding different aspects to allow
more expressiveness. E.g. the introduction of the 3P process steps allowed to compare the
Need with the Maturity level with a more accurate overall assessment (Rohrbeck, 2017c).
The past shows that the continuous adaptation of the model to the ever-changing challenges
of medium-sized companies is a key factor in the success of the Maturity Model in the future.
In this case, when applying the model on CA, the quantitative results matched the qualitative
insights in almost all matters. Furthermore, the comparison to the secondary benchmarking
data provided by Rohrbeck und Heger supports the meaningfulness of the results. The
iterating application of the model to CA could potentially validate the results and present
further insights about the effectiveness of the model.

5.6 Recommendations for Future Research
This study shows that a quantitative research method within the field of Corporate Foresight
delivers profound and truthful results in a real case scenario. It is recommended to the further
researcher to expand their databases and insights about Corporate Foresight by applying
similar holistic approaches like this one.
This study delivered only a small insight into the foresight activities of the Tier 1 Automotive
Supplier CA. For further research it is recommended to work with more data sets received
from participants as well as interviews, to receive more significant insights. The results of
this work might therefore not represent the view of all relevant employees at CA or the true
situation at the company. Furthermore, is continuous research within the CA case
recommended as this work only made only a time snapshot of the current situation. Pursuing
the research would surely generate valuable insights into the transformation of CA-based on
the current initiatives. It is therefore also recommended that it is repeated with a larger
number of participants in order to test whether the results of this small-scale study hold true
when more research subjects are included in a study.

7. Conclusion
When applying the Maturity Model for Corporate Foresight to the German automotive
supplier company CA, the firm's maturity level failed to match the environmental demand.
The company implemented strategic foresight activities by scanning in the current and
adjacent business, but not white spaces whilst adopting a long-time horizon and rudimentary
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integration strategies and only formal reports were used to communicate strategies. The
company directed its efforts towards excelling in certain fields but was substantially lacking
in others. Similar deficiencies might be present throughout the German automotive supply
industry. However, this is yet to be the subject of a thorough investigation.
The Maturity Model for Corporate Foresight appeared to provide a robust method for
providing insight into numerous different areas of strategic foresight. However, the slight
differences in maturity levels when focussing on the qualitative and quantitative data mean
that the model cannot be considered to be completely accurate. This could be a product of the
fact that the data was gathered by obtaining the subjective opinions of CA employees.
This thesis might affect the research field of Corporate Foresight in a positive way and
motivate for further research in adjacent fields like strategy innovation management. The
results and research approach of this work revealed limitations within this work but also the
need for further research to support and extend the findings of this work.
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9. Appendix

Figure 1A: Maturity Levels for Information Usage

Source: Rohrbeck (2010, p. 96).
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Figure 2A: Maturity Levels for Method Sophistication

Source: Rohrbeck (2010, p. 101).
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Figure 3A: Maturity Levels for Networks and People

Source: Rohrbeck (2010, p. 104).
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Figure 4A: Maturity Levels for Organization

Source: Rohrbeck (2010, p. 107).
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Figure 5A: Maturity Levels for Culture

Source: Rohrbeck (2010, p. 109).
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Figure B: Questionnaire: Market and Technology Planning Forecasting

A. CONTEXT
Name, Business Unit, Position
Name
Position
Business

Note: The following questions can be related to the entire company as well as individual
business units or areas. Please tick here, from which perspective you answer. The term
"company" in the rest of the questionnaire always refers to the perspective given here.
Perspective
☐

Entire company

☐

Business unit. If applicable, please specify: __CA: Division Automotive_____________

I
1

YOUR COMPANY OR ITS BUSINESS UNIT
Please indicate the size of your company (number of employees):
(Please tick one box)
Less
than 10

2

3

1049

50249

250499

500999

1000 5000

500010000

10000
50000

50000
or
more

Please specify the corresponding industry your company:
☐

telecommunications / digital
and corporate service

☐

automotive industry

☐

energy & utilities

☐

manufacturing

☐

Healthcare Pharmacy

☐

Retail & Consumer Business

☐

Chemistry

☐

☐

Finance & Insurance

☐

Logistics & Transportation
Others
_______________
:
_

☐

E-Commerce

Sales of Your Company in the Last Business Year (2017):
Less€
0.5
Million
EUR
☐

€ 0.5
Million €1
Million
☐

€€1
Million
€5
million
☐

€5
million
€ 10
million
☐

€ 10
million
€ 50
million
☐

€ 50
million
€ 100
million
E UR
☐

€ 100
million € 500
million

€ € 500
million
or more

☐

☐
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4

Turnover of your company in 2012:
less
than €
0.5
million
EUR
☐

5

6

7

€ 0.5
million €1
million

€1
million€5
Million

€5
million € 10
million

€ 10
million € 50
million

€ 50
million € 100
million

€ 100
million € 500
million

€ 500
million
or more

☐

☐

☐

☐

☐

☐

☐

If If your business has grown significantly in the last 5 years, please estimate what
percentage of this is due to inorganic growth, such as through acquisitions:

What is your annual R & D spend on sales?
<1%

1-3%

4-6%

7-9%

10-12%

13-15%

> 15%

☐

☐

☐

☐

☐

☐

☐

Expenditure on early detection (Expenditure related to future trends, technologies and to detect and
evaluate other developments)

Thousand €
% of annual turnover
8

Expenses for exploration in new markets (expenses associated with experimenting, researching and
controlling new activities in new markets)

Thousand €
% of annual turnover
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B. ENVIRONMENT
I
1

COMPLEXITY OF THE BUSINESS ENVIRONMENT
Competitive structure

(Please circle a number / mark a number)

1234567

Many competitors of different
origins

Simple and direct

1234567

Long and complex

Fixed boundaries and simple
segmentation

1234567

Fuzzy boundaries and complex
segmentation

1234567

Many converging

1234567

Many and / or rapidly changing

1234567

Carefully monitored by the media
or by special interest groups

Few, easily identifiable competitors
2

3

4

Value chain

Market structure

Basic technologies
Few and mature
(Simple systems)

5

Regulation (EU, federal, state, etc.)
Little and / or stable

6

Public interest in industry
Largely unobserved, little public
interest

7

Dependence on state subsidies and access to politics
Low

2
8

(The company operates largely
independently of governments and
promotional measures)

II

1234567

Three or more

1234567

Low: Forecast results are very
different from actual levels

1234567

Fast and unstable

1234567

Have risen sharply in the past
three years, growth rates of over
20% are possible

Market growth

Growth opportunities
Have fallen sharply over the past
three years

5

Heavily impacted by the global
economy

Accuracy of recent forecasts

Slow and stable
4

1234567

(Depends on politics and state support)

Number of entrepreneurial surprises from events with a major impact on the company and /
or the industry in the last three years

High: no difference between
forecasts and actual values
3

High

VOLATILITY OF THE BUSINESS ENVIRONMENT

None
2

1234567

Dependence on the global economy
Low, mainly affected by the
national economy

1

(Complex Systems)

Speed and direction of technological change
Very predictable

1234567

Difficult to predict

Behavior of key competitors, suppliers and partners
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6
Highly predictable
7

1234567

Aggressive, hostile

1234567

High sensitivity to price changes,
currency fluctuations, economic
cycles, tariffs, etc.

1234567

High

Dependence on financial markets
Low

1
1

High

Sensitivity to macroeconomic developments
Price changes, currency
fluctuations, business cycles,
tariffs, etc. do not affect our
business

1
0

1234567

Attitude of the main competitors
"Letting and living" mentality

9

Difficult to predict

Power of customers and suppliers
Low

8

1234567

Dependence on social changes (socio-cultural, values)
High
Low
(Mostly only gradual changes)

1
2

1234567

Expected threat of disruption in the next 5 years
High

Low
(few surprises expected, mostly
developments we can handle)

III
1

(some substantial developments are
expected, without knowing exactly what
these will be)

Risks in the industry
1234567

Very risky; a wrong step can
mean the ruin of the company or
business units

1234567

Accuracy and speed required,
very stressful, hostile; very
difficult to grow or maintain
position in the market

Opportunities in industry
Many investment and marketing
opportunities

3

1234567

SUBSTANTIALITY OF THE ENVIRONMENT

Very safe; minor threats to the
survival and well-being of the
company
2

(Strong or fundamental changes in
business models based on societal
changes from the past known and / or
expected)

Dependence on the environment, influence ability of the environment
The company can control the
environment and influence it to
its advantage; Competition and
obstacles are predictable; a few
large competitors taking up
familiar positions and changing
little

1234567

A dominant environment in which
my company's initiatives are
unlikely to change anything in the
market environment, given the
enormous competition, political or
technological forces.
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4

Please give your assessment of how your company did in the following aspects
last year compared to your two main competitors .
Very
much
worse

Worse

A little
worse

About
the
same

A little
better

Better

Much
better

Sales growth

☐

☐

☐

☐

☐

☐

☐

Profitability

☐

☐

☐

☐

☐

☐

☐

Success with new products

☐

☐

☐

☐

☐

☐

☐

Share of new products / services in
sales

☐

☐

☐

☐

☐

☐

☐

Market share

☐

☐

☐

☐

☐

☐

ROI

☐

☐

☐

☐

☐

☐

The main competitors are

1:

(eg products and services introduced within the last 5
years)

☐
☐

Magna

2:
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IV

STRATEGY

Please tick the statement that you think best describes the strategy of the business or business unit
under review.
1

Strategy 1 ☐
The company usually operates in a broad product and market environment that is subject to
periodic redefinitions. The company is keen to be the "first" in new product and business areas,
though not all of these efforts prove highly profitable. The company is quick to respond to early and
weak signals as well as perceived innovation opportunities. In turn, own actions often lead to
reactions from competitors. However, the company cannot maintain the initial market share in all
the markets in which it enters.

2

Strategy 2 ☐
The company attempts to identify and operate successful niches in a relatively stable product or
service area. The company tends to offer a limited number of products and services compared to
its competitors, and seeks to secure its domain through higher quality, better service, lower prices
or the like. Often, the company is not at the forefront of developments in the industry. It tends to
ignore changes that have no direct impact on current businesses and instead focuses on doing the
best in a limited area.

3

Strategy 3 ☐
The company seeks to maintain a stable, focused product portfolio while at the same time striving
to quickly pick up on the most promising developments in the industry and develop corresponding
products. The company is rarely a pioneer for new products. However, as the developments and
movements of the largest competitors are closely monitored and analyzed, the company can
regularly be "fast followers" with more cost-effective and / or higher value products.

4

Strategy 4 ☐
The company does not consistently and continuously orientate itself to the market. The company
usually does not defend its market position as aggressively as its competitors, nor does it see the
need or willingness to take a similarly high level of risk as its competitors. It is more likely that the
company reacts in those areas where market and environmental developments force it to act so as
not to be completely ousted.
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C. EARLY DETECTION CAPABILITIES
I
1

INFORMATION USE
Trend communication
trends (market, technological and
environmental trends) are identified
but not systematically reported and
used

2

1234567

About provide information on why
the trend important for the
company; How We Can Act and
Provide Examples of Appropriate
Measures

Trend processing
We give the original information
again, we have gathered during
the discovery of a trend

3

1234567

We regularly report on trends and
make use of adequate and
appropriate formats for internal
stakeholders. We use eg trend
radars, trend letters, trend reports
that are available to all
employees on the intranet

Usage
Please mark what you are using for market and technology discovery.

Results are used, ...

N
e
v
e
r

Once /
irregular

Regular /
continuous

A

... to identify external changes (political, economic, social,
technological, ecological, legal)

☐

☐

☐

B

... to identify new internal needs

☐

☐

☐

C

... to identify new business modelsto identify

☐

☐

☐

D

...toidentify competitors concepts and strategies early

☐

☐

☐

E

... to consolidate views and stimulate discussion

☐

☐

☐

F

... to create a universal view / perception of things within
the company

☐

☐

☐

G

... to stimulate new innovation activities

☐

☐

☐

H

... to ensure "state-of-the-art" innovation activities

☐

☐

☐

I

... to question and change existing mental models

☐

☐

☐

J

... to initiate strategic changes

☐

☐

☐

K

... to break out of fixed deadlocked and structures

☐

☐

☐

L

... to search for missing resources

☐

☐

☐

M

... to support "make-or-buy" decisions

☐

☐

☐

☐

☐

☐

N

Other: ______________________________________
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II
1

METHODOLOGICAL MATURITY
Integration performance
We rely more on experience and
intuition than on Explicit methods
to analyze and interpret our
environment

2

1234567

Communication
High

Low
(We rely on formal reports that are spent to
communicate the strategy to employees,
including vision, mission, milestones)

3

(We use a variety of communication
mechanisms and participatory methods to
illustrate our strategic ambitions, eg
workshops, videos, descriptions, images of
desired future conditions).

1234567

We evaluate exactly the situation
and the needs to be investigated
and select appropriate methods. We
also regularly use novel methods
and develop our own approaches

1234567

We know the limits of the methods
we use often apply systematically
how to overcome the boundaries by
using several complementary
methods

Selection of methods (results)
In the past, we used methods that
did not produce the desired results

5

1234567

Choice of methods (problem fitting)
We usually know not what methods
we can apply and when to apply
them, so the selection of methods
based on those that have been
applied in the past.

4

We systematically use a range of
formal methods (such as scenario
analysis) to generate and interpret
future prospects

Methods used
Please tick the frequency in which you have used the below mentioned methods of strategic and
technological screening in the last 3 years.
Nev
Once /
regular /
er
irregular
continuous

A

Benchmarking

☐

☐

☐

B

Bibliometric

☐

☐

☐

C

Business model development

☐

☐

☐

(e.g. Alexander Osterwalder's Business Model Canvas)

D

Cross-impact analysis

☐

☐

☐

E

Expert panels and workshops

☐

☐

☐

F

Focus groups

☐

☐

☐

G

Strategy simulations, "serious gaming / business war
gaming"

☐

☐

☐

H

Life cycle between

☐

☐

☐

I

Patent and publication analyzes

☐

☐

☐

J

Scenario analysis

☐

☐

☐

K

Road-mapping

☐

☐

☐
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L

Scouting networks

☐

☐

☐

M

Technology or trend radar

☐

☐

☐

N

Trend extrapolation

☐

☐

☐

O

Market forecasts analyzes

☐

☐

☐

P

Competition, e.g. with the help of the MACTOR analysis

☐

☐

☐

Q

Other: Creativitymethods

☐

☐

☐

III
1

EMPLOYEES & NETWORKS
External network
Strong
Weak
(Some employees have a personal external
network that is used sporadically)

2

1234567

Expansion of the network
Broad

Low
(Only contacts with few other organizations
in the own industry are maintained)

3

1234567

Low

Strong
1234567

Weak

Strong
1234567

Strong strong

Poor

IV

1234567

(They have strong internal and external
networks, in-depth knowledge and breadth
of knowledge, are passionate, curious and
open-minded)

ORGANIZATION
Hierarchical Use
Early detection activities are rarely,
then top-down, initiated and
theme-based, mostly unique or
irregular

2

(Employees are expected to be a formal
and informal Building and maintaining
networks with other business units)

Skills of foresight and early detection staff
(eg they have only in-depth knowledge of
their field, no bread-and-dizzy knowledge or
vice versa)

1

(It is looking for an active, driving role in
different networks. Own influence on
network strategy is strong)

Internal network
(Some employees have formal and informal
contacts with other business units of the
company)

5

(It will maintain numerous contacts with
different types of organizations, far
beyond their own industry and business
also)

impact partnerships
(inonly formal contacts with a few other
organizations maintain that their own
influence on this is low)

4

(The construction and maintaining a
network with external partners is
supported and felt to be important, regular
exchange takes place)

1234567

Both continuous as well as topicoriented early detection fi takes
place; can be triggered bottom-up
and top-down

Linking with other processes
Strong

Weak
(early detection activities are rarely or rarely
linked to other processes in the
organization)

1234567

(Early detection activities are directly
linked to other processes in the
organization, eg with the medium-term
strategy process)
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3

Networking in the company
Business units act as silos,
exchange takes place only rarely
and by chance

4

Formal dissemination of future knowledge
All Emerging topics are
occasionally presented in
associated meetings, usually at the
initiative of individuals

5

1234567

We have a specialized unit that is
responsible for scanning tasks
and serves as a hub to gather
and bring together insights into
the future, both inside and
outside levied the company

1234567

We use a variety of incentives to
encourage employees to
contribute to the sustainability of
the company. It is part of the
target agreement for at least
50% of the workforce.

1234567

Future topics are regularly
presented to the management,
including the resulting
opportunities

Decision
preparation Analyzes and results of
early detection are occasionally
presented to decision-makers, who
derive actions

8

Discussion of emerging topics is
part of central meetings in all
relevant areas Units

Incentives for employees to actively contribute to the early detection

No incentives

7

1234567

Responsibilities

No defined accountability for
identifying future topics

6

1234567

Regular meetings on future topics
take place. Business units act
openly and proactively seize new
opportunities across sectors

Improvement of the decision-making process
Excellent
None
(The early detection does not contribute to
the decision-making)

V
1

1234567

CULTURE
Willingness to share knowledge between functions in the organization
Low
(external information is ignored and owns
accumulated)

2

(Early detection is regularly used to
support decision-making and makes a
decisive contribution to decision-making in
different areas of the company)

Excellent
1234567

(Multi-Level Continuous Information
Sharing)

Willingness to Listen to Scouts and Other External Sources
The Company is closed
(external contacts are not encouraged and
supported, Informa outside the
company)Encouraging, Encouraging and
Demanding

1234567

The Company is Open
(External Information into the Company
and Maintaining an External Network)
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3

Attitude of the Company to the Environment
Limited and Myopic
(Few interested in it)

4

1234567

Active and curious
(Scanning the periphery is widespread)

Questioning basic assumptions and dominant business logic
Little
(The company's basic assumptions are
neither known nor transparent, so early
detection does not include internal
assumptions)

Excellent
1234567

(By Our early detection is constantly
challenging our assumptions about the
market, technologies and environment
and has adapted them several times in the
last 5 years.)

4. EARLY IDENTIFICATION PROCESS
I
1

SCANNING
Scanning Capabilities
We ensure that 80% of all trends
that will shape our industry over
the next 5 years are identified

2

We systematically scan all areas
1234567

(technology, competitors, customers,
political and socio-cultural environment)

Time horizon
Focus on short-term developments
(up to 3 years)

5

1234567

We systematically scan our entire
environment including our current
business, adjacent and distant
businesses

Reach (breadth)
focus is on one area (technology,
Competitors, customers, political and sociocultural environment)

4

We are capable of a limited
number of important trends at
best Identify

Reach (focus)
Our scanning attention is focused
on our current businesses

3

1234567

1234567

We scan systematically and
comprehensively, ie for the short,
medium and long term

Early Warning
Excellent
Limited nkt
(In the last 3 years we have failed to identify
all significant changes in our core business)

1234567

(Over the last 3 years, we have identified
and analyzed all material changes,
including in adjacent business areas ,
evaluated and prepared adequately for
this purpose)mark
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6

Sources
Please state which sources you have used frequently in the past three years to identify future
topics in your area of action
N
e
Regular /
Once /
v
Continuou
Irregular
e
s
r

A

Online Research

☐

☐

☐

B

Trade journals , White Paper

☐

☐

☐

C

Freely available databases, e.g. patent databases

☐

☐

☐

D

Paid databases and tools, e.g. Quid, mapegy, others…

☐

☐

☐

E

Conference visits

☐

☐

F

Visit to expert panels or workshops

☐

☐

☐

Informal, unplanned discussions with experts from the
industry
Invited or planned discussions with experts from the
industry

☐

☐

☐

☐

☐

☐

I

Own scouting network

☐

☐

☐

J

External scouting networks

☐

☐

☐

G
H

II
1

ANALYSIS AND INTERPRETATION
Number of alternatives studied
Several

One
(we usually identify one, best strategic
alternative per topic)

2

☐

1234567

(We consider several futures and develop
strategies for different uncertain
situations)

Width of the action space
High
Low.
(We usually prefer the easiest to perform
the worthwhile alternative)

3

1234567

(We have historically traded several times
in accordance with the most ambitious
strategic alternative, which is very different
from our current strategy)

Broad range of analysis
Comprehensive
Limited
(We are best at it, our current market and /
or close exploring adjacent markets)

4

1234567

(In the past, we have repeatedly explored
new markets that were far from our
existing business and have gained
substantial informational advantage over
our competitors)

Impact on the public, investors, Marketing and Sales (Image)
None
(Early detection was not successful in
contributing to the external image of the
company)

Excellent
1234567

(Early detection made a significant
contribution to strengthening the image of
innovation drivers and leaders )
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III
1

EXPLORATION OF NEW MARKETS
Organization and integration into the company
Integrated
(We rely mainly on existing business units
to explore new markets within their
operating environment)

2

Dedicated unit
1234567

Scope of Exploratory Activities
High

Low
(Our activities to analyze new markets are
limited to those with low risk, eg by
presenting new offers to existing clients)

3

(We have a dedicated business unit,
which has the mandate to discover new
markets, to analyze and develop)

1234567

(Our activities to discover new markets
may include venture investments,
alliances, acquisitions, mergers and
investments in plants and factories

Impact on market, environment and other market players
Strong
None
(We have little or no impact on results to
guide our foresight in a direction that is
favorable to us)

4

1234567

Influence on Governments, Authorities, Offices, and Other Government Related
Organizations
Excellent
None
(In the last 3 years we have been able to
1
2
3
4
5
6
7
(In the last 3 years we could not influence

influence official positions several times in
our favor)

official positions)

5

Response to external dangers
Excellent

None
(In the last three years, early detection has
not been successful in preparing adequate
responses to external hazards)

6

(Based on the outcomes of our foresight,
we will do everything in our power to
influence developments in a direction that
is favorable to us, and usually succeed in
doing so)

1234567

(Over the last three years, several threats
have been discovered early and led to
projects where countermeasures are
developed and applied were)

triggering innovation initiatives
Outstanding
No
(In the past 3 years, we were not successful
in introducing new innovation initiatives)

7

(in the last 3 years, we have introduced
more than 10 innovative initiatives,
including pilot projects, acquisitions,
Partnerships)

Support for strategic decision-making
None
(Early detection was unable to influence the
strategic discussion in the company)

8

1234567

1234567

Excellent
(The early influence on company's
the strategic policy)

New business units
Number of newly established
business units in the last 10 years,
annual sales of thein the last 10
companies created years, business units
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