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Abstract
The article outlines a critical analysis of theoretical approaches to the development of
the concept of foresight marketing on the basis of which the own definition of “foresight marketing” has been developed. Modern enterprises are interested in receiving
reasonable foresight forecasts in marketing, which was not sufficiently distributed in
the practical activity of the enterprise.
Theoretical and practical aspects of the foresight framework are still explored insufficiently. Therefore, the purpose of the article is to improve the theoretical framework of
foresight marketing and to create the conceptual model of foresight marketing.
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The following scientific methods have been used in this research: system analysis, content analysis, comparative method, method of logical generalization, morphological
method, dialectics of the relationship between fundamental and applied knowledge.
The analysis revealed imperfection of the theoretical apparatus of foresight marketing,
thus, the modern approach to the interconnection and balance of foresight marketing
and strategic marketing on the enterprises was suggested. To develop a conceptual
model of foresight marketing, the authors have considered and described its major
components. A conceptual model of foresight marketing is a systematic combination
of certain elements, namely: conditions, barriers, and prerequisites; subject and object;
methodology of foresight marketing; principles, tools, and categories.
The article presents a generalized model of foresight marketing process, which shows
the basic subjects and bases on four consecutive stages. The authors provide a new
perspective as for the concept of foresight marketing and the basic prerequisites for the
implementation of foresight in marketing management.
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INTRODUCTION
Undoubtedly, the future development of a company is not an easy subject to work with, it is important for external and internal consultants
working in the field of marketing, strategy, as well as motivation and
involvement of employees. It is very difficult to assess the impact on the
future development of the crisis phenomenon that currently takes place
in the world economy. However, it is already clear that there will be a
number of changes in most sectors of the economy. Unquestionably, it
is important to forecast the main marketing trends and, based on it, to
develop an integrated marketing pressure. It is known that business intuition should be always supported by the analysis and facts. Company’s
survival in the era of rapid changes requires sustained values with an
ever-changing strategy. The authors of the well-known publication on
scenario planning Lindgren and Bandhold (2003) identified three fac-
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tors that affect the organization’s ability to anticipate the future – strategic thinking, awareness of the
rules of the game and creation of corporate culture (Lindgren & Bandhold, 2003):
1.

Organizations with strategic thinking react earlier than others when responding to changes and
developing scenarios.

2. Companies that know the art of the game, quickly adapt to the future by improvising, constantly
experimenting and learning from their own experience.
3. Companies with a strong corporate culture are resilient to changes due to the support of trust and
corporate communities, team spirit and high employee commitment to a long-term vision.
Thus, the key to success is the constant search for the balance between these three factors: the involvement of employees in scenario planning and strategic management.
Therefore, corporate foresight is expected to be the main technique of prediction for the organizations.
In this way, corporate foresight can be defined as a system of measures, structures, processes, values
and norms that support the ability of the management team to pre-see and stay ahead of changes, transforming activities of the staff based on the analysis of trends and scenarios, in any case, corporate foresight gives only a limited vision of the future of the enterprise.
First foresights were conducted exclusively in scientific and technical sphere, which is why they were
called technological foresights. Then, foresight moved from the technological sphere to the economic,
social fields and politics and became a market-oriented foresight. Modern companies are interested in
receiving reasonable foresight forecasts in the field of marketing. The following thesis is based on the
analytical framework, which scrutinizes foresight and its impact on strategic decisions in the marketing
sphere in order to investigate how managers, organizations and the environment influence the phenomenon and its manifestations.
This concept of judgement thereby intends to explain how foresight marketing results can be possibly
integrated into strategic decision-making processes.

1. LITERATURE REVIEW
The history of foresight development as a certain
methodology demonstrates a gradual shift from
one-time forecasting to a systematic process of foresight; from considering the opinions of scientists
only to taking into account the opinions of different layers and representatives of society; from forecasting technological processes to anticipating the
social consequences and results of technological
progress and, to a certain extent, to anticipating social processes. The concept of forecasting as future
field has been developed over time, as well as the
range of methodologies available to futurists. When
foresight work emerged in organizations around
the 1960s, quantitative methods such as forecasting were common, although scenario planning, a
more qualitative approach, also emerged around
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this time. As major developed techniques of predictions, which take into account personal, cultural
and social factors, also environmental factors have
been developed, for example, causal layered analysis (Slaughter, 1993). In more recent times, methodology of future prediction, which was based on the
model of four quadrants by Ken Wilber, was being
developed as an alternative way, and this has opened
up possibilities as for how methodologies can be
configured for practical use. The foresight methodology is still being developed and refined through
its use over time in various domains (Inayatullah,
1996). It leads to the change of methodological paradigms in the field of predicting the future. The development of the integral future perspectives, with
its interior/exterior, individual/collective framework, provides the integration of inner individual
and collective processes with an understanding of
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the external, outer world within the context of many traditions and ways of knowing. Slaughter (1990)
also points out an integral approach suggesting that
it is not only the depth of methodological approach,
which is important, but also the depth within the
practitioner, stating that foresight practitioners
need to continue to be self-reflective in their own
inner thoughts and consciousness and how that influences their use of methodology. Horton (1999)
defined foresight as a planned attempt to expand
the boundaries of perception and enhance awareness of emerging issues and situations. It aims to
support strategic thinking and decision-making by
creating a range of possible deployment paths for
the future. Foresight is a systematic, participatory,
future-intelligence-gathering and medium-to-longterm vision-building process aimed at enabling
present-day decisions and mobilizing joint actions
(Andersen & Rasmussen, 2014).

According to Andriopoulos and Gotsi (2006),
foresight revolves around a cycle of environmental scanning, interpretation and learning. In this
sense, managers can scan the environment by
collecting relevant marketing information about
customers, suppliers, competitors and emerging
markets.
For foresight to be meaningful, it needs to be integrated fundamentally into the ways of working,
which is why we need to look at how foresight can
actually be managed and implemented. According
to Andersen and Rasmussen (2014), foresight is
the ability to cope with the future, to make sense
of it and to use these insights in organizationally
useful ways to detect conditions, shape strategy or
explore new markets.

Innovative marketing is not possible without foresight, since there is no vision of the future withConsidering the concept of foresight, it should be out forecasting of changing customer needs, and,
noted that the majority of authors pay attention to therefore, the very idea of innovative products,
the integration of foresight methodology in enter- services, future relationships. That is why foresight research in marketing can help identify and
prise management.
evaluate trends in customer behavior, the needs,
Hart and Milstein (1999) wrote that foresight is attitudes and demand (Shuklina, 2017).
the key to survival. Managers able to perceive
trends and weak signals, where others see only In this context, the authors appropriately connect
noise and chaos, can capitalize on the changing the foresight technology of marketing with the
nature of the market to reposition their firms be- technologies of formation of marketing competence and marketing knowledge (Solovyov, 2015)
fore new entrants become a serious threat.
and, thus, contribute to the theory of marketing
Most of scientists and researchers agree that fore- significant system achievements as a cognitive
sight is the best methodology for strategic predic- economic weapon for professionals.
tion and forecasting for a company.
Researches of Gusakova (2017) show that proper
According to the American researcher Ben R. use of foresight leads to increased profit, which
Martin (2004), foresight is a process associated ranges from 10-25% depending on branch orienwith the systematic attempt to look into the dis- tation of the enterprise.
tant future of science, technology, economics and
companies in order to identify areas of strategic In this way, methodology can be continually criresearch and technologies that are likely to bring tiqued and adapted in use. However, this issue is
insufficiently studied and requires expanding.
the greatest economic and social benefit.
Foresight has to be more visible and integrated into Aims. Using foresight tools for decision making
organizational processes, such as strategy and in- gains popularity worldwide. With some notable
novation, to be successful (Neef & Daheim, 2005). exceptions, however, foresight activities in Europe
have been targeted at national or regional levels.
Yet, studies have shown that there is a lack of suc- This local focus influences the objectives and the
cessful implementation and practice among com- European dimension usually plays a minor role
in such foresight considerations. Still, conceptual
panies (Rohrbeck & Gemunden, 2008).
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foundations of foresight marketing are not enough
developed, which emphasizes the relevance of the
article.

strategic processes has always been of great interest for academics and practitioners.

According to McCardle (2013), market foresight
This study suggests foresight-marketing integra- capability provides additional benefits in the new
tion into strategic decisions.
product development process. By understanding
what products will be needed in the future, orForesight marketing is not introduced as a com- ganizations will find the decision-making process
plete conception nowadays. Therefore, the pur- more clear-cut, thereby eliminating the need for
pose of the article is to improve the theoretical go/no-go decisions. Organizations can use their
framework of foresight marketing and to create a capabilities to anticipate future market conditions
conceptual model of foresight marketing.
and, thus, benefit from this information by developing new products to meet these changing market conditions. The development of market fore2. METHODS
sight capability stems from informational processes of active scanning and lead user collaboration,
The following scientific methods have been ap- which are further heightened, or diminished, in
plied to the study: system analysis, content analy- the presence of learning orientation, future orisis, comparative method, method of logical gener- entation, and interdepartmental connectedness
alization, morphological method, dialectics of the (Figure 1).
relationship between fundamental and applied
knowledge.
As a starting point in evaluating experience using
foresight marketing, it is important to emphasize
Contemporary knowledge of the foresight market- not only what is common to the forecasting activing concept is often more chaotic than systematic, ity, but also the features of the tools of foresight
thus, the attempt to systematize them had been marketing. The overall objectives of prediction
made by the authors. Using system analysis, the and foresight marketing are:
authors have approached the complexities of foresight marketing process by structuring the exist- 1. The exploration of future opportunities in cering knowledge and assumptions into logical and
tain markets, aiming to determine priorities
explicit stages. The study expanded the current apfor investment in innovation. In the case of
proaches that the economic science applies to the
marketing trends prediction, the degree of the
analysis of foresight marketing theory. To compriorities can depend on forecasting, which is
bine the elements and features of foresight marketbased on “critical technologies” and will lead
ing conceptual model, the morphological method
to change or creation of new products/marwas used. The comparative method and method of
kets. In the framework of forecasting, a priorlogical generalization were used for specification
ity list for prediction must be defined, namely
and ordering of the theoretical apparatus in forewhat is common and what has derived for the
sight marketing conceptual model.
target foresight.
The method of dialectics of the relationship be- 2. Reorienting marketing system for the develtween fundamental and applied knowledge was
opment of innovative product and service.
used to define the interconnection between foreThis goal is related to the definition of priorsight marketing and strategic marketing.
ities, but the strategic ones. In such a case, it
may be a preliminary diagnosis if the marketing system meets the needs of the market.

3. RESULTS

In increasingly competitive, complex and volatile
marketing environment, the need to fully understand the future and thereby to deduce insights for
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3. Attracting new members for the discussion of
strategic issues. The growing trend of using
the foresight technology as a tool for expanding the circle of participants involved in the
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Source: McCardle (2013).
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Figure 1. Determinants and outcomes of market foresight capability
the upper echelons of power in the company,
as it is filtered by middle managers who protect the interests of their departments.

innovative marketing policy of the enterprise.
One example is the inclusion of the social
partners or even segments of the population
such as youth.
•
4. The construction of new networks and relations between clusters, sectors and markets or
around problems. Another type of orientation
of marketing activities in case when foresight
is explicitly aimed at creating new networks
(UNIDO Technology foresight manual, 2005).

Inertia of organization leads to slow reaction.
This inertia can be related to a multi-level divisional or product organizational structure, a
wide network of subcontractors and strategic
partners, and the unwillingness to sacrifice
profitable product lines and to invest in new
goods and services.

The main challenges of foresight marketing inte- The efforts and resources that are required to perform the foresight properly could be the biggest
gration into a business management are:
challenge for some organizations.
• Acceleration of changes, which include reduction of the products life cycle, increase in the Strategic marketing can be considered as the platspeed of development and dissemination of form for the foresight marketing. Strategic marinnovations reduce the certainty of the future keting is the basis of marketing policy of the companies, considering the interests of all market parand prevent long-term plans.
ticipants in the environment.
• The insensitivity to the change in the information inside the organization. The planning Strategic marketing is based on the results of the
cycle in companies is often connected with analysis of existing and predicted environmental
the financial year and is too short to take in- conditions, and consideration of strengths and
to account long-term trends. Top managers weaknesses of the company activity. Consequently,
are overloaded with information that makes it maintains and develops the successes on the
it difficult to identify priorities. Finally, infor- market, provides new opportunities, creates and
mation about changes may simply not reach ensures the future of the company in the long term.
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THE INTERCONNECTION AND BALANCE OF FORESIGHT MARKETING
AND STRATEGIC MARKETING
The analysis of needs of basic market

The forecasting of needs of potential
markets

The determination of strategic mission of
a company

The development of alternative missions
based on the foresight forecasts of
market trends

The monitoring of marketing environment

Environmental scanning framework

The analysis of the attractiveness of the
basic market

Predicting the emergence of new markets

The development of “multiattributivegoods” concept

The development of innovative
product/service that meets the need for a
fundamentally new

The infrastructure – portfolio of
marketing strategies: STP, 4P strategies

Generic foresight model for marketing
strategies generation

The information support due to CALS
system (continuous acquisition and
lifecycle support)

The information support due to systemic
and synergistic view of situation

The methodological support: SWOTanalysis, SNW analysis, polls, economics and
statistical methods, peer reviews

The methodological support: forecasts,
road mapping, Delphi method, scenario
planning

Figure 2. The interconnection and balance of foresight marketing and strategic marketing
Management of strategic marketing in the company involves the formation of a controlled external environment through the development of
relationships with partners and designing a network context, the development of the company
that allows to increase the strategic potential
and to provide a competitive advantage. Thus,
it is clear that, to ensure a dynamic strategic vision as the basic concept of foresight marketing,
marketing thinking based on foresight is impossible to imagine without the active support
of strategic marketing, the interconnection and
the balance of which is schematically shown in
Figure 2.
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Efforts to make long-term plans, for example,
when and what to do in the long term, or attempt
to find a solution for many years to come, the desire to build “for the ages” or to buy “for many
years” are signs of the lack of foresight marketing
application practice.
The long-term view is the basis of foresight marketing. However, it does not mean the extrapolation of
existing practice and the current state of the marketing environment for many years to come. The
concept of foresight marketing is based on forecast
and forward planning of the company’s marketing
activity with a systematic and synergetic view on the

Problems and Perspectives in Management, Volume 16, Issue 3, 2018
Source: Compiled by the authors.

SPECIFIC CONDITIONS
Dynamic market as a system of
interaction of participants

SUBJECT
Methods and mechanisms of
making the foresight forecasts in
field of marketing
OBJECT
The process of drafting a wellgrounded foresight forecasts of
marketing activities

•
•
•
•
•
•

PRINCIPLES “SIX I”
Intelligence
Imagination
Integration
Interpretation
Intervention
Impact

•
•
•
•
•
•
•

BARRIERS
Impossibility for the future
prediction
Scientific serendipity
Fatalism
Inertia
Disputes over the scope
Costs
“Black Swan” factor

FORESIGHT MARKETING
The process of anticipating
changing in the business
environment and predicting the
emergence of new needs and
wants of consumers for the
purpose of meeting them faster
than competitors

•
•
•
•
•
•

RESOURSES
Finance
Time
Political support
HR
Infrastructural
Cultural

•
•
•

PRECONDITIONS
Increasing importance of
innovation (both technological
and organizational)
The development of service
economies
Other developments

•
•
•
•
•

METHODOLOGY
Forecasting on the basis of the
time series analysis
Casual Layered Analysis
Expert panel (stakeholders)
Delphi method
Roadmapping
Morphological analysis

•
•
•
•
•

CATEGORIES
Marketing-mix
Forecast
Marketing research
Marketing management
Strategic marketing planning

•

Figure 3. The foresight marketing concept
market situation, and suggests a scientifically based is predictable. Now we need to work with a differconnection between such components, as an idea, ent mind-set, where it is important not to focus on
what is probable, but what is possible. The V.U.C.A.
principles, tools and purpose (Figure 3).
environment means that we must focus on what is
In this context, the concept of foresight marketing is possible, because anything can happen, rather than
a science-based plan (project) of the company, which on what is likely to occur, which is determined by
is based on scenario planning and making informed what happened before (Leadership challenges in the
strategic marketing decisions that provide optimal V.U.C.A world).
marketing architecture, marketing strategic stability
of the enterprise and adaptive marketing strategic set. Preconditions of foresight marketing include aging
technologies, while new technologies change socieThe specific conditions of foresight marketing are in- ty and create new business opportunities. It is as if
duced by new reality of business making in V.U.C.A. changes happen more and more rapidly and have
(short for volatility, uncertainty, complexity and am- greater and greater effects. The ability to relate to fubiguity) environment. We are dealing with a world ture changes and possibilities is in many ways cruwhere change is ever greater, where the future is less cial. This is true for countries, public institutions, enpredictable, where the options increase exponential- terprises and organizations and for all of us as indily, and the way we think about these options has un- viduals (Andersen & Rasmussen, 2014).
doubtedly changed. Today, leaders must make decisions faster, processing huge amounts of information, Changes are, however, not always given and imposand where everything is more interconnected than sible to influence. This is true within the contexts of
ever before. We may think that this has been the both society as a whole and business. Future develcase for every generation for every period in history; opments can in many ways be affected and formed,
surely the feeling must be the same. One of the big but this demands coordinated efforts by many parproblems is that for many centuries, we have been ticipants who work with the same goal. For example,
raised in a context in which we believe the world many investigations have shown that enterprises can,
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in the long term, achieve competitive benefits, if they
contribute to creating future development (Hamel &
Prahalad, 1994).
In such specific conditions, the consumer is viewed
as an entity, which independently makes strategic decisions in the organization of household and
consumer activities. In other words, the user acted
as a “creator of one’s own satisfaction” through the
optimal combination and usage of various consumer properties of goods. An extended concept of the
term “good” has emerged, the so-called “multiattributive” product model, which is a convenient basis
for identifying and comparing the consumer values
and preferences and the determination of marketing
strategy.
The main principles of foresight marketing are the
following: intelligence (creates shared understanding and mutual appreciation of issues at hand), imagination (the input from scanning is synthesized
into conceptual models of the situations involved in
the real world), integration (analyzes the alternative
models of the future and prioritizes them, through
intensive negotiations among system participants
and stakeholders, to create an agreed model of the
future), interpretation (translates future visions into
long-, medium-, and short-term actions for successful changes), intervention (creates plans to inform
present-day decisions for immediate change to provide structural and behavioral transformations), impact (assesses the results and impacts of foresight exercise, learns from experience and provides input for
next round).

Selection of methods for a particular marketing program usually depends on the goals and financial
conditions. Methods are selected according to the
following criteria:
•

available resources (time, money, experience);

•

nature of desirable participation;

•

suitability for combination with other methods;

•

desired outcome of the foresight (for example, a
document or process);

•

quantitative/qualitative data requirements of
methods;

•

methodological competence.

It is clear that methodological competence will be
a key factor in the selection of methods (Fedulova,
2008).

However, the scope of foresight marketing is scenario planning – constructing multivariate scenarios with simultaneous development of practical measures for marketing-mix. Researchers explain the need to build scenarios saying that any
organization must be capable of generating a multiplicity of management responses to changes in
the marketing environment. Developed scenarios
should be based on actual economic conditions
and not only give the general outline of events that
will happen to the organization in the future in
different combinations of management decisions,
When carrying out foresight marketing, a variety of but also provide estimates, probability of their immethods are used – either individually or in combi- plementation. This ensures the maximum effecnation. They can be grouped into:
tiveness of the strategic marketing objectives of
the organization.
• process (routing, analysis of the frequency of reference, mapping the core processes);
Determinants of foresight marketing are:
•

•

•

scenario (megatrends, multicriteria analysis, •
scenario planning, essay writing, etc.);
•
analytical (Delphi, SWOT analysis and/or analysis of information flows, extrapolation);
•
expert methods (method of focus groups or panels of experts, brainstorming, review of litera•
ture, the work of the expert commissions).
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setting global goals;
orientation to strategic opportunities and sustainable competitive advantage;
orientation towards promising innovations,
know-how;
orientation for unexpected market segments;

Problems and Perspectives in Management, Volume 16, Issue 3, 2018

•

monitoring the
environment;

external

and

internal

Recently, quite new methods of foresight have been
developed, for example, “weak signals” (weak signals), “Joker” (wild cards) and others. The method of
• adaptability to change through the interactive “weak signals” involves the detection of events, the
communication;
impact of which on future product or service development is underestimated, although their existence
• multiple-choice situational scenario of dynamic is known. “Joker” is an unlikely event that does not
continuous nature.
attract significant attention of marketing managers,
the onset of which can significantly change the marThe scenario approach can be inefficient only in ket situation in the future.
those cases when the events would indicate “the
inevitable future”, which is the only trend that The researches provided by Bakker and Johanson
does not depend on the adopted management de- (2014) show that some significant benefits of using
cisions, or “impossible future” version of the de- foresight marketing could be outlined.
velopment socio-system, which is incompatible
with the “inevitable future” (The technique of Among such benefits we should mention the following. To enhance the potential of marketing
“Inevitable future”).
Table 1. Generic foresight-marketing process
Source: Compiled by the authors based on Voros (2003).

Foresight
marketing
stages

Inputs

Analysis

Main
questions

THE CHALLENGES IN 6 DIMENSIONS:
•
demographic development;
•
economic trends;
Things happening •
social fundamentals;
•
political framework;
•
technological progress;
•
ecological sustainability
TREND CYCLE FOR:
•
global environment: vulnerability, structural change, liberalization of markets;
•
demographics: growth, ageing, ethnical and social imbalances, urbanization;
•
security in markets: fundamentalism, terrorism, sanctions;
•
customers: sophistication of demand, product safety
TECHNOLOGY AND COMPETITION:
•
IT;
•
deconstruction of value-added chains;
•
mobility;
•
promotion;
Foresight: what
•
innovations.
seems to be
happening?
SEGMENT-SPECIFIC TRENDS:
•
processes;
•
specialization.

Interpretation

What’s really
happening?

Prospections

What might
happen?

What might we
need to do?
What
we will do?
Marketing strategy How we
will do?
Outputs

Subjects of inquiry

CORPORATE IDENTITY:
•
vision,
•
mission,
•
ownership and stakeholders,
•
defining business activities,
•
market position
MARKETING AUDIT OF THE COMPANY’S ACTIVITIES:
•
marketing management improvement;
•
the products promotion effectiveness;
•
customers wants prediction;
•
the improvement of cooperation between production and marketing;
•
the enhancing of cooperation between account managers and the creative
department
THE BROAD FIELD OF PERSPECTIVES:
•
level of details;
•
quantify capability;
•
degree of objectivity;
•
probability;
•
temporal reach;
•
extent of assumptions;
•
systems perspective
SCENARIO PLANNING
•
The pessimistic, realistic and optimistic scenarios
7P marketing strategies
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managers to stretch the boundaries outside the
current issues and the current boundaries and to
force them out of comfort zone. At the same time,
foresight marketing could enable the discussion
and managers can open up for new ideas more
freely. Foresight marketing can also open up
new arenas of product development. It also can
help to break out from path dependency and to
widen the borders between the possible and the
impossible.

interests of all market participants in the environment of the organization.

Foresight marketing is based on the results of the
analysis and forecast of existing scripts, development
environment, and consideration of strong and weak
signals that affect the marketing activities of the enterprise. Therefore, it is maintaining and developing
the successes achieved in the market, determines the
new opportunities, creates and provides a perspective on the development of the enterprise in the long
Foresight marketing does not reduce market uncer- term.
tainty, but can present a warning to the company
concerning what kind of markets, products or services will change.
4. DISCUSSION
Through the foresight marketing, a company can Every enterprise is unique in its own way, and the
identify gaps in consumers’ needs and wants and ex- process of development of the foresight forecast for
each enterprise is unique. It depends on the marplore the opportunities how to fulfill them.
ket position of the enterprise, dynamics of developForesight marketing can improve the strategic plan- ment of the enterprise, its internal capacity, behavning, because looking into the future will allow a ior of competitors, the characteristics of the goods
company to see more clearly their strategic goals and and services it provides, the state of the economy,
improve the marketing strategies. Most of experts cultural environment, and the like. Therefore, the
who analyze foresight marketing consider that it foresight marketing cannot be reduced to the set
plays an important role in marketing activity, espe- of standard rules and procedures. The foresight
cially in the field of innovations.
marketing is more a philosophy of business and
management.
Foresight marketing methodologies can be classified into four levels (Voros, 2003). The modified Developed with the foresight marketing description
model is shown in Table 1 and demonstrates clear- of the desired future of businesses is a collection
ly that foresight work comes before strategic de- of quality wishes to ensure the condition in which
cision making (what might we need to do?) and the enterprises must be in the future, what position
strategic planning (what will we do? and, how will they should occupy in a competitive market and in
we do it?).
business, what is an organizational culture in which
the business of the group to enter. All this together
Foresight marketing is the basis of marketing should determine the survival of the enterprise in
policy of the enterprise, taking into account the the future in the competition.

CONCLUSION
From the standpoint of modern theories and researches, a new perspective of foresight marketing concept
and the basic prerequisites for the implementation of foresight in marketing management are revealed. The
generalization of existing approaches has allowed the authors to form a multidimensional idea about foresight marketing. Particular attention is paid to the theoretical substantiation of the key categories of the foresight marketing.
The results show that market foresight capability positively influences three important dimensions of new
product development – creativity, speed to market, and market-entry timing. The interconnection between
foresight marketing, and strategic marketing is characterized.
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The necessity of developing a conceptual model of foresight marketing is considered and the main structural
elements, such as specific conditions, barriers, preconditions, subject, object, methodology, principles, recourses, categories are described. Overall, this study has contributed to literature by outlining the specific
conditions of foresight marketing.
Accordingly, the authors distinguish such a sequence of development of the foresight marketing process. The
main foresight marketing stages are: inputs (what happening), analysis (what seems to be happening), interpretation (what’s really happening), prospects (what might happen), outputs (what might we need to do).
Management of foresight marketing includes the formation of a controlled external environment through
the development of possible scenarios, the involvement of stakeholders and partners and, based on it, designing the new network context of the enterprise development, which allows to increase the strategic potential
and sustainable competitive advantages.
Further development of research problems as the extension to the presented research results can be seen in
conducting a deeper analysis of foresight marketing implementation in modern companies.
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