
 
 

Delft University of Technology

Visual methods in mapping innovation journeys to the unexpected:
Building a typology for future foresight
Simonse, LWL

Publication date
2018
Document Version
Final published version
Published in
EGOS Colloquium Surprise in and around Organizations: Journeys to the Unexpected.

Citation (APA)
Simonse, LWL. (2018). Visual methods in mapping innovation journeys to the unexpected: Building a
typology for future foresight. In EGOS Colloquium Surprise in and around Organizations: Journeys to the
Unexpected.: Sub-Working-Group 43: Multimodal Methods in Organization (2018 Organized by Estonian
Business School (EBS) ed., Vol. 34rth , pp. 1-16). EGOS.
Important note
To cite this publication, please use the final published version (if applicable).
Please check the document version above.

Copyright
Other than for strictly personal use, it is not permitted to download, forward or distribute the text or part of it, without the consent
of the author(s) and/or copyright holder(s), unless the work is under an open content license such as Creative Commons.

Takedown policy
Please contact us and provide details if you believe this document breaches copyrights.
We will remove access to the work immediately and investigate your claim.

This work is downloaded from Delft University of Technology.
For technical reasons the number of authors shown on this cover page is limited to a maximum of 10.



Simonse & Hultink (2018) - VISUAL METHODS IN MAPPING INNOVATION JOURNEYS TO THE UNEXPECTED: Building a 
Typology for Future Foresight.  EGOS 18 –SWG 43. 

 

NB: Research work in progress in contribution to the dialogue in EGOS Sub-theme 43: Multimodal Methods in Organization 
Research - Convenors: Joep Cornelissen, Curtis LeBaron and Matthias Wenzel. July 2018. 

1 

VISUAL METHODS IN MAPPING INNOVATION JOURNEYS TO THE 

UNEXPECTED: Building a Typology for Future Foresight. 

 

Lianne W.L. Simonse PhD, MSc*) and Erik Jan Hultink PhD MSc 

 

*) Corresponding author 

TU Delft - Faculty of Industrial Design Engineering 

Product Innovation Management  

Landbergstraat 15 - Building 32  B-4-160  

2628 CE  Delft 

Postbus 139 

2600 AC Delft 

T +31 (0)15 27 89054 

M +31 (0)6 16844176 

E  L.W.L.Simonse@tudelft.nl 

EGOS member id: Lianne Simonse – 45827. 

 

To participate on the 34rth EGOS Colloquium 2018 - Surprise in and around Organizations: 

Journeys to the Unexpected. Organized by Estonian Business School (EBS), July 5–7, 2018; 

Tallinn, Estonia. 

 

This short paper is submitted to:  

Sub-theme 43: Multimodal Methods in Organization Research 

Convenors: Joep P. Cornelissen, Curtis LeBaron and Matthias Wenzel 

Date: June 22th 2018. 

 

Word count: #5.306 (incl. references).  

  

https://webmail.tudelft.nl/owa/redir.aspx?C=EjMfKTg1j024JcMN34IPj-tP_Vn0mNEIhEJVcgGpVqQtjJTznL6WsxgLnb5mR_1v8BUijNRjk_o.&URL=mailto%3aL.W.L.Simonse%40tudelft.nl


Simonse & Hultink (2018) - VISUAL METHODS IN MAPPING INNOVATION JOURNEYS TO THE UNEXPECTED: Building a 
Typology for Future Foresight.  EGOS 18 –SWG 43. 

 

NB: Research work in progress in contribution to the dialogue in EGOS Sub-theme 43: Multimodal Methods in Organization 
Research - Convenors: Joep Cornelissen, Curtis LeBaron and Matthias Wenzel. July 2018. 

2 

1. . INTRODUCTION 

 

Complexity inherent to future environments challenges organizations to respond with clear 

future visions (Dunne & Dougherty, 2016; Selin, Kimbell, Ramirez & Bhatti, 2015; Reid & 

Brentani, 2015; Garud, Gehman, & Kumaraswamy, 2011; Tsoukas & Sheppard, 2004) for 

directing the complexity arrangement of innovation journeys, with its ongoing interactions 

among actors, artefacts and organizational guidelines (Simonse, 2018; Garud et al., 2011; Van 

de Ven, Polley, Garud, & Venkataraman, 1999). The use of multimodal methods might enable 

designers and researchers to match this complexity of future environments and offer the 

opportunity to discover surprising and unexpected patterns through the fine-grained and 

robust analysis (LeBaron, Jarzabkowski, Pratt, & Fetzer, 2017, Hindmarsh & Llewellyn, 

2016; Vesa & Vaara, 2014). However, most future foresight methods are rooted in classical 

data collection.  

 

This paper unravels the use of visual based methods in organisation research on innovation 

journeys and design roadmaps. (Simonse, 2018; Garud et al., 2011; Van de Ven et al., 1999). 

We work from the assumption that visual data shapes manager’s perceptions of ‘imaginable 

futures’ of new product and services in ways that have concrete implications for organizing 

and decision-making on innovation (Dunne & Dougherty, 2016; Reid & Brentani, 2015). 

Beyond the constraints of the established ways of analyses on the qualitative and quantitative 

data that currently limits the potential performative of the future foresight (Sarpong, Maclean 

& Alexander, 2013; Heinonen & Hiltunen, 2012; Tsoukas & Sheppard, 2004; ), we studied 

the use of images such as captured in photos and sketches in this strategic innovation activity. 

Although images are commonly used and its rich properties raise increased interest, images 

are currently underutilized, in particular in the research and practice of future foresight and 

trends in the context of design roadmapping (Simonse, 2018). In this paper, we investigate the 

use of images in visual methods for trends and innovation journeys to the unexpected. We 

uncover the elements and dimensions of these visual methods.  

We build upon recent research that has demonstrated some of the prospects that visual and 

ethnographic methods offer organization scholars (LeBaron et al., 2017, Hindmarsh & 

Llewellyn, 2016; Ariño, LeBaron & Milliken, 2016; Gylfe, Franck, LeBaron & Mantere, 

2016;). Besides that these methods allow to record richer and more detailed data compared to 

more traditional methodologies, the analyses is more fine-grained and robust through the 
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(double and triple) verification of the research results (Gylfe et al., 2016; Ariño et al., 2016; 

Vesa & Vaara, 2014). Together with these scholars we acknowledge the obstacle of 

multimodal research that relates to an overwhelming array of possibilities in which structured 

choices need to be made. The internet access to databases poses an additional challenge of 

orchestrating multimodal research results. The images databanks for instance provides a rich 

source of social reality that both enables and constrains organization research (Jarzabkowski 

& Kaplan, 2015). In this context, only a few studies have concentrated on the use of visual 

data and almost none in the context of innovation. With this paper we aim to contribute to the 

forum on the use of multimodal methods in organization research. To engage in the 

discussions on one of the major challenge that is to show convincing empirical evidence, for 

which researchers must reduce, select and highlight those aspects that are critical relevant in 

addition to the body of knowledge (LeBaron et al., 2017). For advancing this debates, we 

argue in this paper for the inclusion of sensing and visual synthesis in multimodal approaches 

of organisation research. Drawn from the design methods for future foresight we reflect on 

the broader use of sensing and visual synthesis as alternative for the overwhelming detailed 

analysis.  

 

The aim of this paper is to construct a theoretical framework on future foresight by drawing 

from three streams of conceptual and empirical literature: the stream of futures & foresight, 

design & innovation and strategy & organization literature. We focus on two key 

contributions. First, to build a typology that systematizes this literature (Cornelissen, 2017), 

that will help shape theory development and future research on the intersections of these 

domain, clarifying potential links and dimensions regarding multimodal methodology and 

future foresight. Second, we hope that by providing this structure, offering more direction to 

strategist, designers and managers seeking multimodal ways of thinking about future foresight 

for innovation. For the scope of this research paper we choose to focus on the use of visual 

data in organisation research that concerns the initiation of innovation journeys (Garud et al., 

2011; Van de Ven et al., 1999). The temporal dynamics of the innovation journeys and its 

innovation performance outcomes sets off with anticipation, imagination and trend research 

(Dunne & Dougherty, 2016; Tsoukas & Sheppard, 2004). For which unanswered questions 

remains: How can scholars reduce the blind spots of this future foresight? What kinds of 

unexpected and unnoticed elements do visual methods render accessible? And how do visual 

recording procedures and choices in internet technologies enable and constrain research 
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outcomes that are based on visual data? In this theoretical paper, we attempt to provide an 

initial answer to these questions. 

 

In the next section this paper frames the research questions on future foresight. Section 3 

addresses the visual method used by creative professionals such as designers and futurists, 

followed by section 4, with the theoretical constructs of key elements and dimensions of 

future foresight research. In the final section of discussion and reflection, the work results 

are interpreted, and further research avenues are outlined. 

 

2. THEORETICAL FRAMING: HOW TO SCAN for UNEXPECTED and 

UNNOTICED ELEMENTS in the environment of organisations 

 

2.1. How to reduce the blind spots of future foresight in the journey of 

innovation 

Future foresight (Tsoukas & Sheppard, 2004) is grounded in ‘environment scanning’—the 

systematic scanning of an organization’s business environment for relevant information 

(Aquilar, 1967). The purpose is to ensure an organization does not miss out on early signals 

and trends of possible changes in the environment. One of the major challenges in future 

foresight is to scan beyond the expected, and at the same time stay within the limits of 

understanding the complexity of the environment context (Tsoukas & Sheppard, 2004). 

Researchers have found that the natural tendency of strategic managers is to scan narrowly, 

within the existing market (Day & Schoemaker, 2004). As a result, they fail to see 

competitive threats and innovation opportunities in the periphery of their current markets. To 

overcome this blind spot pitfall research methods based on visuals can help to scan towards 

the edges (Heinonen & Hiltunen, 2012).  

 

2.2. How to capture social-cultural trends relevant to the future 

environment of the organisation  

Another challenge is to scan for signals and trends related to people’s values and behaviour, 

the so-called social-cultural trends (Evans, 2011; Margolin, 2007). In the environmental 

context, the behaviour of two groups of people is of particular importance. The first group 

comprises users and purchasers, and the second competitors and business partners. Scanners 

for trends within the first group often focus on user attitudes, activities, and interactions in a 
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broader customer experience process (Cho & Lee, 2005; Chang, 2003). And in particular 

situations, it concentrates scanners' attention on trends in purchasing behaviour (Phau & Lo, 

2004). This scanning is aimed at uncovering patterns of user beliefs, wishes, and dilemmas. 

The classical methods used for uncovering these trends are often qualitative in nature, and 

predominantly text based. However, several design methods seem to include visuals and 

sketches inviting users to make use of dedicated creative tools from a convivial toolbox 

(Sanders & Stappers, 2012; Cooper, & Evans, 2006). The inclusion of these visual based data 

into the analysis requires a multimodal research approach. 

Trend scanning of the second group predominantly addresses changes in the behaviour of 

competitors and business partners (Toker, 2007). This strategic scanning often makes use of 

self-established datasets, proprietary sources owned by market and sector research agencies, 

and large datasets established by a government-affiliated statistical institute (e.g., 

EUROSTAT, UNDP). In business, marketers and strategists with MBAs often prefer 

behaviour trends that can be validated by the classical methods of quantitative data analysis. 

This preference for classical methods is further advanced with techniques of data mining that 

expand the possibilities for social-cultural trend forecasting based on classical data analysis 

methods (Martino, 2003).  

However, the unexpected and unnoticed elements seem not to come from this type of strategic 

forecasting methods based on extrapolations from statistical data. It seems that these elements 

rely more on immediate observations that provide initial and emerging indications of potential 

futures (Raford, 2012; Ansoff, 1980; Schwartz, 1996). Emerging signals are of equal 

importance in preparing a business for the impact of these trends. A proper creative reaction 

through the initiation of innovation therefore requires proper techniques of future foresight. 

 

2.3. How do creative professionals scan for emerging signals in the 

environment of organisations 

Often unexpected elements come with tiny clues and signals that appear more immediately in 

the present, as evolving signals. They are mostly visual in nature. The detection involves 

“Fingerspitzengefühl”, or a situational awareness and intuitive ability to detect emerging 

signals of the future that can already be felt today (Raford, 2012). Scanning for emerging 

signals involves heightened sensitivity and sustained reflection on the potential meaning of 

those signals (Raford, 2012; Engeler-Newbury, 2014). Intuitively sensing the importance of 

new observations requires creative professionals with an open-minded approach towards the 
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environment (Selin, Kimbell, Ramirez & Bhatti, 2015; Cross, 1999; Tovey, 1997). By taking 

on a visual based approach on the future environment stimulates the participants to grasp 

important signals of influence on the future environment of the organization’s business (Selin, 

et al., 2015; Heinonen, & Hiltunen, 2012). 

 

3. VISUAL METHODS: WHAT KINDS of unexpected and unnoticed elements DO 

VISUAL METHODS RENDER ACCESSIBLE. 

 

3.1. Visual trend: vogue, swing, drift 

Creative trend research based on visual methods is able to detect the early signals of a vogue, 

swing, or drift in trend: 

a. Vogue: a current style or preference, such as a new fashion trend.  

b. Swing: a social movement, such as the shift towards food truck dining.  

c. Drift: a prevailing direction or inclination, based on an attitude or preference for one thing 

over another, such as the drift from living in the countryside to the town relates to the 

urbanisation trend (Simonse, 2018). These emerging signals of trends can be observed in 

daily life, the newsmagazines, and blogs, and speeches for instance. In the field of fashion, 

Reynolds was the first who counted the inches of visual print advertisements over time and in 

this way he generated evidence for his initial intuition about this rise of pop art (Mackinney, 

2013; Reynolds, 1968, p. 44). Typically, this visual trendspotting is characterized by use of 

images, including the social influence that can be traced back in media and material culture 

(i.e., eye-catching consumption of fashion, design, etc. - Cleveland, 2005).  

 

3.2. Trend spotting techniques 

We identified three techniques of trend spotting in the fashion and design literature: 

a. Visual street spotting: (Gaimster, 2012; Rickman & Cosenza, 2007)  

b. Profiling social opinion leaders: (Phau, 2004; Goldsmith & Clark, 2008)  

c. Social media spotting: (Boyd et. al. 2007; Rickman and Cosenza, 2007)  

This forecasting research seeks to detect patterns in visuals of direct observations or 

mediatized images of social influence. These visuals can come from generally acknowledged 

official sources as well as more informal, social sources such as communities and blogs. They 

mainly concerns tacit knowledge contained within the people who are consulted or observed. 
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To what extent the visual data is dominant in the outcome of the trends, and how the trends 

are analysed or synthesised needs further deconstruction.  

 

4. BUILDING A CONCEPTUAL FRAMEWORK for FUTURE FORESIGHT 

RESEARCH -  HOW DO VISUAL RECORDING procedures and CHOICES IN 

INTERNET TECHNOLOGIES enable and constrain research 

 

4.1. Visual recording  

We categorized two types of visual recording: sensing and memorizing. Sensing future 

foresight relies on the designer’s intuition in detecting new clues (Gaimster, 2012; Rickman & 

Cosenza, 2007; Van der Heijden, Bradfield, Burt, Cains, & Wright, 2002; Wack, 1984; 

Reynolds, 1967), while memorizing future foresight thrive on confirmation of explicit clues 

of bits and pieces of information from multiple sources (memorized) (Rinallo, & Golfetto, 

2006; Tsoukas & Sheppard, 2004; Casperse, 2016). Visual recording procedures and choices 

in internet technologies enable and constrain research outcomes that are based on visual data.  

 Sensing 

 Empathize emerging signals: (Sanders & Stappers, 2012; Bol, 2016). 

 Perceive frames of references:(Van der Heijden et al., 2002; Nekkers, 2016;Wack, 

1984) 

 Memorizing 

 Capture images: (Rinallo, & Golfetto, 2006; Skalska, 2016). 

 Immersion,  (Caspersen, 2016). (Rinallo, & Golfetto, 2006).  

Visual recording procedures and choices in internet technologies enable and constrain 

research outcomes that are based on visual data. The sensing in the method of trend views 

relates to empathize emerging signals. 

 

4.2. Creative synthesis  

On a second dimension, we categorized two types of synthesis in the future foresight 

research: visual and multimodal synthesis. In a visual mode, trend synthesis is achieved 

purely based on visuals (Gaimster, 2012; Rickman & Cosenza, 2007; Bol, 2016). The 

multimodal synthesis is based on using multiple types of data, such as images, quotes from 

conferences or interviews, and statistics from polls (Rinallo, & Golfetto, 2006; Tsoukas & 

Sheppard, 2004; Casperse, 2016). 

Visual synthesis can be derived by a clustering or a creation.  
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 Visual synthesis 

 Visual clustering (Rinallo, & Golfetto, 2006). (Skalska, 2016),  

 Create trend cards: (Gaimster, 2012; Rickman & Cosenza, 2007; Bol, 2016) . 

 Multimodal synthesis  

In the multimodal synthesis, the visual clustering is integrated with other modes of data.  

 Reperceive (Wack, 1984;Nekkers, 2015; Schoemaker, 1995; Nekkers, 2016). 

 Create trend patterns (Gladwell, 2007;Casperse, 2016;Rinallo, & Golfetto, 2006).  

In the multimodal synthesis, the visual clustering is integrated with other modes of data. The 

multimodal synthesis is based on using multiple types of data, such as images, quotes from 

conferences or interviews, and statistics from polls.  

 

4.3. Conceptual framework for future foresight research 

As a baseline for the conceptual framework we categorized two dimensions: visual recording 

and synthesis in figure 1.  

 
 
Figure 1: Typology for future foresight research  

 

4.3.1. Visual Trend Spotting 

We identified two types of visual trend spotting: 
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• Trend views: a designer is more sensitive for, and empathizes emerging signals in an 

early state, and creates view on trends. Trend views are based on sensed information, but 

unlike other techniques, trend views are established by the single voice of an expert.. Often 

this expert voice is that of a designer, who has sharply observed changes in the daily lives of 

people. In trend views, the expert perceives signals directly, mostly as pictures, photographs 

and graphical images, which (s)he visually synthesises into mood boards, colour palettes, and 

other expressive visuals (Bol, 2016). We distinguish two activities for the trend view 

technique: 

→ Empathize emerging signals: The designer visits the places-where-it-happens to observe 

and become inspired, take pictures, make drawings, and discuss new developments with the 

people on location. The designer then writes a short trend report, synthesising the most 

striking observations and insights, and her professional view on the most important upcoming 

trends.  

→ Create trend cards: the trends are briefly summarized on trend cards - paper card, on 

which the trend is described in one or two sentences, an inspiring title, and a visual. Trend 

views present the possible, future experiences of possible, future users (Bol, 2016). In 

essence, trend views help designers and their clients empathize with people in a future 

situation. 

• Trend topics: a designer’s interpretation of captured trend images. This trend 

technique relies heavily on visuals, mainly photographic material from the exhibition, 

clustered and thematised with the best representative images of each newly identified trend.  

This technique of trend topics has been conceived at events such as the Première Vision in 

Paris, the leading trade fair in the fabric industry for apparel, which has a long history of 

influencing fashion. Today, trend topics have found their way into other industry events such 

as those for consumer electronics, aerospace, and interior design. 360-degree trend reports 

represent a notable example, comprising a visual selection of exhibition highlights from a 

specific industry, comparing emerging topics with previous years (Skalska, 2016). 

We characterize the process of examining trend topics by the two activities of: 

→ Capture images: based on collecting visual information and taking photographs during the 

visits to influential events, such as trade fairs and design weeks. The follow-up activity is 

based on, 

→ Visual clustering: of all gathered images from within and across events. The designer’s 

intuition on the clustered visuals is crucial in creating trend topics. In synthesising such trend 
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topics for an industry, designers often connect their findings both to local topics with short-

term foresight, as well as to industry-transcending trend topics with long-term foresight. 

Given that the designer has the creative lead to identify trends and create visual convincing 

topics, we framed the creative synthesis as a visual synthesis (see figure 1). 

 

4.3.2. Multimodal Trend Scanning 

We identified two types of multimodal trend scanning: 

• Trend scenarios: a collective and checked effort of re-perceiving an organization’s 

mental frame of reference. Generating trend scenarios has been described as an art, a craft, 

and a learning process, all implying the use of creativity (Wack, 1984; Van der Heijden, 

Bradfield, Burt, Cains, & Wright, 2002). Creating trend scenarios involves explorations that 

discover possible occurrences in the future, a trend scenario attempts to capture the richness 

and range of possibilities. At the same time, it organises those possibilities into narratives that 

are easier to grasp than great volumes of data (Nekkers, 2016). 

The two main activities of the trend scenarios technique are: 

→ Perceiving: carry out several interviews with experts both from within and without the 

company. Besides uncovering and explicitly listing the most important trends for the future, a 

parallel intention is to discern the frames of reference of the involved decision-makers. In this 

way designers uncover the dominant thinking inside an organisation. Scenarios can help 

people to come out of their frames of reference; the trend research also anticipates this by 

scanning trends that are opposed to, and break with, the dominant thinking patterns. The 

follow-up activity is 

→ Re-perceiving: the environment in a workshop that brings the experts together. After a 

presentation of identified trends, the participants brainstorm on additional trends enabled by 

the DESTEP taxonomy that is used as a checklist. The two trends ranked with the most 

impact and uncertainty are selected as scenario drivers. This collective and multimodal 

synthesis also helps to develop a sense of ownership of the scenarios and hence increases 

further utilization of the foresight results. 

In contemporary design practice, designers use visualisation tools to make trend scenarios 

come alive. They create storyboards and videos to tell a story about someone’s future 

experience, making the imagined communicable. If done well, good stories become vivid in 

our minds, sometimes even more than our actual immediate reality. The sources for scanning 

trends are knowledgeable people who perceive the future context from a personal view 
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(Nekkers, 2016). Before creating scenario storyboards the designer’s job is to access the 

information that the involved persons sense and to collect multiple views on the future. 

• Trend patterns: a combination of memorized signals crafted into trends and 

substantiated with multiple evidence. The creative challenge of the trend patterns technique is 

to scan robust substance from thin slices of emerging trends (Caspersen, 2018). The trend 

patterns technique consists of two distinct activities: 

→ Immersion, the first activity, is a deep dive into a specific area of interest to observe and 

absorb context. The designer starts out by mind-mapping the area of interest together with the 

stakeholders. As a result, (s)he makes a long list of their brain-dump to enable a better 

understanding of the subject matter and to apprehend what influences changes in relation to 

the topic. Next, the trend research team looks for clues and interesting bits of information 

collected through fieldwork, interviews, expert interviews, and desk research, involving 

reading books and articles and searching on the Internet. Another part of immersion is a 

media 'watch list' compiled of Twitter accounts, webcasts, TV programs, events, experts, etc., 

which are all necessary as a foundation for further expanding the search and underpinning 

initial clues. This media investigation concentrates on observing and "absorbing the area of 

influence of opinion leaders and also alternative voices – Caspersen (2018). For memorizing, 

the results of all observations and mixed media bits are solidly documented for later use in 

evidencing trends. 

→ Create trend patterns : the second activity involves creating trend patterns in the absorbed 

information to uncover a new trend. When it becomes possible to connect and link several 

pieces into clusters and to discern the underlying meaning, a trend is conceived. In support of 

such a synthesis in trend patterns, (s)he uses mapping tools to uncover visual patterns in the 

mixed data. When creating visual patterns, designers use, for instance, a map layered with 

dimensions of people’s motivations to ensure proper trend identification. Once an initial trend 

has been identified, it can be backed up with other slices of information gathered in the 

immersing step. The trends can also be linked to statistical data of social change to strengthen 

credibility (Caspersen, 2018). Through all of the confirmatory practices of the multimodal bits 

and pieces, the trend researcher triangulates the trend pattern in this second activity. After 

expansive research on bits of information that establishes a memory of the area of interest (as 

framed in figure 1). 

 

5. DISCUSSION  
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We categorized the literature into meaningful constructs, and by delving deeper, we 

uncovered types and dimensions of future foresight research that are important for 

understanding visual and multimodal research in organizations. We built a typology that 

categorizes four types of future foresight. On the dimension of visual recording we uncovered 

that besides memorizing data also sensing is important. Also new is the notion of multimodal 

synthesis that derives from design research. In this section we further discuss these two 

dimensions.  

 

5.1. Sensing and memorizing – the inclusion of intuition in multimodal 

research 

We distinguished two types of visual recording: The memorizing type, can be associated to 

the notions of Simon (1987) that visual recording is an experience-based skill of fast 

judgement. Without taking time for rational analysis, the experienced manager (designer) 

relies on her memory of a large amount of (tacit) knowledge, gained from training and 

experiences, memorized with recognizable chunks and associated information patterns. 

Through triggers of detected signals this memory can be retrieved by pattern recognition that 

allows a designer to respond to new situations rapidly (Simon, 1987). Dane and Pratt (2007) 

defined this cognition-based intuition as “affectively charged judgments that arise through 

rapid, non-conscious and holistic associations” (Dane & Pratt, 2007, p. 33).  

The more sensory type of intuition, based on visual clues and a feeling that is encountered, 

worth capturing. This type of intuition has been conceptualized as an awareness that is closely 

related to sensory perception (smells, noises, images, feelings on the skin, etc.) (Sinclair & 

Ashkanasy, 2005). In the context of future foresight research, this type of visual recording has 

more to do with collecting inspiration and creating intuitive insights (Dörfler & Ackermann, 

2012; Tovey, 1997). This type of recording appears to be more related to emotions and 

feelings. Designers who use their intuition in trend scanning often report experiencing 

“feelings of knowing.” Psychologists specializing in decision-making and intuition use terms 

like “gut feeling” or “hunches” (e.g. Tversky & Kahneman, 1983; Gore & Sadler-Smith, 

2011). This more physiological awareness is more closely related to sensory perceptions.  

 

5.2. Creative synthesis vs data analysis – reducing complexity by visual 

clustering and multimodal pattern verification 
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Future foresight is a synthetic activity, and as such it is opposed to the many analytical 

approaches to future forecasting research based on hard statistical data (Martino, 2003). 

Where an forecasting analysis breaks information into parts in order to identify causes and 

(trend) relations, a synthesis compiles information together in a creative way, by combining 

parts into new (trend) unities. Synthesis unites information parts, and (re)constructs them into 

a whole. The philosopher Kant has characterized synthesis as “the act of putting different 

representations together, and grasping what is manifold in them in one cognition”; and as a 

process that “gathers the elements for cognition, and unites them to form a certain content” 

(Kant, 1781). Visual synthesis discloses the visible elements in connection to the mental 

elements. The multimodal synthesis is to unite all the mixed media forms of scanned bits and 

pieces in one sublime trend. We define foresight synthesis as the action of understanding in 

combining and unifying the isolated data and sensation into a recognizable whole of a trend. 

Careful sourcing and triangulation of signals is to safeguard the trustworthiness of an 

identified trend pattern. This also implies that multimodal researchers trace back and revisit 

the original sources of captured insights, both on their own and in combination with other 

documentation, to substantiate the initial pattern and ensure correct interpretation of trends. 

Finally, it should be noted that synthesis is still based on the researcher’s intuitions about the 

future, but not only. It is a collective effort. The intuitions are kept in check by a transparent 

synthesis of multiple checked signals, rendering the trend researcher’s choices more 

accountable to others. The synthesis relies heavily on a collective effort, where the shared 

perceptions of multiple experts can help to establish multiple sources of mixed data. 

 

The explorative nature of this theoretical typology, rooted in an extensive literature study and 

authenticated with some preliminary interviews, suits conceptualization but obviously has its 

limitations in providing empirical evidence and further tests of the typology and the four 

identified techniques. Further avenues of research could concentrate on each of the 

techniques, particularly with respect to the use of visuals. Furthermore, a new research area 

that includes the integration of statistical trends 3.0 with advanced datamining techniques on 

user-generated data and people analytics derived from social media web provides another 

interesting avenue for future research on authentication in creative trend research.  
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