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Preface

EXPERIENCES THAT MOTIVATED THE BOOK

The nature of strategic decisions, large capital investments, and long-range planning necessitates 
forecasts 5, 10, even 20 years out in order to calculate the value of these projects. However, the 
focus of the forecasting profession has been on short-term sales forecasts, usually six months to 
two years out. These forecasts are based on statistical forecasting models that are often mechanized 
to accommodate a large number of forecasts and updates needed for supply chain management 
 operations. As a result, most of the training of forecasters is in those areas, and the majority of them 
do not operate outside their statistical training comfort zone.

Most senior managers know that long-term statistical forecasts are not to be trusted; and in the 
absence of other alternatives, they rely on their own intuition. Other senior managers realize that 
forecasting for strategic decisions requires a lot of sophistication well beyond models and practical 
industry experience; and for that reason, they tend to outsource forecasting support for strategic 
projects. Outsourcing strategic forecasts is necessary in some instances. However, not only can 
valuable proprietary information be leaked to competitors and expected results rarely materialize, 
but also  one-way valuable knowledge and experiences are transferred to outside experts.

We recognized a long time ago the need for a systematic approach to generate sound  long-term 
forecasts and provide support for strategic decisions and projects. Our literature research showed 
that there was nothing to guide forecasting managers in creating strategic decision  forecasting 
 organizations, processes, methods, analyses, and long-term forecasts to drive decision  making. 
While learning from participation in strategic projects and experimenting with different approaches, 
we also realized that to do justice to the discipline of providing forecasting support in strategic 
 decisions and projects requires a lot of industry and practical knowledge and confluence of unique 
experiences. Thus, writing the book was delayed until sufficient knowledge and experiences 
were accumulated; and in the next section, we share, in brief, 15 actual experiences that provided 
the motivation for this book.

Assembling material for this book is the product of actual project experiences over forty years, 
researching the outcome of strategic projects, and recording lessons learned in different projects. 
Also, extensive interactions with strategic project team members and industry analysts added to 
our understanding of issues and challenges in different types of projects. Our experiences were 
augmented through collaboration with experts and seasoned consultants in the areas that impact 
strategic forecasting and by discussions with senior managers, clients, forecasters, and managers of 
strategic forecasting groups. Lastly, project assignments in benchmarking best-in-class processes 
and practices and reviewing accounts of competitor responses to strategic projects provided addi-
tional ideas and incentive to undertake this task.

A. MOTIVATING EXPERIENCES

1. The client was the expert. The author’s first encounter with the need for long-term forecasting 
came when asked to generate a 20-year statistical forecast of freight rates for a foreign shipping 
company to be used in valuing an acquisition target company. We knew that anything beyond three 
years out would not have much credence because so many things can change to render the forecast 
useless. We also explained to the client that the necessary foreign trade and ship capacity variables 
projected out 20 years to generate a forecast of freight rates were not available. Instead of produc-
ing a causal model forecast, we recommended using expert opinions, analogs of previous 20-year 
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cycles, and scenarios to come up with a forecast. The client’s reaction was that he was an expert 
himself and did not need any other expert’s advice. So, we used his expertise to develop distinct 
scenarios, simulated projections, and assigned probabilities of occurrence to each scenario. And 
he selected the forecast he liked the best. What made that forecast the best? It served his purposes.

2. Fifteen-year monthly forecast using Box–Jenkins models. In the 1970s, Box–Jenkins models had 
become popular forecasting tools, and a superior asked the author to use a Box–Jenkins model to 
produce a 15-year out monthly demand forecast. The forecast was to be used in a large construction 
program for facilities to accommodate demand growth. We related to him that Box–Jenkins models 
were OK to use for short-term forecasts, but not for 15 years out and that we would need to use 
another method. He did not accept that and insisted on getting a forecast from a Box–Jenkins model.

We obliged and gave him a 15-year monthly forecast along with a plot of the historical and the 
forecast data. The forecast trended down from the first month and after the 11th year out the demand 
forecast turned negative. He was shocked when he saw the computer printout and asked how this 
was possible. We explained that recent demand data showed a decrease due to the recession and that 
downward trend was extrapolated by the Box–Jenkins models 15 years out. After that, he allowed 
us to explore other approaches, which we did and produced a reasonable, scenario simulation-based 
forecast 15 years out.

3. No historical data, no forecast. The third case came in the early 1980s when the author was the 
project leader for a telecom joint venture (JV) project to build a terrestrial network along the coast 
of India to connect all current and expected additions to the business centers with an international 
cable  facility. Expecting that outsourcing to Indian IT companies was going to become a big busi-
ness, our team felt that there could be adequate demand to support the development of a terrestrial 
network. However, evidence and an official company demand forecast were needed to do a feasibil-
ity study in order to proceed with the project.

The person in charge of the forecasting group happened to be a close friend and assigned the 
best person to support us in this forecast: a PhD statistician with years of forecasting experience, 
flexible, and easy to work with. We explained to him the essence of the project and asked him to 
produce a 15-year demand forecast to support the feasibility study. He was startled that the author, 
a professional former forecaster, would even ask for a forecast without giving him any of the his-
torical data he thought he should have. We, in turn, were shocked that he could not even attempt to 
create a forecast using methodologies that do not rely on historical data, but on comparable projects 
and analogies. At that point, cooperation with the forecasting group manager and ingenuity kicked 
in and we created a joint, reasonable forecast. This forecast caused the project team to reject the 
opportunity due to insufficient demand to justify the high cost of installing a terrestrial network and 
looked at other alternatives.

4. Purpose of the forecast—maintain the status quo. The president of a subsidiary of an industrial 
US conglomerate hired the author’s services in support of a project he wanted to undertake to 
grow internally the company revenue from approximately $400 million a year to $5 billion in five 
years. And, he specifically asked for a 15-year revenue forecast. Our environmental assessment and 
industry analysis, along with the evaluation of the company’s history and its current capabilities, 
indicated that his expectations were overly optimistic. In a discussion over dinner, we found out that 
what motivated his ambitious growth expectations was the fear that his subsidiary would be spun 
off if substantial growth was not achieved soon.

In reviewing our analyses, he realized that organic growth was not sufficient to meet his objec-
tive and that something else had to be done; but at that time, his subsidiary had no budget for busi-
ness development projects. Faced with the prospect of having to work with the 3–5% annual growth 
that we had forecasted, he questioned our skills and became angry with the corporate headquarters 
staff. We persisted and showed him other feasible avenues he could pursue to create growth through 
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off-balance sheet financing. We ended up helping his organization create a new strategy, generate 
conservative forecasts, create a Brazilian entity of his subsidiary, and implement operations which 
the 15-year forecast showed to be a financially viable venture, which produced growth much greater 
than the organic growth forecast.

5. Long-term forecast to set sales targets. A fifth encounter with the intricacies of long-term 
 forecasting took place when the vice president of Marketing of a consumer products company 
insisted that a new product forecast be revised upward to more than 20% in the first three years. This 
was a huge and unwarranted adjustment to what we thought was a reasonable consensus forecast, 
which was created over a six-month period and had the buy-in of the key stakeholders. It turned out 
that he wanted a higher forecast to serve not only as the basis of the decision to proceed with the 
project but also as a target for the sales  organization—something that he thought the sales organiza-
tion should be working to achieve.

Reflecting on the situation, we realized that he did not have an adequate understanding of the 
workings of modeling, forecasting, and proper use of long-term forecasts. We performed a number 
of simulations and determined that a higher forecast could be realized through combination of 
large changes in the model drivers such as pricing and advertising expenditures, the net effect of 
which would be an increased cost structure by more than 28%. When he was shown the analysis 
and supporting evidence, he backed off his aggressive targets and took our recommendation to let 
the forecast stand as is to drive all planning but create separate, short-term performance targets for 
the sales organization. Subsequently, we worked closely with the vice president to create tools to 
identify initiatives and support levels needed to achieve certain sales targets.

6. Anything longer than a year is a strategic forecast. A case that demonstrated to the author lack 
of appreciation for strategic forecasting is the following incident: A vice president of Operations 
for a medium-sized company shared with us that, in his opinion, any forecast longer than one year 
is a strategic forecast and that he developed all strategic forecasts. When asked what he based his 
long-range plans for major capital expenditures on, he stated that he grew future requirements by 
7.3%, the average growth rate of capital expenditures for the last three years. However, a new stra-
tegic project was about to start, and his estimates of new product demand ranged from a high of 
over 1000% growth a year down to 5% growth in the last year of a 20-year forecast horizon. That 
demand growth was sufficient to cover capital investment requirements, operating cost, and profit 
margin expectations.

Step by step, we produced evidence, pointed out the inconsistencies in his forecasts, and made 
the case for developing a more objective, balanced, evidence-based long-term forecast. His response 
was direct and firm: “Go ahead, but you make the forecast what we need it to be.”

7. The role of the forecasting group in new product introductions. A common practice in sizing up 
markets and developing long-term forecasts for new product launches is through market research, 
which is usually outsourced to firms that specialize in that area. So, when the author asked the head of 
a forecasting organization what role his group plays in generating such forecasts, he admitted that “the 
only involvement my group has in strategic forecasts is to come up with a factor, anywhere between 5 
and 10 to scale down the revenue projections created by the market research companies we hire.”

When we showed astonishment to that statement, his reply was that this is a common practice in his 
industry. But what was even more surprising to us was the fact that senior management of this com-
pany was aware of this practice and did tolerate it despite the high costs of outsourced market research 
and the faults of this approach. Why? “That is how everybody in the industry does it,” was the reply.

8. Sponsor forecast for an infrastructure project. On one occasion as a project financing  director, 
the author was on the receiving end of a “strategic forecast” of telephone demand that was to 
be used to support developing the financing for a large (over $2  billion)  infrastructure project 
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involving several underdeveloped countries. What we got was a “consensus” forecast created 
by the suppliers to the project: a forecast that had no  country economic conditions evaluation 
or inputs, service pricing assumptions, ability to pay  studies, or any real basis for their fore-
cast. The suppliers’ motives underlying the forecast became clear when it was demonstrated that 
their  forecast did not reflect the reality of developing country environments and market demand 
trends nor did it include any country, commercial, or political risk adjustments to the overly opti-
mistic forecast.

Despite efforts to help the project sponsor representatives understand the issues and create rea-
sonable long-term forecasts to assess the project economics, they thought our organization was not 
being cooperative. The validity of our position, however, was confirmed in meetings with the World 
Bank, which refused to participate in the financing of the project as did all the commercial banks 
that were invited to participate in the project. Why? Because of the poor quality of the forecasts 
underlying the projected financials was the joint response.

9. Forecast request to drive the strategic plan. A request came to a forecasting group in a health-
care-related company which the author was advising during the 2000–2001 debate in Washington 
to create a drug reimbursement program. The request came from a client group responsible for 
developing strategic plans with the following instructions to the forecasting group: (a) provide a 
20-year forecast for Medicare reimbursements for a certain class of drugs and (b) the forecast is 
needed in two weeks for input to the Spring Strategic Plan.

The client response to push back from the forecasting group on the timeline was “Just give us 
annual numbers for the next 20 years; we’ll look at them, change them to include actions we will be 
initiating, and develop the strategy to deal with this issue.” A number of scenarios were considered 
by the forecasting group and a middle-of-the-road, compromise scenario was picked and presented 
to the client with supporting facts and evidence. A summary of the client response: “Don’t bother 
us with details; our strategy will drive the financial outcome in this mess.” It did. And they are still 
living with the consequences of that mess.

10. Divergence of partner objectives. Why is our long-term demand forecast so much lower than 
our prospective partner’s? This question was addressed to the author and the client, a seasoned 
 forecaster with outstanding credentials and broad industry experience in the healthcare industry. 
A new product forecast had been created for a drug licensing project using what we considered a 
sound methodology and a balanced approach. The forecasting group had done extensive  product 
research, evaluation, and input from industry experts inside and outside the company. Also, they had 
considered and simulated several alternative scenarios with guidance from the author;  performed 
sanity checks; and assessed the implications of the forecasts using analogs, industry standards, 
and benchmarks, among other things.

The client was a product manager who initially was not convinced that the company forecaster 
supporting him was as good a strategic decision forecaster as the one of the potential partner, a 
small biotech firm. The prospective partner’s forecast was substantially higher than that of the client 
firm, a large and well-regarded industry leader. And, in the course of discussions and negotiations 
over the following three months, it became apparent that the prospective partner wanted the project 
no matter what. Their key objective was to get brand recognition through a strategic alliance with 
a large, well-respected company; and to achieve that, they generated more optimistic forecasts than 
those of the large company’s forecasting group.

11. Focus on second-order factors. The author was the Business Development organization’s repre-
sentative and served as the project team leader in a foreign JV project. Our responsibilities included 
coordination of partner contributions and screening of all assessments for the business case to be 
submitted to each partner company’s Board of Directors for approval. At one of the partners’ insis-
tence, development of the 15-year demand forecast was assigned to seasoned Finance managers 
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from two of the major partner companies. Discussions on demand growth rates dragged on and on 
because of difference of opinion on a 4.5% versus a 6.2% growth rate to apply to calculate revenues 
15 years out.

The Finance managers missed the deadline for submitting the forecast and upon inquiring about 
the source of the difference in perspective, we were told by one that they had different experiences 
than the other Finance manager and that they were representing companies with different objectives 
and perspective. When we asked if they had verified the basic assumption of guaranteed  exclusivity 
of operations in the host country over the forecast horizon, they answered in the negative. At that 
point, our question to them was “If you don’t really know if the JV has an exclusive license and 
operation rights in the forecast period, does it matter if you assume a 4.5% or a 6.2% revenue 
growth rate?” With no hesitation, they both agreed to use an average growth rate of 5%; no problem. 
Geniuses, indeed.

12. Long-term forecasting group responsibility. The author met an old acquaintance who had 
recently been promoted to a senior management position in the energy industry at a conference 
where he was presenting a position paper. He related to us that he wanted to get some help to create 
a long-term, strategic project forecasting function to be implemented in-house. He approached the 
forecasting group manager and asked him to think about that idea and come back to him with his 
own plan outlining the strategic forecasting function, the organization, its scope, roles and respon-
sibilities, headcount and costs, and the analyses, evaluations, modeling, and forecasting support his 
group would provide.

The forecasting group manager came back in four days with the following response:

We have considered your request and concluded that we are unable to do forecasting for strategic 
 projects because that kind of forecasting is not taught in schools and we lack the experience. The 
consulting company which has been doing long-term forecasting has done a good job and it is not that 
expensive. However, we believe that the best use of the forecasting group is to take on the responsibility 
for updating and maintaining a data base of assumptions used to generate long term project forecasts 
and monitor their performance.

We ended up helping the forecasting group manager create a strategic forecasting team, put in place 
processes, and assisted in the development of the first strategic project forecast. It is truly amazing 
how people pass on opportunities to make a difference!

13. The financials validate the forecast. This is an experience the author encountered as a con-
sultant brought in to help a company with strategic forecasting, strategic planning, and product 
portfolio management (PPM) issues. One of the business units of this company had major issues 
and growth challenges over a number of years. In one of the first meetings with the head of that 
business unit, he set the tone of the relationship by declaring: “I have my strategy in place. Why 
do I need strategic forecasts to develop strategies? What will they tell me that I don’t already 
know?”

We explained to the head of this business unit how good forecasts for strategic planning are 
done, how they help companies develop sound strategies, and how they help to make decisions and 
execute them successfully. His response was “Look, Finance has validated the forecasts and deter-
mined that we have a winning strategy in place.” After doing some joint analysis and evaluations 
with the CFO staff, we pointed out to this senior manager the holes in the logic, modeling, and risk 
analysis which was performed earlier. When he saw the deficiencies in the evidence that the long-
term forecasts were based on and the implications of the scenario used, he began questioning the 
whole approach he had initially espoused. What he at first considered a validated forecast became 
a suspect forecast, and we started the process of developing sound long-term forecasts from ground 
zero. Were there ups and downs on the way? There were, every day, all the way to the end of the 
process.
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What is a sound strategic forecast? This question comes up all the time and for our  purposes, 
a sound strategic, long-term forecast is one that is characterized by the following key properties:

– It follows a structured and well-balanced approach in identifying forecasting needs 
and selecting appropriate methods, processes, and techniques to meet those needs.

– It identifies what needs to be known and knowable and is based on a comprehensive, 
model of company operations following preestablished processes.

– It validates and uses all the information and learning from company, industry, and 
external expert sources.

– It creates common assumptions driving project planning, which are subjected to 
sanity checks and consistency throughout the project.

– It incorporates external environment assessments, industry and market analyses, 
and company and competitor strength, weakness, opportunity, and threat (SWOT) 
evaluations.

– It has identified project uncertainty and risks and evaluated the forecast implica-
tions for company resources.

– It uses scenario planning to describe the events, timing, and transition from the cur-
rent to the future state and has project team buy-in and client and senior manage-
ment support.

– It has performance measures attached to it, is monitored closely, and includes a 
competitor reaction and future-state realization (FSR) plan.

14. Outsourcing of strategic project forecasts. More than a decade ago, a well-respected consumer 
products forecasting organization hired the author to assess and help with demand modeling and 
forecasting for all types of projects and forecast horizons. We first tackled tactical forecasts, had 
some successes, and the progress achieved was  recognized by the senior management team. We 
then proceeded to address long-term market potential modeling and new product development 
(NPD) forecasting problems and issues.

At that point, we realized that the organization from the president of the company down to 
individual product managers and long-range planners did not consider the company’s forecasting 
group qualified to sit at the table with them. They considered them technocrats who lacked business 
management skills and who did not have relationships with project clients to be asked to participate 
in strategic projects. Instead of using the internal forecasting group, the clients would invite an 
outside consultant to generate long-term forecasts for some existing products and forecasts for all 
projects of strategic nature. When we pointed out the inefficient use of human capital and corporate 
resources and several intellectual property and confidentiality issues, the reaction was “We don’t 
trust them (their own forecasting group), we want a third party view.”

15. Conference themes and client inputs. Over the past 30 plus years the author has participated 
in a number of industry analyst meetings. He has led forecasting conferences, industry workshops, 
and NPD, PPM, strategic planning, and project financing seminars across various industries both 
in the United States and abroad. A lot of good work, methods, and approaches are shared concern-
ing demand analysis and tactical forecasting. In fact, progress made in the short-term, quantitative 
forecasting area has been truly  impressive. However, when it comes to analysis and forecasting 
for strategic projects, that is, forecasting support for projects with long horizons and large impact, 
little is  presented or shared. Everybody though is talking about the lack of a systematic approach, 
 methods, and  models, and techniques for strategic forecasting. Complaints are voiced openly about 
severe problems in this area, the lack of experience and qualified people, unreliable  processes, lack 
of management support, lack of credibility, and so on.
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Recently, we reviewed results of earlier client surveys, opinions of conference and workshop 
 participants, and discussions with strategic project team members conducted over the past 15 years. 
The major recurring themes and key points made are the following:

 1. There is a wide recognition of the need for a strategic decision, long-term forecasting dis-
cipline, but nobody knows how to do it or does anything about it.

 2. The concepts and value of long-term forecasting for strategic projects are not well articu-
lated nor are they understood by forecasters and clients alike.

 3. The perception is that strategic forecasting is an expensive proposition with uncertain 
returns. It is an unknown quantity.

 4. Strategic forecasting should be closely linked with strategic planning and other planning 
functions to be effective, but it requires new processes and skills not currently possessed 
by most forecasters.

 5. Ideally, strategic forecasting should be done in-house to maintain the firm’s intellectual 
property and competitive standing, but forecasting groups are not prepared to handle this 
challenge.

 6. Forecasting groups do not have credibility and management support in forecasting for stra-
tegic decisions due to lack of sophistication, limited interpersonal skills, and undeveloped 
technical competencies and qualifications.

 7. Strategic forecasting methodology and tools are either lacking or proprietary and not 
much of practical value is written about it or presented in professional forecasting forums.

 8. Forecasters are good at tactical forecasting, but not trained or experienced in the area of 
supporting strategic project decisions. Somebody needs to create a curriculum to teach it, 
develop strategic forecasters, and advance the discipline.

 9. Strategic forecasting is a discipline of complex networks, processes, methods, and experi-
ences that come together to create long-term forecasts. It requires a confluence of industry 
knowledge, broad management skills, and specialized functional expertise that is rare.

 10. Strategic forecasting groups belong in the Strategic Planning or the Portfolio Management 
organizations, but people do not know how to use them to create value.

B. OTHER REASONS AND MOTIVES

The author’s involvement in business research, decision analysis, and demand evaluation and fore-
casting dates back to 1971 when we took on the first forecasting assignment. Since then, we have 
participated in many strategic decision projects in different capacities across several industries. We 
saw the absence of training, skills, methods, models, and tools to handle strategic decision fore-
casts as impediments to forecasters making valuable contributions. But, we did not undertake the 
challenge of writing a book on this topic until we felt qualified with sufficient practical experiences 
dealing with analysis, evaluations, developing long-term forecast solutions, establishing and train-
ing SDF teams, and supporting strategic decisions effectively with actionable recommendations.

Highlights of directly applicable experiences and knowledge obtained include the following 
positions, jobs, and projects both in the United States and abroad that enabled the author to pull 
together all the experiences required to do strategic decision forecasting successfully:

1. Macroeconomic and international expertise. This includes country research, economic modeling, 
and investment analysis experience with focus on adding value to international strategic projects:

 a. Country macroeconomic analysis, evaluation, and forecasting of business trends by major 
industry groups

 b. International macro, trade, and monthly foreign exchange forecasts for strategic  investment 
decisions
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 c. Model development and production of quarterly macro and international economic  forecasts 
used in corporate planning functions and published in professional journals

 d. International project evaluations and financing of large infrastructure projects requiring 
understanding of government agency operations and the equipment supplier, project opera-
tor, and the commercial and investment banking industries

 e. Evaluation of privatization opportunities in developing countries in a lead consultant 
capacity

2. Environmental assessment experiences. These experiences came about through active participa-
tion or lead roles in strategic planning, portfolio management, and M&A and JV projects, the major 
ones being the following:

 a. In-depth business environment, industry, and market analysis for strategic and  financial 
planning

 b. Assessment of megatrends and subtrends impacting a company’s future operations
 c. Political, economic, social, technological, legal, educational, and demographic environ-

ment evaluations for product portfolio adjustments
 d. Analysis and evaluations for new market or business entry, business development, and 

materials sourcing from projects abroad
 e. Competitor and internal SWOT analyses to determine levels of competencies necessary to 

execute strategic projects successfully

3. Forecasting experiences. These are extensions expected of the author’s educational background 
and encompass the following work or project experiences:

 a. Business research, competitive analysis, demand analysis, and forecasting in several 
industries

 b. Lifecycle management project support for product extensions and enhancements
 c. Managing forecasting for M&A, JV, product licensing projects, and PPM applications
 d. Creation of forecasting methodology for highly specialized applications, such as method-

ology to evaluate Rx to over-the-counter product switching projects
 e. Project managing the outsourcing function of lifecycle management and strategic decision 

forecasts and market research studies
 f. Establishing, training, managing, and developing tactical and strategic forecasting and 

business research organizations
 g. Advising clients on strategic forecasting issues, helping to create organizations to support 

strategic decisions, and leading the development of strategic decision forecasts
 h. Leading workshops on forecasting for strategic decisions, forecasting due diligence, 

Six Sigma forecasting, and forecast realization planning

4. Strategic project experiences. The author acquired and developed expertise supporting strategic 
projects through the following types of engagements:

 a. Creating or evaluating strategic, corporate, and new entity business plans and performance 
targets in different industries

 b. Structuring and project management of strategic projects along with guiding the strategic 
forecasting function

 c. Analytical and implementation support for NPD and portfolio management projects
 d. Creation, training, and development of project financing and portfolio management 

organizations
 e. Lead roles in M&A, JV, product licensing, and project financing undertakings
 f. Creation of trade-offs and negotiations support for M&A, JV, and product licensing projects
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 g. Establishing, developing, and coaching strategic decision support groups and introducing 
Six Sigma and total quality management (TQM) principles to strategic forecasting projects

 h. Advising clients on benchmarking best practices to use in creating and developing strate-
gic forecasting processes and organizations

 i. Developing large infrastructure project strategy, project structuring, and project financing 
for a multisponsor, multiuser project

 j. Developing management dashboards, EWSs, risk management plans, and development of 
competitive response plans

 k. Evaluations and lead consultant roles in evaluating and implementing privatizations, 
restructuring, and turnaround projects

We have been a recipient of forecasts in projects across a number of industries in several capaci-
ties, such as using forecasts for portfolio management, M&A, JV, product licensing, and financing 
projects. We have evaluated forecasts used in strategic planning, business development, long-range 
planning and have used business unit forecasts to create consensus forecasts for corporate planning. 
Other related experiences include helping forecasters and clients evaluate project uncertainty and 
forecast risks, create alternative scenarios, and manage decision risks. Also, we have been provid-
ing guidance to forecasting groups on strategic decision forecasting methodology, tools, and models 
and applying sanity checks to existing forecasts to rank project valuations, identify project risks, 
and select the higher value creation projects.

Knowledge obtained from assisting groups to create forecasts for strategic projects was trans-
ferred to others by demonstrating how to adapt known approaches and existing models to  simulate 
alternative futures. We have also guided clients in assessing the feasibility of large  projects, 
 analyzing forecasting models to determine controllable levers, and creating the conditions needed 
for  forecasts to materialize. Also, our independent verification and validation of long-range  forecasts 
used in investment evaluations has produced numerous experiences in pricing, optimizing adver-
tising spending, and assessing support requirements and reactions to market conditions to ensure 
successful product launches and forecast realization.

Fully realizing that no one has a monopoly on truth when it comes to forecasting for strategic 
decision making, we have humbly undertaken the project of writing this book with little guidance 
from the literature. However, we have had ample encouragement, support, and knowledge transfer 
from colleagues and clients in different disciplines and industry groups. Our expectation is that the 
book will help establish and broaden the acceptance of the discipline of analysis and forecasting 
for strategic decisions. It is our belief that this will increase forecaster effectiveness and provide 
the basis to improve the quality of the decision-making process through better long-term forecasts. 
And, in some cases, strategic forecasting forms a basis that can enable a company to create a com-
petitive advantage through consistently making strategic decisions based on sound forecasts. This 
is worth the effort required to produce this book.
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1 Introduction

A forecast is a statement about the future and usually takes the form of a single number, which is 
always wrong. Another definition is that a forecast is a prognosis and forecasting is the process of 
identifying the future state of the business. Forecasting is an integral part of business management, 
and its purpose is to generate information that can be used to make intelligent decisions. It is the 
discipline responsible for developing projections to help decision makers make sound decisions. 
A broader definition of forecasting is the anticipation, expectation, and prognosis of how company 
operations will develop in the future.

Strategic decision forecasting (SDF) is a broad discipline focusing on the analysis, development, 
and validation of long-term forecasts that form the basis of major business decisions. First, it is 
an independent, critical, and objective assessment of the business intended to introduce discipline 
in decision making and the art of translating qualitative and quantitative information into usable 
inputs by computational models to predict future outcomes. It is the function that brings together 
data, analyses and evaluations, business experience, modeling techniques, and scenarios to describe 
the transition from the current to a future state. Stated alternatively, SDF predicts future perfor-
mance based on a systematic approach using relevant data, competitive intelligence and environ-
mental assessments, modeling tools, past performance, analogs, and industry knowledge. It is an 
 activity that goes beyond projections in that it identifies uncertainty and risks and develops ways to 
manage them.

Forecasting is also a process used to identify enabling scenarios to produce more effective 
 decision making and to create operational targets. But by its nature, whether tactical or strategic, 
forecasting creates conflict and is viewed as a liability by most organizations where teams are not 
set up, organized, and managed appropriately. Also, SDF solutions that come in various forms and 
shapes are misunderstood and are widely misused in the hands of amateurs. On the contrary, when 
the SDF function is appropriately structured, defined, and managed, it is a most useful tool in evalu-
ating and projecting the long-term state of business.

Often, questions such as why we forecast and whether we can really predict the future many 
years out are raised. The simple answer is that we forecast because all decisions involve future 
expectations or predictions, whether they are implicit or made explicit. Every decision involves 
uncertainty and risks, but in the process of creating forecasts their sources and causes are 
understood and ways are created to reduce them and help to deal with them. But can we really 
forecast the future, especially for long horizons typical of strategic projects? There are two dia-
metrically opposing viewpoints among professional forecasters, reflected in the following two 
perspectives:

 1. “Those who have knowledge don’t predict. Those who predict don’t have knowledge,” 
according to Lao Tzu—a sixth-century Chinese poet.

 2. “Forecasting is the foundation of all planning and if it must be done, we are the ones who 
can do it better” is the opinion of many forecasters.

Wake-up calls to forecasters who believe that forecasting is the foundation of all planning and deci-
sions have come from forecast clients and senior management in several different ways. Figure 1.1 
demonstrates the point that the basis of decisions is mostly relationships and processes. However, 
the implications of that chart go unnoticed and even some strategic forecasters focus mostly on the 
substance part of forecasting.



4 Navigating Strategic Decisions: The Power of Sound Analysis and Forecasting

© 2010 Taylor & Francis Group, LLC

The truth and reality of the situation is somewhere in the middle, and this has implications for 
how long-term forecasting is approached. Our view is a balanced perspective whereby forecasting 
is a tool to provide direction and guidance to reduce project uncertainty and that of surrounding 
decisions; and if one ignores it, they do so at their own peril.

1.1 FORECAST TYPES AND THEIR EVOLUTION

Forecasts may be classified under different criteria, but the most common classifications are those 
using the length of their horizon or their uses; short-term or tactical forecast, medium-term or 
lifecycle management forecast, and long-term or strategic management forecast. Following are the 
main differences along characteristic and usage lines:

 1. Tactical forecasts. Tactical forecasts are data-intensive, short-term (six months to two 
years out), demand-driven, operational forecasts used for marketing and sales, production 
 planning, and financial assessment purposes. They tend to have short turnaround timelines, 
and although they require familiarity with the market and may include causal factors, they 
do not incorporate environmental factor, industry, and SWOT (strengths, weaknesses, 
 opportunities, and threats) analyses. Tactical forecasts tend to be subject to adjustments to 
facilitate client as well as senior management needs and objectives.

 2. Lifecycle management forecasts. They are medium-term forecasts, two to four years out, 
with a focus on demand, competitive analysis, and future events. They may be number 
intensive, based on qualitative or quantitative methods, and more inventive in terms of 
including more causal factors and industry analysis. They are collaborative among forecast 
stakeholders and are used to develop product strategy, manage small investments in exist-
ing products and facilities, and are sometimes employed in product portfolio management 
(PPM) decisions.

 3. Strategic forecasts. Strategic decision forecasts are long-term forecasts that are collabora-
tive and integrative of qualitative and quantitative approaches in nature. Their empha-
sis is on environmental factor analysis, issue and project management, and industry and 
demand analysis. Importance is also attached to comprehensive modeling of company 
operations, scenario development and planning, and uncertainty and risk identification 

Management imperatives and external influences

Analysis, assessments, and substance 

People networks and personal
relationships

Strategy, policy, precedent, and
established processes

15%

25%

30%

30%

FIGURE 1.1 Key elements of decisions. (Based on Long Range Planning Associates research.)



5Introduction

© 2010 Taylor & Francis Group, LLC

and management. These forecasts are used in developing or evaluating corporate  strategy, 
project and investment evaluations, scenario planning, and future-state realization 
(FSR) plans.

Over the past forty years, extensive progress has been made in many aspects of forecasting and 
inclusion of strategic forecasts into planning functions. The discipline of forecasting has gone from 
delusions of grandeur to disappointment to realism; and in that path, advances have been made in 
the following areas:

 1. Increased data sources; improved quality of data; and better data collection, validation, 
and analysis techniques

 2. Development of internal and external databases, database management software, and 
enhanced, user-friendly statistical forecasting and simulation packages

 3. Applications of new approaches, methods, tools, models, quantitative and qualitative 
 techniques, and empirical validations

 4. Improved tactical forecasting processes, forecaster qualifications and training, and 
 spreading of collaborative forecasting and consensus forecast development

 5. Enterprise resource management systems designed to achieve functional integration with 
large forecast subsystems that include monitoring forecast performance measures

The main beneficiaries of the progress achieved have been the tactical and lifecycle management 
forecasting areas with SDF still being in its infancy. In the current state of strategic forecasting, 
 failures commonly occur due to narrowly focused and restrictive approaches, inadequate  methods 
and models, and improper tools used. Ad hoc environmental assessments, undue reliance on 
mathema tical models and analogs, inadequate forecasting processes, and poor organizational struc-
tures magnify the challenges of strategic forecasting. Long-term forecast failures are also caused by 
another sort of factors that include the following:

 1. Scarcity of people skills, experience, and training in the long-term forecasting discipline
 2. Lack of appropriate forecast ownership, accountability, and performance measures
 3. Poor project management of the strategic forecasting process, communication, delivery of 

forecasts, and instructions for proper use

Strategic forecasting progress has been hindered by disagreements over who owns the forecast and 
what constitutes a good forecast. In tactical and lifecycle management forecasting, the forecasting 
organization owns the forecast. The components of a good forecast are the speed and cost with 
which it was created, the accuracy measured by some forecast error indicator, and the ability to 
meet client needs. By extension, under the current forecasting paradigm, good strategic decision 
forecasts are judged by the same criteria even though they are substantially different creatures, 
 supporting unique situations and needs.

A common definition of a good long-term or strategic decision forecast is that it is a forecasting 
solution that incorporates all of the following elements:

 1. Strategic intent, constancy of purpose, and consistency of assumptions underlying  forecasts 
in different project phases

 2. Ownership of and accountability for forecasts across organizations and timelines and 
 project managed with appropriate performance measures

 3. Integrative thinking and future scenario development and evaluation along with sanity 
checks, uncertainty and risk assessment and management, and FSR plans

 4. Inclusion of the client perspective, other stakeholder inputs, and corporate interests used to 
manage respective expectations
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 5. High levels of communication, coordination, cooperation, and collaboration throughout 
the forecast development process

 6. Integrity, respect for the evidence, and a sense of history and learning from past experiences

Because there are misconceptions about the nature of strategic forecasting, we have advanced 
the following definition: It is forecasting for large impact, strategic decisions and projects using 
an approach that entails customization of method, analyses, evaluations, models, scenario plan-
ning, sanity checks, and uncertainty and risk assessment. SDF is a versatile tool customized to the 
 particulars of each strategic decision and situation; and, in the minds of experienced forecasters, 
it is like telling a convincingly unique story that enables them to gain acceptance of the forecast. 
It assumes basic knowledge of SDF team members in statistical modeling, demand analysis and 
forecasting, and exposure to strategic planning, PPM, financial analysis, new product development 
(NPD) principles, and widely used marketing and general managerial tools.

Think about this: The difference between good long-term forecasts and sound long-term 
forecasts: Sound forecasts are the gold standard; good forecasts are the minimum acceptable 
quality forecasts.

In most tactical and lifecycle management cases, the forecaster owns the forecast and there is limited 
stakeholder involvement and input, and baseline forecasts do not drive big impact decisions; they are 
only another reference point. On the other hand, in SDF, collaboration is essential and the ownership of 
the forecast is shared by the three key stakeholders: (1) The client who provides information, support, 
and help with sanity checks; (2) senior management who shares strategic intent and insights, makes 
adjustments to the forecast, and provides the support needed; and (3) the forecaster who brings all the 
pieces together and manages the forecasting process. It is a collective effort managed by the forecaster.

1.2 WHY ARE GOOD FORECASTS AND SDF TEAMS NEEDED?

In companies where forecasting has been well established, the value of good forecasts of all types 
is recognized although creating good forecasts can be expensive. In companies where forecasting 
is viewed only as a cost center, one question still persists: Why do we need to spend so much to get 
good forecasts? Our experiences and research in the area of forecasting costs and benefits indicate 
that good forecasts are worth the investment and are needed for the following reasons:

 1. Because strategic decision forecasts drive the long-range, business, and financial planning 
functions, it pays to do them well.

 2. Errors in long-term forecasts compound and multiply in the planning horizon, give wrong 
project value estimates, and complicate the decision-making process.

 3. It is a lot cheaper and quicker to develop good forecasts than fix problems in corporate 
planning areas caused by poor forecasts and ongoing revisions.

 4. The impacts of controllable factors such as changes in price, competitive actions, and 
other business drivers on any decision variable can be predicted, and changing trends in a 
 product’s demand and revenue can be detected early on.

 5. Valuable knowledge is gained from doing thorough external environment assessments, 
examining megatrends and subtrends, evaluating industry trends, and quantifying their 
impacts on company performance.

 6. They help to describe future states of business and how to get there, anticipate events, 
 create appropriate responses to ensure forecast realization, and update business and 
 corporate strategy.
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 7. Good strategic decision forecasts synthesize the results of the analyses, the evaluations 
performed, and the intelligence and insights they create into a solid decision foundation 
and actionable recommendations.

 8. With appropriate monitoring, they can provide early warning signals, which would give 
sufficient time to respond to unexpected changes, threats, or new opportunities.

 9. They enable the company’s Investor Relations group to provide reasonable guidance to 
industry analysts and enhance its credibility with the investment community.

Good forecasts are also needed for the SDF team to gain recognition, build organizational compe-
tencies, participate in the decision process, and become a trusted advisor to decision makers. From 
that perspective, the underlying reasons for good forecasts are to:

 1. Build the broader organization’s confidence in the forecast solutions it creates and their 
usefulness.

 2. Develop all-around credibility and gain the ongoing support of clients, senior  management, 
and project stakeholders.

 3. Help manage clients’ expectations by educating them about forecast processes, principles, 
uses, implications, limitations, and support needed to achieve forecast expectations.

 4. Ensure command of resources needed to perform the analyses and evaluations the SDF 
team must perform to develop sound long-term forecasts.

 5. Enhance communication, coordination, cooperation, and collaboration, and manage more 
effectively the forecasting processes, issues, and politics.

 6. Provide guidance and advice to help clients plan, navigate through project future uncer-
tainty, and manage risks more effectively.

An SDF solution can take different forms, depending on the decision or problem at hand. In one 
instance, it can be the modeling of a business process and simulations of scenarios to forecast and 
test different model input ideas. Or, it can simply be a long-term numerical projection based on 
quantitative, qualitative, or integrated methods. On other occasions, an SDF solution may take the 
form of building distinct, plausible scenarios to capture the impacts of controllable and uncon-
trollable events on decisions and thereby describing future states and the necessary enabling 
conditions. The assessment of project uncertainty, the identification of competitive threats, and 
the creation of plans to respond to external threats are also forecast solutions as is the evaluation 
of proposed strategy changes or entry new business areas. Another example of an SDF solution 
is the modeling of negotiation positions, creation of trade-offs, and quantification of their impact 
on project value, which help company negotiators to evaluate efficiently different positions and 
trade-offs.

Strategic forecasting is a long-term forecasting approach whose process starts with the corpo-
rate strategy and business situation; develops its own strong strategic intent statement; and uses a 
holistic, seasoned, mature, and broad-thinking approach to forecasting. As such, it chooses from the 
many forecasting methods, models, and tools currently available; borrows from other disciplines; 
and creates innovative ways to evaluate future state of business options that reduce project uncer-
tainty and risks. Because of that, it prepares the organization for changes that may be required to 
meet the objectives that drive a strategic project decision.

A salient feature of SDF is that it links with and integrates forecasting with other key planning 
functions in a large organization, such as Strategic Planning, Finance, R&D, Business Development, 
Corporate Business Planning, and PPM. By its nature, it focuses on helping clients to explore new 
and different future opportunities and helps to manage not only management expectations but also 
stakeholder relationships and organizational politics. When executed well, it serves senior manage-
ment needs because it is a trusted source of objective recommendations and advice. Also, because of 
the assessment complexity of strategic projects passing over a number of decision stages and gates, 
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SDF teams project manage the forecasting function across all processes and stages. As a result, 
consistent SDF solutions are created.

1.3 THE ROLE OF SDF TEAMS AND MISCONCEPTIONS

Tactical and lifecycle management forecasts are demand driven, derived from statistical models, 
and are mostly mechanized. In the tactical case, the role of forecasting is to be a resource to clients 
and provide data and reports, conduct some analysis, and deliver forecasts as needed. In the life-
cycle management case, forecasting plays a bigger role as a collaborator and, in addition to services 
performed in tactical forecasting, helps the project team to understand the external operating envi-
ronment and marketplace trends.

In SDF, the weight of other forces acting on the forecast is assessed and incorporated into the 
forecast solution, such as the following:

 1. Understanding of megatrend and subtrend effects on the company’s future business
 2. Assessment of the external operating environment, the industry, the company’s SWOT 

 vis-à-vis those of key competitors
 3. Evaluation of project uncertainty and risks, the effects of external changes, and occurrence 

of black swans
 4. Assessment of the implications and risks involved in different forecasts on corporate 

resources

In this type of forecasting, the SDF team becomes a business partner and is called upon to perform 
and synthesize the results of analyses, evaluations, and intelligence gathering in order to create 
insights, to assess the impacts of actions or events, and to help manage decision uncertainty. Hence, 
its focus is on broad thinking; integrative forecasting methods; identifying relationships, feedback 
loops, and causality; assessing the impacts of forecasts and uncertainty and risks; conducting sanity 
checks; and developing probable scenarios of the future business.

The SDF discipline has made some progress in its quest for acceptance and recognition, but it 
is facing a difficult context in which it operates because common misunderstandings among fore-
cast users abound. While there is some clarity of purpose and process in tactical and medium-term 
forecasting, in long-term forecasting and SDF, many misconceptions are still present. The confusion 
between tactical and strategic forecasting is exemplified in the oxymoron piece of a major forecast 
consulting firm’s services in 2001 claiming to perform “tactical strategic forecasting services.”

Some of the recurring negative perceptions about the nature and value of SDF shared in forecast-
ing workshops and discussions with strategic project participants are the following common themes:

 1. Due to the high cost of carrying inventories, a number of companies consider short- and 
medium-term inventory forecasting strategic forecasting.

 2. There is widespread confusion that since financial long-term projections are not tactical 
demand forecasting, they are of the strategic forecasting kind.

 3. Often, anything beyond a year or two out in the minds of clients is considered a strategic 
forecast. Translation: It is a dated forecast that does not affect them directly; the focus is 
on the latest forecast.

 4. Long-term forecasts do not really enhance the company’s competitive responsiveness, nor do 
they impact business performance because things change and people move on to new jobs.

 5. Regardless of the method used, errors increase as the forecast horizon increases and 
 long-term forecasts have much larger errors than short- and medium-term forecasts. 
So, simply extrapolate the future from short-term, rolling forecasts.

 6. Business forecasters lack the mindset, skills, tools, and experiences to do long-term 
 forecasting properly. That is why the SDF function is outsourced.
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 7. The business forecasting discipline lacks comprehensive methods to forecast company 
performance for new market entry, technology evolution, product licensing, and PPM 
adjustments.

 8. SDF processes are nonexistent; incomplete; inadequate; and, in most cases, very complex. 
The processes and models used require extensive training and experiences.

 9. Logical inconsistencies in current processes and models and lack of forecast project 
 management are reflected in the absence of forecast reliability and the plans it drives, but 
are routinely ignored.

 10. Strategic forecasts should ordinarily be outsourced to industry consulting firms, although 
they have no real ownership of the forecasting function and no forecast realization 
 responsibility assigned to them.

1.4 UNIQUENESS OF THE BOOK AND BENEFITS TO THE READER

SDF assumes understanding of computational modeling and sufficient knowledge of quantitative 
and qualitative techniques. Instead, it focuses on the analysis and evaluation of results and the 
integration and synthesis of disjoint assessments to generate long-term forecasts. Its uniqueness lies 
with the actionable recommendations that flow out of the long-term forecasts it creates. They form 
the foundation of decisions and support projects of large impact and consequences. And what makes 
those recommendations reliable are the knowledge and understanding gained through the following 
aspects of SDF, which we address in this book:

 1. Customizing the approach, models, and techniques to the specific type, situation, and 
needs of each project

 2. Creating close functional links with all planning functions, external contacts, and client 
groups and emphasizing the value of strong personal relationships and their continuous 
nourishment

 3. Making megatrend, subtrend, industry, and market trend analyses integral parts of the SDF 
process

 4. Assessing developments in the geopolitical, economic, social and demographic, techno-
logical, and legal and regulatory environments to draw conclusions about their likely effect 
on the future company business

 5. Incorporating the results of SWOT analysis to determine internal and competitor 
competencies and capabilities and the support needed to achieve forecasted levels of 
performance

 6. Using a highly disciplined, methodical, structured, well-balanced, validated and verified, 
and cost–benefit-oriented approach to create SDF solutions

 7. Introducing extensive checks in determining project uncertainty and risks, analyses to 
reduce uncertainty to residual uncertainty and develop a strategic posture, and sanity 
checks when assessing the implications of forecasts

 8. Creating assumptions after project uncertainty and risks are identified, testing them with 
reality checks and against benchmarks, and updating them as conditions warrant

 9. Triangulating forecasts and integrating the key principles of system dynamics modeling, 
real options, and scenario planning to guide the development of SDF solutions

 10. Creating management dashboards to monitor strategic project performance and early 
warning systems (EWSs) to communicate the need for action when risks appear on the 
horizon

 11. Performing project postmortem reviews and sharing knowledge and lessons learned to 
improve the chances of success of future strategic projects

 12. Developing FSR plans to ensure appropriate responses to competitor reactions and 
 realization of project goals and objectives
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We have witnessed substantial performance improvements in companies that have established SDF 
teams due to the application of the SDF paradigm, and similar results can be obtained by the read-
ers by applying the knowledge and experiences shared in this book. Benefits are immediate, accrue 
over time, and build competence in the discipline. They are reflected in the example cases of SDF 
team, client, and senior management acknowledgments that follow, with the most commonly cited 
benefits being the following:

 1. Forecasters become more integrative in mindset, approach, processes, and knowledge; 
and, as a result, there is an increase in communication, cooperation, coordination, and col-
laboration, which takes place in every project.

 2. Once an SDF team is established, it can create a good business definition, develop key pro-
cesses, and determine the analyses and evaluations that the team will perform in different 
types of projects.

 3. Gaps in existing competencies and capabilities are identified, how they impact project exe-
cution and forecast realization is determined, and ways to fill those gaps are recommended.

 4. The holistic SDF approach is applied successfully to provide support to clients of any type 
of strategic decision project.

 5. SDF solutions are transparent, not black box, models that enable clients to see clearly the 
rationale for many descriptive future states and ways to get there.

 6. Strategic forecasting can fashion several future states beyond status quo projections and 
can identify the factors and support needed to accomplish them.

 7. The use of forecast and SDF team member performance metrics, management dashboards, 
and EWSs to monitor progress increases significantly the chances of project value being 
realized.

 8. SDF teams create actionable recommendations based on well-balanced considerations, 
which translate into solid bases and good strategic decisions.

 9. Time from idea to forecast to decision is reduced while understanding of project uncer-
tainty and risks is enhanced enough to manage them more effectively.

 10. Competitive response plans and FSR programs are created, which increase the chances of 
project success in the implementation stages.

 11. Senior management and clients are able to see, evaluate, and reward the SDF team’s con-
tributions as a business partner present at the decision table.

 12. SDF teams consistently provide sound long-term forecasts supporting strategic decisions, 
which over time can be a source of competitive advantage.

1.5 STRUCTURE OF THE BOOK AND DISCUSSION TOPICS

Due to the many failures of long-term forecasting and the misconceptions that exist about SDF, we 
devote Chapter 2 to discussing such failures and presenting the results of our root cause analyses. 
The chapter deals with the current SDF paradigm and its failures, which are traced back to several 
factors: the lack of forecaster collaborative relationships with clients and other planning organiza-
tions; wrong forecasting focus, approach, and methods; and broken processes and wrong practices. 
The lack of clear forecast accountability and ownership, organizational issues, and inappropriate 
performance measures contributing to failures are also examined. Lastly, the effects of limited 
communication and coordination, deficiency in forecaster skills and qualifications, and absence 
of project and knowledge management issues in forecast failures are discussed. These, in turn, 
provide a blueprint of what is needed to address the shortcomings of the current strategic forecast-
ing paradigm and develop the methods, processes, and tools needed to do justice to this important 
forecasting discipline.

Chapter 3 introduces the promise of the SDF paradigm, with the expectation that it will clarify 
issues and eliminate the confusion that surrounds it. Here, the SDF function is defined in more 
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detail by describing its purpose, objectives, and focus; some universal process components and uses 
of SDF solutions; its organizational charter and structure; the role of SDF team members; and the 
benefits and limitations of the SDF paradigm.

Chapter 4 is devoted to the business definition of the SDF team, starting with the organization’s 
mission, vision, values and principles, and forecasting stakeholders. A discussion of the SDF team’s 
goals, objectives, and strategies follows and then some governance structures are sketched out. The 
scope, analyses, and services along with the team’s roles and responsibilities are then spelled out. 
Because of their importance, the network links of the SDF team, its performance measures, and its 
communication plan are also discussed.

Chapter 5 addresses the mindset, processes, and principles that govern the operations of SDF 
teams. Here, the role of team’s culture; the SDF team members’ ways of thinking; and the approach, 
processes, and guidelines under which team members develop forecast solutions are captured from 
information in case examples and from client and other strategic project stakeholder statements 
shared in our discussions.

Chapters 6 and 7 are dedicated to discussing SDF techniques and implements used to enhance 
the team’s effectiveness. It is a summary review of critical thinking concepts that form the founda-
tion of the SDF approach. The mindset aids, anchoring analyses, and evaluations along with ele-
ments of the forecasting due diligence and forecast project management are discussed. The SDF 
systems used; how forecast solutions, options, and recommendations are developed; and the par-
ticulars of forecast performance measures, incentives, and the forecast realization plan elements are 
also presented.

To demonstrate the usefulness and practicality of SDF, Chapters 8 through 19 are devoted to 
the application of the methods, processes, principles, and techniques to the major types of strategic 
projects. Each chapter takes the reader through a review of the current state of strategic forecast-
ing failures and the particular issues and challenges to each type of project. Then, the specific SDF 
approach and methods employed to develop appropriate, tailor-made solutions are articulated along 
with the analyses, evaluations, and techniques used. Each of these chapters ends with a review of 
either case examples of success factors or useful practices as well as expert testimonies and unique 
SDF team’s contributions made through its participation in each kind of strategic project.

Chapter 8 deals with the application of SDF approach, processes, and tools in the  evaluation 
of changes in corporate strategies and policies. This chapter is a precursor to the discussion of 
the role SDF teams play in supporting corporate reorganizations and turnarounds. The focus 
changes in Chapter 9 which shows how the SDF paradigm is applied to NPD projects. Namely, 
the approach, processes, models, and techniques used to improve the effectiveness of the 
 traditional state–gate forecasting approach are shown. Here, the need for a high level of coordi-
nation, cooperation, collaboration, and communication to execute strategic projects  successfully 
is demonstrated again.

Chapter 10 concentrates on forecasting to support a company’s new market or business entry proj-
ects, be they domestic or international in market or geographic nature. The application of the SDF 
paradigm to merger and acquisition (M&A) and joint venture (JV) projects is treated extensively in 
Chapter 11, where the SDF team’s participation is a crucial element to project success. The com-
mercial evaluation aspects of product and technology licensing projects also require the application 
of the SDF paradigm to generate sound long-term forecasts in order to value such  transactions. This 
is dealt with in Chapter 12.

Corporate reorganizations and turnarounds are another type of strategic projects that lend them-
selves to application of the SDF methods, processes, models, and techniques with good results. 
The analyses, evaluations, and success factors that the SDF paradigm brings to these projects are 
discussed in Chapter 13. Then, how the important issues of uncertainty, risk assessment, and their 
management in projects are executed under the SDF paradigm are illustrated in Chapter 14, while 
the application of the SDF framework to major capital expenditure and project financing undertak-
ings is treated in Chapter 15.
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Chapter 16 deals with the important topic of portfolio management adjustment projects and 
how the introduction of the new SDF paradigm in this area makes portfolio adjustments far more 
 effective. The beneficial utilization of the SDF approach in strategic project negotiations and exter-
nal relations support is articulated in Chapter 17. This is another area of valuable SDF contributions 
that increase project success rates. Chapter 18 deals with the area of FSR planning and management 
and describes how to do it successfully. The SDF applications section end with the more mundane, 
yet very important, subject of the SDF team support in the development and evaluation of business 
cases and business plans, which is the subject of discussion in Chapter 19.

The intent is to help the reader in all aspects of implementing the strategic forecasting  paradigm. 
To that extent, an in-depth discussion of best-in-class SDF teams is presented in Chapter  20 
where the SDF team governance, forecaster responsibilities and qualifications, and best-in-class 
 processes, practices, and principles are discussed. Also, performance factors, measures, and  success 
factors and beneficial practices are examined and illuminated. For the same reason, Chapter 21 
addresses impediments and challenges to implementing SDF teams, processes, and performance 
measures. It also identifies the root causes of barriers and challenges and offers solutions that 
 successful SDF teams have developed to deal with them.

The book ends with Chapter 22, which summarizes the key aspects of SDF and presents the con-
sensus observations of different project stakeholders in the field of analysis and forecasting for large 
impact, strategic decisions. The main conclusion is that while the new SDF paradigm cannot solve 
all decision problems, when properly structured and managed by experienced professionals, SDF 
consistently creates value. And, over time, it can lead to creating a source of competitive advantage 
for the company.


