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Values affect the images of 
the future: they direct the 

choice which future among 
all the possible futures will 
be chosen as the one to be 

reached for. 
Rubin, 2011



Introduction
• Businesses carry significant influencing power in shaping future responses 

to global issues as well as contribute to major global issues

• Executives’ values have been found to yield significant influence on 
strategic decisions

• Senior leaders’ value influence on organizational strategies is an under-
researched area 

• As our society becomes more complex and global challenges become 
significantly more consequential to the sustainability of our society and our 
planet, we need to understanding how values shape organizations’ long-
term strategy, specifically their perspective on sustainability and corporate 
social responsibility practices; foresight & futures studies lends itself to 
informing these challenges

• We hope to build a research and management development agenda 
around the importance of values in both management studies and practice. 
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Relevant Literature 

Future and Foresight
• [Foresight is] the ability to foresee, to be far-sights and to see ahead. –(Chai, 2004)
• “The very nature of futures studies, they, and policy scientists more generally, necessarily ideal with moral evaluation 

since they aim their work toward social betterment.” – (Bell, 2004)
• Future Consciousness model (Ahvenharju et al. 2018)

Strategic Leadership Theory
• Top managers’ values, cognitions and personalities affect their field of vision, their selective perception of information, 

and their interpretation of information. (Cannella et al.,2008)
• Leaders’ value orientation plays an important role in influencing organizational outcomes (Chatterjee and Hambrick, 

2007)

Sustainability and Corporate Responsibility
• Sustainable development is development that “meets the needs and aspirations of the present without compromising 

the ability to meet those of the future”. (World Commission on Environment and Development, 1987) 
• Sustainability and Corporate Responsibility of values-laden concept. Businesses’ CR / sustainability strategies should 

reflect goals which, according to Swan (1999) “should ideally, be defined by substantive & affirmative human purposes”. 
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Research Objective & Approach

Research sub-questions:

• How do values influence strategic leaders’ perception of their environment?

• How do strategic leaders’ future and foresight practice tendency reflect their personal values?

• How does future and foresight competence influence CR / sustainability strategy adoption?

To explore the influence of strategic leaders’ values on future and foresight practice tendency, 
on corporate responsibility and sustainability strategies 
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Personal Values
Future and 
Foresight 
Tendency

Organizational Strategy 
Adoption

Organizational 
Outcomes

Investigating strategy, as 
influenced by foresight 
tendency, at the individual 
executive level; therefore, 
research lens is guided by 
Strategic Leadership Theory

Research Strategy: 
• Interpretive research approach
• Semi-structured interview (20 Canadian 

executive interviews)
• Inductive inquiry 
• Thematic analysis



First level coding
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Emergent Themes

1. Personal Values
E.g. empathy, integrity, 
ambition

2. Encountered 
Challenges
e.g. illness, 
environmental damage

3. Personal Growth
e.g. learning, life stage 
as parent

4. Life Priority
e.g. work-life balance, 
making an impact

5. Convictions
e.g. personal mission, 
fighting climate change

6. Perspectives
e.g. time horizon, level 
of comprehension

7. Self-belief
e.g. stand up for 
change, can-do attitude

8. Business-in Society 
Belief
e.g. community, financial 
performance, 
dependent, obligations, 
win-win

9. Transformative CR 
practice
e.g. driving business 
service change, 
investing in clean-tech

10. Strategic CR practice
e.g. creating 
competitive advantage, 
building positive ethical 
climate

11. Personal CR practice
e.g. employee development, personal ethical 
practice



The emergent themes were analyzed to uncover 
individuals’ future and foresight practice tendency

Personal Values
Future and Foresight 

Tendency

Personal Influence on 
Corporate  Strategy 

(specific to CR practices)

Personal values emerged through 
participants’ narratives on life 
stories, defining moments and 
notable experiences

The emergent themes were 
analyzed using Ahvenharju et al. 
(2018)’s future consciousness 
framework 

Participants’ personal influence on 
management decisions are analyzed. 
Emergent themes are captured using CR 
as the guiding theoretical approach. 
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Ahvenharju et al. 2018

Time 
Perspective

• Understanding 
of the past, 
present and 
future

• Value of LT 
thinking

Agency Beliefs

• Belief in one’s 
ability to 
influence 
future events

Openness to 
Alternatives

• Seeing 
possibilities

• Challenging 
established 
truths

Systems 
Perception

• Comprehensio
n of human & 
nature

• Comprehensio
n of 
complexity

Concern for 
others

• Benevolence

• Makes one 
strive for a 
better world 
for everyone



Transformative Executives & Their Differentiators
Leaders who adopt organizational strategy that focuses on bettering the world

Time Perspective Agency Belief Open to 
Alternatives

Systems Perception Concern for Others

Long-term horizon Conviction & 
Passion for their 
purpose

Challenge the norm Integrated view of 
business and society

At a universal level : 
planet, and 
humanity

Concern for next 
generation

Determined to 
achieve their 
purpose

Comfortable with 
ambiguity

Economic, social 
and environmental 
objectives equal

“impact [climate 
change] could have 
on my family on my 
kids”

“you can make a 
difference”

”challenge 
government policy”

“contribute more to 
society, we 
ourselves as a 
corporation [will be] 
more successful.”

“first world 
countries… third 
world problems”
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Conviction and Passion for their purpose;  
“Concern for others” lies at a universal level –seeing things beyond their immediate circle of influence;

Stronger “systems perception”; Strong “agency belief” – express a strong self- belief in their ability to drive change; 
Long-term “time perspective” expresses a view that  spans generations. 



Strategic Executives
Leaders who adopt organizational strategy that create competitive advantage without 
compromising their moral responsibility.

Time Perspective Agency Belief Open to 
Alternatives

Systems Perception Concern for Others

Long-term business 
horizon

Committed to 
achieving their 
business objectives

Seeking win-win 
solutions

Business and 
society are inter-
dependent

People-oriented, 
more focused on 
employees and 
people close to 
executives

Big picture 

“you take a longer 
view over time”

“I’m going to make 
sure the project is 
going to be a wild 
success”

”I don’t say it’s 
bending the rules 
but say it’s 
understanding the 
bigger picture”

“A great community 
does need 
successful 
business.”

“centred around 
mosly of our 
employee and our 
customers”
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Personal Executives
Leaders who focus their influence on their own personal responsible practices.

Time Perspective Agency Belief Open to 
Alternatives

Systems Perception Concern for Others

Varied amongst 
participants. Many 
did not mention 
their time 
perspective

Principle-centred. Varied amongst 
participants. Not 
explicit in their 
rhetoric

Business and 
society are inter-
dependent, but 
with a firm-centric 
mindset 

Focus on personal 
practice that helps 
others (largely 
employees) in need 

Not as explicit Persistent in voicing 
their principles

“I couldn’t shut up 
about it”

“Businesses have 
obligations.”

“I always have tried 
to support 
continuous learning 
and self 
improvement with 
people that I have.”
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Conclusions
• Values, which are at the core of one’s belief system influences one’s worldview (Boiral et a., 2014)

• Convictions have been found to be related to self-efficacy (Bandura, 1997)

• Hence an individual’s values strength is a reflection of their perceived ability to live by their values. 

• Values appear to play a key role in influencing an individual’s future and foresight tendency which in 
turn influences the types of organizational strategy adopted. 

Proposition 1: Values influences future and foresight practice tendency through their worldview

Proposition 2: Values strength influences future and foresight practice tendency through their conviction 
and their self-belief

Proposition 3: Future and foresight practice tendency influences the organizations’ strategy through 
their level of CR / sustainability practice
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• Small sample size and data collected not specific to this research, findings cannot be ascertained nor 
generalized. 

• However, the preliminary analytical outcomes point to interesting insights that reveal differences in 
executives’ characteristics pertained to different types of CR / sustainability practices 

• These characteristics, while generalizable, allude to components of an individual’s future and foresight 
tendency; precursors to future and foresight capabilities. 



Go Forward Agenda

“the responsibility to make good and morally acceptable decisions is on the individual: we cannot 
explain or excuse individuals from being personally responsible for their choices on the basis of 
impersonal social or cultural forces” - Rubin (2011) 

• Values matter

• We need to start acknowledging the importance of values in management studies

• Adopt qualitative research methods to explore the role of values in influencing long-term strategy 
through the lens of future and foresight capability  generate theories and conceptual 
framework

• Validate theoretical conjectures by identifying possible measurement framework

• Apply theoretical framework in management practice, and perhaps consider adopting action 
research methodology to understand values application on future and foresight practice and 
organizational strategy. 
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