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Visioning is an approach that attracts attention today as an effective way
to bring about innovation. It is about imagining a future context and developing product ideas based
on the set context. This study attempted to explain how visioning, or imagining a future context as
a vision, leads to product ideas, based on the insights regarding imagination discussed in the
creative cognition studies.

Findings from an experiment and a multiple case study suggest that: The effects of visioning on the
innovativeness of ideas depend on: (1) the extent a manager focuses an end goal or an ideal state in
imagining a vision or a future context, (2) the extent he/she imagines the detail of the context,
(3) the extent he/she refers to insights from market/technology researches rather than just relying

on his/her own aspiration or belief In imagining a vision or a future context.
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