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In the realm of business planning and economic prediction, multiple forecasting methods are employed to
analyze past data, current trends, and future possibilities. Among these, one particular approach stands out
because it relies heavily on qualitative insights gathered from various stakeholders within and outside the
organization. This method incorporates opinions gathered from consumer surveys, managers, sales staff,
experts, and executives to generate forecasts that are often essential when quantitative data alone cannot
provide a complete picture. Understanding which forecast uses these diverse opinions is crucial for

businesses aiming to make informed decisions, especially in uncertain or rapidly changing environments.

Understanding Qualitative Forecasting Methods

Forecasting techniques are generally categorized into two broad groups: quantitative and qualitative.
Quantitative methods utilize numerical data, statistical models, and mathematical algorithms to predict
future trends. Conversely, qualitative methods depend on subjective judgments, expert opinions, and

insights from key stakeholders.

Qualitative forecasting is particularly valuable when:
- Historical data is limited or unreliable

- The environment is highly dynamic or innovative
- New products or markets are being explored

- The forecast requires expert judgment in complex scenarios

This approach allows organizations to incorporate insights that are difficult to quantify, such as consumer

sentiment, managerial intuition, or expert forecasts.

Which Forecast Uses Opinions Gathered From Consumer

Surveys, Managers, Sales Staff, Experts, And Executives?

The forecasting method that explicitly involves gathering opinions from a broad spectrum of
stakeholders—including consumers, managers, sales staff, experts, and executives—is known as Delphi
Method or, more broadly, Qualitative Forecasting. While the Delphi method is a structured process within

qualitative forecasting, the overall approach encompasses several techniques that rely on subjective



judgments.

The Role of Expert Opinions in Forecasting

Expert opinion-based forecasting is a cornerstone of qualitative methods. Experts may include industry
specialists, market analysts, or experienced managers whose insights can provide valuable foresight into
future trends. These opinions are often collected via interviews, panels, or surveys and are synthesized to

produce a consensus forecast.

Consumer Surveys and Market Feedback

Consumer opinions are invaluable, particularly in consumer-facing industries. Companies conduct surveys,
focus groups, and feedback forms to gauge customer preferences, buying intentions, and overall sentiment.
Incorporating these insights into forecasts helps businesses anticipate demand and adjust strategies

accordingly.

Involving Managers and Sales Staff

Managers and sales personnel are on the front lines of customer interaction and market observation. Their
firsthand knowledge of customer needs, competitive dynamics, and operational challenges makes their
opinions highly relevant. Many organizations leverage their insights through structured meetings, reports,

or informal feedback to refine forecasts.

Gathering Insights from Experts and Executives
High-level executives and industry experts contribute strategic insights that shape long-term forecasts.
Their experience allows them to identify emerging trends, potential risks, and opportunities that may not

be evident from raw data alone.

Techniques that Incorporate Opinions from Multiple Stakeholders

1. Delphi Method

The Delphi method is a systematic, iterative process designed to gather expert opinions anonymously and
refine forecasts through multiple rounds of questionnaires. It helps avoid bias, encourages honest input, and
converges toward a consensus. This technique is particularly useful when forecasting technological

advancements, policy impacts, or industry shifts.

Steps involved:

- Selection of a panel of experts

- Anonymous questionnaires sent out to gather opinions
- Feedback summaries shared with the panel

- Multiple rounds until a consensus emerges

2. Market Research and Consumer Feedback

This method involves collecting data directly from consumers through surveys, focus groups, and



interviews. The insights gained are used to forecast demand, product preferences, and emerging trends.

3. Executive and Managerial Judgment
Senior managers and executives often participate in strategic forecasting sessions where their experience
and industry knowledge guide predictions. This approach often complements quantitative data, especially

when past data is insufficient or unreliable.

4. Sales Force Composite Method
This technique involves collecting sales forecasts from the sales team members, who provide estimates
based on their customer interactions and market knowledge. Their collective judgment results in an

aggregated forecast that reflects on-the-ground insights.

Advantages of Using Opinions from Multiple Stakeholders in

Forecasting

Incorporating opinions from diverse sources offers several benefits:
¢ Holistic Perspective: Combining insights from consumers, frontline staff, and experts provides a
comprehensive view of market conditions.

e Early Detection of Trends: Stakeholders often observe changes before they are reflected in

quantitative data.

e Enhanced Accuracy: Expert judgment can compensate for gaps or delays in data collection,

improving forecast reliability.

¢ Flexibility in Uncertain Environments: When data is scarce or volatile, subjective opinions guide

decision-making.

Limitations and Challenges of Opinion-Based Forecasting

‘While incorporating opinions has its advantages, there are inherent challenges:

1. Biases and Subjectivity: Personal biases can influence judgments, leading to inaccurate forecasts.

2. Groupthink: The desire for consensus may suppress dissenting opinions, reducing forecast robustness.



3. Inconsistency: Different stakeholders may have conflicting views, complicating synthesis.

4. Time-Consuming: Gathering and analyzing opinions can be resource-intensive.

Organizations often mitigate these challenges through structured processes like the Delphi method or by

combining qualitative opinions with quantitative data for balanced forecasting.

Conclusion

The forecast that extensively uses opinions gathered from consumer surveys, managers, sales staff, experts,
and executives is primarily known as Qualitative Forecasting, with the Delphi Method being a prominent
example. This approach plays a vital role in scenarios where data is limited, markets are rapidly evolving,
or strategic insights are needed. By leveraging the collective wisdom of diverse stakeholders, organizations
can develop more nuanced and adaptable forecasts. However, to maximize accuracy, it is essential to
recognize and manage the limitations associated with subjective judgments. When integrated appropriately
with quantitative data, opinion-based forecasting becomes a powerful tool for strategic planning, product

development, and market analysis.

Ultimately, understanding which forecasting method relies on opinions from various stakeholders enables
businesses to choose the right approach for their specific needs and enhances their capacity to anticipate and

adapt to future market conditions.

Frequently Asked Questions

‘What type of forecast incorporates opinions from consumer surveys,

managers, sales staff, experts, and executives?

The qualitative forecast uses opinions gathered from these sources to make predictions about future trends.

‘Which forecasting method relies heavily on expert judgment and
subjective opinions?

The qualitative forecasting method relies on expert opinions, including surveys and managerial insights.

In which forecasting approach are consumer and stakeholder opinions



central to predicting future demand?

This approach is characteristic of qualitative forecasting, where opinions from consumers, managers, and

experts are key.

What is a common method used in business to incorporate insights from

sales staff and executives for forecasting?

The Delphi method or executive judgment methods are commonly used to gather and synthesize opinions

for forecasting.

Why do companies use opinion-based forecasts involving surveys and
expert inputs?

They are used when historical data is insufficient, or future trends are unpredictable, making expert

judgment valuable.

How does the 'market research' approach relate to opinion-based

forecasting?

Market research involves gathering consumer opinions through surveys, which feed into qualitative

forecasting models.

What distinguishes opinion-based forecasting from quantitative methods?

Opinion-based forecasting relies on subjective judgments and expert insights rather than numerical data and

statistical models.

Can you name a typical scenario where opinion-based forecasts are

preferred?

They are preferred in new product launches, where historical data is lacking and expert insights are

crucial.

Which stakeholders' opinions are typically included in an opinion-based

forecasting process?

Consumers, managers, sales staff, industry experts, and top executives are typically involved.



What is the primary advantage of using opinion-based forecasting
methods?

They can provide insights into future trends when quantitative data is unavailable or unreliable.

Additional Resources

‘Which Forecast Uses Opinions Gathered From Consumer Surveys, Managers, Sales Staff, Experts, And

Executives?

Forecasting is an essential component of strategic planning and decision-making across industries. Accurate
forecasts enable organizations to allocate resources efficiently, anticipate market trends, and stay ahead of the
competition. However, not all forecasting methods rely solely on quantitative data or historical trends; some
incorporate subjective insights and expert opinions to enhance their accuracy. One prominent method that
leverages opinions gathered from diverse sources such as consumer surveys, managers, sales staff, experts,
and executives is the Qualitative Forecasting approach, specifically the Delphi Method and Executive
Judgment Forecasting. This article explores these methodologies in detail, examining how they utilize
expert insights and subjective data to produce forecasts that can be especially valuable in uncertain or

rapidly changing environments.

Understanding Forecasting: Quantitative vs. Qualitative Approaches

Before delving into the specific forecasting methods that incorporate opinions, it’s essential to understand

the fundamental distinction between quantitative and qualitative forecasting.

- Quantitative Forecasting relies on numerical data and statistical techniques. It uses historical data,
mathematical models, and algorithms to project future values. Examples include time series analysis, causal

models, and regression analysis.

- Qualitative Forecasting, on the other hand, is based on subjective judgments, expert opinions, and
perceptions of market conditions. It is particularly useful when historical data is limited, when the
environment is highly unpredictable, or when new products and technologies are involved where past

data cannot reliably predict future trends.

Given this context, the forecasting approach that explicitly uses opinions from various stakeholders falls
under qualitative methods, with the Delphi Method and Executive Judgment being among the most

prominent.



The Delphi Method: Harnessing Collective Expert Wisdom

‘What is the Delphi Method?

The Delphi Method is a structured communication technique that gathers opinions from a panel of experts
through a series of iterative questionnaires. The goal is to reach a consensus on future developments,
market trends, or demand forecasts by refining individual judgments through controlled feedback.

How does it work?

1. Selection of Experts: A panel of individuals with relevant knowledge—such as industry specialists,

academics, or experienced managers—is assembled.

2. Initial Questionnaire: Experts respond to a series of questions about future trends or market conditions

anonymously, ensuring that dominant personalities do not influence others.

3. Analysis and Feedback: Responses are summarized, and a report highlighting areas of agreement and

divergence is shared with the panel.

4. Iterative Rounds: Experts review the feedback and revise their opinions in subsequent rounds, aiming to

converge toward a consensus.

5. Final Forecast: After several iterations, the process culminates in a collective forecast reflecting the

pooled judgment.

Why use the Delphi Method?

- It mitigates the bias of dominant individuals influencing group opinions.
- It allows for the incorporation of diverse perspectives.

- It is adaptable to complex or uncertain environments where quantitative data may be insufficient.
Applications of the Delphi Method

- Forecasting technological innovations

- Estimating demand for new products

- Anticipating regulatory changes or market disruptions

- Strategic planning in industries with rapid change

Strengths and Limitations

Strengths:

- Incorporates expert knowledge that may not be captured quantitatively



- Flexible and adaptable across industries

- Reduces groupthink through anonymity
Limitations:
- Time-consuming due to multiple rounds

- Relies heavily on the expertise and judgment of selected panelists

- Potential for subjective biases if panel selection is not diverse

Executive Judgment Forecasting: Relying on Top Management

‘What is Executive Judgment?

Executive Judgment forecasting involves decision-makers—such as CEOs, CFOs, or department
heads—using their experience, intuition, and knowledge to predict future trends. This method often
complements quantitative models or is used when data is sparse or unreliable.

How is it implemented?

- Executives analyze current market conditions, internal data, and industry trends.

- They utilize their expertise and strategic insights to project future outcomes.

- These forecasts are often discussed in strategic planning sessions, with inputs from various senior
managers.

Why is Executive Judgment Valuable?

- It leverages deep industry knowledge and strategic vision.

- Useful in volatile or emerging markets where historical data may not exist.

- Facilitates quick decision-making when rapid responses are required.

Common Contexts for Use

- Forecasting sales or demand for new product launches

- Estimating market entry timing

- Assessing potential impacts of regulatory changes

- Setting company-wide financial targets

Strengths and Limitations

Strengths:



- Incorporates nuanced understanding of market dynamics
- Can adapt swiftly to changing conditions

- Facilitates strategic alignment across departments
Limitations:
- Susceptible to cognitive biases, such as overconfidence

- May lack objectivity or be influenced by personal interests

- Difficult to quantify or validate

Combining Opinions with Quantitative Data: A Holistic Approach

While qualitative forecasts like the Delphi Method and Executive Judgment are valuable, they are often
most effective when combined with quantitative data. This hybrid approach—sometimes called Qualitative-
Quantitative Integration—can enhance forecast accuracy by balancing subjective insights with empirical

evidence.
Examples include:
- Using expert opinions to adjust or interpret statistical models

- Incorporating consumer survey insights into demand forecasting

- Applying managerial judgment to interpret anomalies in data

The Role of Consumer Surveys and Stakeholder Opinions

Apart from expert panels and top management, opinions gathered directly from consumers and frontline
staff also play a crucial role in qualitative forecasting. These insights help organizations understand customer
preferences, identify emerging needs, and anticipate demand shifts.

Consumer Surveys:

- Collect data on customer satisfaction, brand perception, and purchasing intentions.

- Help forecast product demand based on consumer sentiment.

- Are particularly useful when launching new products or entering new markets.

Sales Staff and Managers:

- Offer frontline insights about customer feedback, competitive threats, and operational challenges.

- Provide real-time information that can inform short-term forecasts.



Experts and Industry Analysts:

- Offer macroeconomic, technological, or regulatory outlooks.

- Contribute insights into long-term industry trends.

Executives and Strategic Leaders:

- Use their vision and experience to guide forecast assumptions.

- Make strategic decisions based on a combination of these opinions and quantitative data.

Why Use Opinion-Based Forecasting Methods?

Organizations turn to opinion-based forecasting for several reasons:

- Uncertainty and Novelty: When historical data is lacking or unreliable, subjective insights become
essential.

- Rapid Changes: In fast-paced environments, expert intuition can complement slower, data-driven models.
- Strategic Planning: High-level forecasts often require judgment to account for political, regulatory, or
technological factors.

- Market Intuition: Consumer sentiment and frontline feedback provide valuable signals not captured in

raw data.

Conclusion: The Significance of Opinion-Driven Forecasts

In the complex landscape of business forecasting, relying solely on quantitative models can sometimes lead
to incomplete or outdated predictions, especially in environments characterized by rapid change or
uncertainty. This is where methods that incorporate opinions—such as the Delphi Method and Executive
Judgment—prove invaluable. They enable organizations to tap into collective expertise, consumer insights,

and managerial intuition, enriching the forecasting process.

Ultimately, the most effective forecasting strategies often blend quantitative data with qualitative
judgments. By doing so, organizations can achieve a nuanced, adaptable, and forward-looking outlook that
supports informed decision-making and strategic agility. Whether through structured expert panels,
executive insights, or consumer surveys, leveraging opinions remains a cornerstone of comprehensive

forecasting in today’s dynamic markets.
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