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Abstract:

Purpose: The main purpose of this paper is to explain the effects of
dynamic capabilities (called DC), strategic foresight (called SF), and
organizational learning (called OL) through a systematic review and
bibliometric analysis that has been investigated. The analysis of "the
possibility of integrating strategic foresight and organizational
learning in the framework of dynamic capabilities" and deep and
academic attention on "dynamic capabilities” is in this way. To
strengthen their competitive power, organizations must address these
changes by adjusting existing capabilities or acquiring new ones.
Meanwhile, "strategic foresight” provides valuable information and
insights about future developments or changes in the organization's
business environment. After that, "organizational learning" integrates
the information gained into the strategic planning process. Since
organizations cannot use new information to make new decisions
without learning, it seems very important and vital to include the
concepts of "strategic foresight" and "organizational learning" in the
framework of “"dynamic capabilities”. This report presents a new
approach to linking these concepts and operationalizing the "dynamic
capabilities” framework. One of the operational applications of
dynamic capabilities is to improve performance and maintain the
organization's stability.
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