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LATIN AMERICA ON THE RISE ey

Jind COLLING ON GOOD TO GREAT

DEMDGRACY, STABILITY AND THE EG DNDMY : What makes o company stand out




SHITQF THE B

LUIS ARNAL

Behind

the scenes

S

Why the job of a waiter in a restaurant
is analogous to the insights department

of an organisation.

hen | was a teenager,

| worked as a waiter in a

restaurant and realised

how hard that job is. The
miost important lesson was understanding
the difference between a good waiter
and a lousy one like myseall,

Successful waitars raalise they
cannat anly be the interface between
the customar and the kitchan; thay can
also recommend dishes, influence manu
combinations, check the quality of
dishes and aven be involvad in the
cooking, Many of these additional roles
are invisible ta the customers;

| eften sense business peapla think
af insiohts departments as the people
whio connect business decisions with
customers, but not the onas with tha
zkills or position to influence strategic
decisions. Today, believing that market
research is just a function in the overall
business iz as outdated as thinking that
a waiter anly passes orders to the
kitchen, Its what goes an behind the
scenes that counts,

THE REAL VALLUE

Hawve we market researchers been too
busy specialising in our practice and
disseminating the right approach to
rasearch, and lost sight of the real value
af aur wiork? 1sn't it time to focus less on
the way we do research (delivering more
plates more guicklyy and spend more
time thinking about what our customers
really want from us dmproving the
restaurant experience)?

Market research is a means to an
and, not anend in itself Most of our
clients don't want te do research; what
they want is to have more suceessiul
products, services and brands, To halp

tham, we need ba act more as innovators.

Tha future of research will depend an
frewy wisll we accomplish this, We need
to complement traditional research
thinking skills with new thinking skills =
not coincidentally; mast of them coms
Frarm the warld of design,

MNEW THINKING

Understand the difference between
knowledge and empathy. We fesl
proud to be regarded as the voice of
the customer, but how much of this

i5 just channeiling customer input and
how much 15 really feeling ermpathy
for the customer? We need to make
sure the company has an emotional
attachment with its custormaers, Empathy
goes heyvond custamer knowledge,

Use the past (what is) to envision
the future (what ought to ba).
Researchers often discover the
present based on past behaviours
and are wary of speculating about the
future because thara is no evidence
ta kack our arguments. But in an age
where innovation belongs to those
who understand where we are gaing,
researchers are best placed to help
others see what's ahead, We need to
help others anvision the future based
on what is there today,

Combine Intuitive and analytical
thinking. Researchers are raticnal
thinkers and usually deduce the fruth
fram observable facts, The scientist
inside us often reprimands our feelings
ta respect the unbiased truth, However,
a growing body of research sugoests
that crugial decisions in businass and
innovation are ematicnally, net rationally,
drivan, Defanding curintuition to
analytical business thinkars will lead to
hetter results and higher appraisal of
ourskills inside innovative companies,

Support divergent thinking. Client
research budgets usually focus on
convergent evaluative thinking to narrow
down available cptians, reduce tha
uncertainty of decision-making, validate
existing assumptions cr track the status
of the business. This satisfies clients
focusad on operations, but not those
who work Lo define the future,
Exploring, discovering and identifying
cpportunities is.equally important and
we have a responsibility to support
divergent thinking and add more value
throughout the innovation process.

It's time to recognise that the best
waiters gre those who don't imit
thermselves Lo delivering dishes and
checks = becoming immensely valuable
to the best restaurants. W
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