
Your research partner at affordable rates 

 
 

 
 
 
 
Disclaimer: This document has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should not act upon the information contained 
in this publication without obtaining specific professional advice. No representation or warranty (express or implied) is given as to the accuracy or completeness of the information contained in 
this document, and, to the extent permitted by law, Howard Research, Khai Research, its members, and employees do not accept or assume any l iability, responsibility or duty of care for any 
consequences of you or anyone else acting, or refraining to act, in reliance on the information contained in this document or for any decision based on it. 

 

Code: HR01F1WCS008 
 

Newsletter 
What is the difference between marketing 

research and market research? 
 

 
 

 

Marketing Research 

(alternatively, scholarly research in marketing) 

 

 

Market Research 

Always seeks to expand the total knowledge 
base of marketing 

Attempts to solve a particular company’s 
marketing problem (problem-solving) 

For instance: For instance: 
To develop a better method to measure 

trade competitiveness 
To identify trade competitiveness of 

a particular product 
To develop a model for understanding factor 

influencing development of an industry 
To identify the biggest company 

of an industry 
  

 

 

Conventional marketing consultants provide market research 

 
 

 

 

What is wrong with Market Research? 
Nothing is wrong 
But when only basic methods are adopted, it can be dangerous. 

 

 

The most common methods used by the consultants: 
Descriptive analysis (percentage, growth rate, average value, etc.) 
Qualitative analysis (story-telling) 

 
 

 

Advantages of these methods:       
- It provides a quick overview of a situation  
- It’s easy to interpret the results in layman’s terms 
 

 

 

 

Disadvantages of these methods:  
- It overlooks many aspects i.e. outlier, consistency, competitiveness etc. 
- It’s more difficult to interpret the results in layman’s terms, but it’s not impossible 

 

 
 

 

 

Consequences when you are too dependent on the basic methods: 
 

Campbell’s® Souper Combo™ was estimated worth $68million.  
It’s so close to Campbell’s policy: $70million threshold level for a new product introduction. 
Campbell’s® Souper Combo™ was eventually launched, but failed to achieve the target. 
What went wrong in their research (or pre-launch test)? 

Price, repeat purchase pattern, and packaging graphics weren’t tested. 
If repeat purchase pattern was taken into account, Souper Combo™ probably 

would be a $40 to $45 million business. Far away from the threshold. 
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