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The busy pace has continued here at Helical 
Research! Over the past six months, we have…

• Moderated multiple qualitative initiatives, including in-person 
interviews, telephone interviews, and focus groups

• Conducted a variety of quantitative surveys, focused on 
brand awareness, usage, and tracking; satisfaction; 
experience; and drivers of account closure

• Interviewed an incredibly wide range of individuals:
– Consumers: recent college graduates, investors, tourists, 

fashion purchasers, cyclists
– Financial professionals: commercial lenders, financial 

advisors, retirement plan sponsors, investment 
committee members

– Other professionals: real estate developers, 
manufacturers, office administrators, contractors, 
consultants, architects, interior designers, 
decision-makers at non-profit organizations 

What We’ve Been Up To Spotlight on Qualitative 
Research Facilities–
Ascendancy Research, Minneapolis

For years we have not had reason to travel to 
Minneapolis for focus groups–and then we had two 
opportunities to do so in just one month! When we 
were done, we wondered, “why didn’t we do this 
sooner?” Ascendancy Research is a gem. The 
living room setup in the focus group room is the 
best we have seen–big, comfy armchairs, 
well-placed side tables, and plenty of refreshments. 
The client back room is very spacious and stacked 
with all kinds of goodies. Most importantly, their 
recruiting and project management really stand 
out–100% show rate, respondent profile grids that 
are on-point and accurate, a recruiting team we 
actually got to meet, and a “can do–let’s get it 
done!” attitude. We can’t want to go back again.

Helical Supports the Pan-Mass Challenge 

We are proud to be financially supporting our longtime colleague 
Alex Brooks, Managing Partner at Brookmark Research, as he 
cycles in the 2016 Pan-Mass Challenge (PMC). The PMC has a 
variety of routes available, with the longest one being a two-day 
bike ride from Sturbridge in Western Massachusetts all the way to 
Provincetown at the very end of Cape Cod. The PMC raises more 
money for charity than any other single event in the country, and has 
raised more than $500M since its inception in 1980. On the receiving 

end of this support is the world-renowned 
Dana-Farber Cancer Institute in Boston 
through its Jimmy Fund. Money raised 
by the PMC funds more than half of the 
Jimmy Fund’s annual revenue. We are 
proud of Alex’s commitment to the PMC–his team 
has been participating since 2006–and we wish him 
luck on his ride!



Wine:
On a recent trip to Tampa, FL, we went to Eddie V’s and 
spotted a South African Chardonnay that took our fancy. 
Indaba Wines are “sustainably grown and superbly 
crafted” and we love them…not only do they taste great, 
but they are very well priced!

Restaurant:
STACKED–a new concept in restaurants, where diners 
order via iPad and build their own burgers, salads, and 
burritos. From a market research perspective, it is 
fascinating to watch how long it takes for people to 
build their own meals, how creative they can be, and
 how high the burgers can get! The use of iPads is 
super-smart–at the tap of the screen, diners can order 
drink refills, indulge in desserts to take home, and pay 
or split the bill. Five locations in Southern California.

Adventure:
Zip lining at the Princeville Ranch on the North Shore 
of Kauai, HI. Incredible views, hilarious guides, and a 
whole lot of fun. Lose your inhibitions and give it a 
whirl–it’s worth every penny!

Book:
For fans of dystopian novels (yes, these are technically 
young adult books but believe me, they are read by 
adults too!), we recommend The Testing series by Joelle 
Charbonneau. These books are a kind of mashup of the 
Hunger Games, Maze Runner, and Divergent series.

Music:
Adele. ‘Nuff said.

Hotel:
JW Marriott, Minneapolis. When we travel, we like to have 
things to do close to the hotel where we are staying. 
What could be better than the Mall of America? The JW 
Marriott is a beautiful, brand new hotel attached to the 
Mall. And it’s not just for shopping–we got in a five-mile 
walk doing our window shopping on a recent visit!

Movie:
Room.Based on the book of the same title by Emma 
Donoghue. A dark, deeply moving, and ultimately 
hopeful story. Without giving too much away…it is a story 
of a mother who, in order to shelter her son from the 
unimaginably terrible circumstances they are both in, 
creates an alternate reality which brings her son 
happiness and joy. An amazing concept to consider.

PICKS
O PTQuant Corner 

Data Weighting–A Primer

What is data weighting? 
It can sound like a complicated 
idea, but it is often (though 
certainly not always!) relatively 
simple in practice. The idea of weighting is to make sure the 
sample of respondents in a quantitative survey is 
representative of the population we are trying to talk about.

Here’s a hypothetical example. Let’s say we are doing a 
study for a casual dining restaurant that is visited by 50% 
men and 50% women. When we conduct our survey, we end 
up with and end sample that is 60% men and 40% women. 
What is the problem with this? Why can’t we just have more 
men and fewer women?

• If men and women do the same things and think the 
same way, then it’s not a problem.

• But what if they have very different perceptions or 
behaviors when it comes to eating out? In that case, 
if we don’t make adjustments the end sample will not 
be reflective of reality.

So what’s to be done? This is where data weighting comes 
in. We compare the percent of each group we actually get 
(60% men and 40% women) to the percent of each group we 
know to be in the viable marketplace for this hypothetical 
restaurant (50% men and 50% women). We then divide the 
“known” percentage by the “actual” percentage and–
le voila! - we have our weights.

Men

Women

60%

40%

Actual
% of survey 
respondents

Known
% in the viable
marketplace

Weight
Known ÷ Actual

50%

50%

.83

1.25

These weights are then applied to the individuals in each 
group. In this case, each female respondent is up-weighted 
by 1.25 - meaning each female’s results count for 1.25 of a 
person, rather than 1 person. Each male respondent, on the 
other hand, is only counted as .83 of a person (sorry guys). 
This allows our total sample to be reflective of what is 
going on in the real world as we understand it.

Thanks for reading The Helix. We hope you 
found it informative and at least a little bit fun.
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