
September 2014 marks the second 
anniversary of Helical Research. 
We have loved working with such 
a great group of clients, vendors, 
and partners, and we like to think of 
ourselves as a breath of fresh air in 
the market     research industry.

Along these lines, we hope you enjoy 
our small token of appreciation!

        the  
helical research inc. 

newsletter

We thought you should know that 
we have been fashionistas since 
our earliest days, as you will see in 
our pictures!

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

Charley Hajduk, CEO
714.907.0898
charley@helicalresearch.com

Becca Kornet, Managing Director
508.242.3545
becca@helicalresearch.com
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WHAT WE’VE BEEN UP TO SINCE THE 
LAST EDITION OF THE HELIX

As usual, we’ve been busy! Here are a 
few highlights:

We have had a particularly good time 
working with our clients in the retail and 
fashion space:

• Traveling across the country to  
speak to customers in the research 
facility, at home, and in the store

• Exploring entry of a brand into  
new markets

• Testing ideas for line extensions  
and channel expansions

• Attending a fashion preview

Once again, we are thrilled to be able 
to provide pro bono research services 
to a client. This year, we are working 
with the NYU Law School Magazine. 
We have helped them with survey 
development, and look forward to 
taking a look at the findings later in 
the fall! Another piece of very fulfilling 
work was consulting with a client who is 
making a big difference, empowering 
artisans in Africa.

What else have we done over the past 
six months?
• Conducted research in the US, 

Canada, and Europe; we’re looking 
forward to some research in Asia 
we have planned over the next 
several months

• Interviewed shoppers, investors,  
advisors, plumbers, small business  
owners, and office managers - just 
to name a few

• Participated in the process of  
helping a client navigate through a 
major rejuvenation of their brand

• Brought segments to life using  
qualitative research

• Tested concepts for new products 
and services

• Optimized advertising copy 
and creative and measured the 
effectiveness of those ads

ALS ICE BUCKET CHALLENGE… 
AND MORE

We are very pleased to have supported 
research into ALS by having buckets 
of ice water thrown over us by family 
members, plus making donations to this 
worthy cause. It’s quite amazing to see 
how much money can be raised, and 
to witness the delight on faces of the 
bucket tippers as well as the range of 
reactions from the recipients. 

The same weekend as we were 
dunking ourselves, we also made 
a charitable donation to the Make 
A Wish Foundation, San Diego. We 
attended a very cool event called 
“The Tuna Challenge,” where fishermen 
competitively fish and then bring back 
their catch (plus others caught and 
frozen over the previous year) and 
have a huge BBQ. We look forward to 
following up on the wishes we have 
helped come to fruition.

THE OTHER SIDE OF ADVERTISING

We do a lot of ad-related research, 
but now we can say that we have 
been able to see the other side of 
the ad world! Becca, our Managing 
Director, was recently asked to be  
the face of an ad campaign for a  
new cancer center outside Boston.  
She spent an exciting day that 
included a professional makeup artist, 
an amazing photographer and his 
crew, and multiple locations for the 
photo shoot and video interviewing. 
The ad campaign includes print, video, 
direct mail, and…a billboard! If you 
happen to be in MetroWest Boston this 
fall, check it out!

Cocktail: Raspberry Lime Rickey, best 
enjoyed overlooking the water at the 
Harbor Lounge in Provincetown, MA

Restaurant: Delius in Long Beach, 
CA, right around the corner from the 
airport - add in extra time pre-takeoff 
and treat yourself to dinner here!

Book: The Husband’s Secret by Liane 
Moriarty — a thought-provoking page-
turner

Music: Ingrid Michaelson — smart, witty 
songwriter with a sweet, sweet voice

Activity: Hot air ballooning — what 
a wonderful experience to be up in 
the air so quietly drifting around. The 
landing was fun and the celebratory 
champagne finished the trip off nicely!

Destination: Pebble Beach, CA —     
especially when the Concours 
d’Elegance is in town!

Hotel: Waldorf-Astoria in Chicago — a 
dip in the pool is like a visit to a Zen spa…

SPOTLIGHT ON VIDEO EDITING

From time to time, we are asked to put 
together a presentation of video clips 
to bring qualitative research findings 
to life. When tasked with this, our go-to 
partner is Tim Billies of CreativePoint 
Productions. We provide Tim with a 
detailed executive summary, a bit 
of guidance, and a whole bunch of 
video, and he comes out with a work 
of art, including headings, music, and 
great effects. And he is very sensitive to 
the needs and cultures of our clients, 
able to put together excellent and 
appropriate work for us from financial 
services to fashion. Thanks Tim for all 
your great work! If you’re in need of 
video editing, contact Tim at tim.
billies@creativepointpro.com.

USING Q-SORT TO ACCOUNT FOR 
CULTURAL DIFFERENCES IN SURVEY 
RESPONSES

We conduct a lot of international 
research. In addition to making accurate 
translations and understanding cultural 
nuances in verbiage, it is critical to 
account for the fact that residents of 
different countries tend to answer surveys 
differently, which can be a big issue with 
rating scales. For example, some cultures 
are “tough graders” and will never give 
anything higher than a 3 on a 5 point 
scale. Other cultures don’t want to 
offend, and will give everything a 5.

There are several ways to work around this 
challenge, typically with a choice-based 
exercise, forcing respondents to rank 
rather than rate brands or attributes. 
Q-Sort is one great way to do this, without 
taking up a lot of survey real estate. 
It is quick and simple for respondents 
to understand and complete, and it 
yields a powerful result, allowing us to 
confidently make comparisons across 
different countries.

As described by Steven Struhl, Principal of 
Converge Analytic, Q-Sort uses a guided 
sorting of items, giving a very clear set 
of relative importance or performance 
scores, even with very long lists, using a 
system of “partial ranking.”

For example, let’s say we needed to 
understand the relative importance of a 
list of 20 attributes. Respondents would be 
asked the following questions:

1. What are the top five most important?
2. Rank these 5 from most to least 

important
3. Of the remaining 15 items, which are 

five least important?
4. Rank these 5 from most to least 

unimportant

The resulting importance or performance 
scores are highly differentiated from one 
another, offering clients extremely clear 
direction on how to move forward.

HELICAL


