
Thank you

For all the referrals that we have been receiving. We truly appreciate our current clients taking the time to refer us to their friends 
and colleagues.
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How We Have Helped Our Clients

Here at Helical Research, we’ve been 
very busy since the last edition of the 
Helix went out!

Over the past several months, Helical 
Research has helped clients…

• Better understand their brands, by track-
ing key performance indicators, energy/
passion, and perceptions; identifying 
core brand equities and understanding 
the practical and emotional meaning 
behind them; mapping the competitive 
landscape; and discerning differences 
between consumer and B2B audiences

• Assess response to new product and service 
concepts, in terms of interest, likelihood to 
use, benefits, drawbacks, and ability to deliver 
against unmet needs

• Optimize language used in communications, 
by identifying what  is most relevant and 
motivating, misunderstood, superfluous, or in 
need of an overhaul

• Explore the decision processes their 
customers and clients follow, by mapping  
out consumer purchase decisions, identifying 
key influencers, and profiling standards and 
protocols within a B2B environment

Helical Top Picks

Movie – Blue Jasmine – not only for Cate 
Blanchett’s performance but also for the 
display of high-end fashion 

TV/Netflix exclusive – House of Cards (US) – 
Kevin Spacey is outstanding, especially with 
that Southern accent

Restaurant – The Playground in downtown 
Santa  Ana – genius menu, wonderful service,  
freshest ingredients

Book – Conscious Capitalism by John Mack-
ey and Rajendra Sisodia – one of the most 
compelling business books we’ve read in a 
long time

Vacation Spot – British Virgin Islands – charter a 
sailboat from The Moorings on Tortola and take it 
from there!

Music – Lorde – 17-year old New Zealander with 
a down-to-earth personality, funky voice, and 
creative songwriting mind

Cocktail – Raspberry Rosemary Cosmo at Ruth’s 
Chris – Absolut Raspberri Vodka, Cointreau, freshly 
squeezed lime juice, cranberry juice, muddled 
raspberries, and fresh rosemary

Hotel – The St. Regis, San Francisco – ultimate luxury

We read an interview with Kyle Nel, the 
Director of Lowe’s Innovation Labs, in 
an issue of the AMA’s Marketing Insights 
magazine. In the interview, Nel outlines 
what is most important to him as a buyer 
of market research, and the one thing 
that rises to the top is partnership with 
the agencies he works with. He praises 
pushback from his market research 
partners, saying it demonstrates their 
commitment to best serving his needs 

rather than just trying to boost their own sales.  
(Source: AMA Marketing Insights, Summer 2013)

At Helical, we strive to be just that kind of 
partner to our clients. We always put our clients’ 
unique needs at the forefront, and everything 
we do is in service of their objectives. We 
love our clients and the organizations and 
brands they represent – enough so that we 
understand the critical importance of asking 
those tough questions when we need to. We 
also spend a lot of our time asking ourselves 

tough questions. We are extremely 
picky about what we produce 
for our clients – from a proposal 
through to a final report – because 
we understand that dogged atten-
tion to detail ultimately leads to the 
most trustworthy and actionable 
results for our clients. Some might 
call this tough love, or tenacity, or 
chutzpah…We like to think of it as 
being a great partner.

Striving to be a True Partner to Our Clients



While we have been traveling around, we 
have noticed a proliferation of new and in-
teresting products available in channels 
you might not expect. We’ve seen cupcakes 
available via ATM and skincare products sold 
in a pink vending trolley. The one that met our 
needs perfectly just recently was a vending 
machine selling “Rollasoles” – the roll up, fold 
up, slip on flat shoes – just the ticket when 
you can’t stand walking in your high heels 
one minute longer!

Fun Facts from Helical’s “Being 40” Survey

We asked respondents to describe their life overall up to now using 
one of the following images. The most common description is a messy, 
squiggly line, but after that one, 40 year olds in the US seem to choose 
more positive trajectories than their counterparts across the pond.

A few interesting financial facts among  
40 year olds in the US:

• 59% have an employer-sponsored retirement plan such as a 401(k), 31% 
have an IRA, and 13% have a college savings plan such as a 529

• 40 year old men are more than twice as likely as 40 year old women to 
have a financial advisor (21% vs. 9%)

Spotlight on Focus Group Facilities

When you agree to conduct focus groups in 
Chicago in late January, you are prepared to 
bundle up, but -7 degrees with wind chill making it 
feel like -20? That was just too cold. But we received 
a super warm welcome from Survey Center Focus, 
which made a big difference. Their staff is very 
friendly, professional, and organized. The venue is 
so inviting, it really feels like home – with everything 
from hot chocolate with marshmallows to the 
great living room setup that they have. The 
in-house tech guy is great, the client services 
team is very accommodating, and the recruiting 
is first-class. What a great experience! We can’t 
wait to go back, but next time we hope it will be a 
little warmer outside!

First Kiss

Did you see the “First Kiss” YouTube video that went viral? Did you know it was an ad? 

Los Angeles-based clothing designer WREN spent about $1,500 to produce a video on 
YouTube featuring twenty strangers who were asked to kiss for the first time. The video 
is quite sweet and fun to watch, but it never mentions the brand. Although a few of the 
people in the video are wearing WREN clothing, this fact is certainly not obvious when 
watching the video. The company name is not included in the video itself, which as of 
this writing has gotten over 77 million views. While this may not necessarily be the new 
face of advertising, it definitely makes us think about how the idea of advertising – as 
with so many other elements of the purchase decision process – continues to evolve.

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, MD

508-242-.3545
becca@helicalresearch.com

Creative Uses for a Paperclip

When recruiting for qualitative research, we often ask potential participants to answer a somewhat unusual 
question to find out how creative they are. Lately we’ve been asking “what would you do with a paperclip – 
other than clip papers together?” and we’ve seen some interesting answers. Some of our favorites:

• Pick a lock (we were amazed – and 
a little bit frightened – by how many 
people mentioned this one!)

• Bookmark
• Fish hook
• Key chain

• Open a package
• Make a pattern in Play-Doh
• Close a chip bag
• Pit cherries
• Hang a Christmas ornament
• Scratch a lottery ticket

• Money clip
• Small antenna for electronics
• Clean something – a keyboard, 

a garlic press, or even your 
nails (ick!)


