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Thank You!
To all our valued clients, partners, and colleagues, we first want to say thank 
you from the bottom of our hearts for helping to make our first six months 
so fantastic!

What we have been up to
We have had a very busy first six months. We’ve always enjoyed having a 
diverse workload, and that has been just the case for us so far. Helical’s 
current client roster includes organizations from several different sectors: 
financial services, business products and technology, food and beverage, retail, 
and manufacturing. Our time has been split between working on a vast array of 
both qualitative and quantitative initiatives.

On the qualitative front, we conducted in-person interviews, telephone 
interviews, and focus groups both large and small–all among a primarily B2B 
audience, including many key decision makers. Our in-person discussions took 
us across the US, and by telephone we spoke with people around the globe.

Our quantitative work has spanned both the B2B and B2C spaces. We have 
surveyed customers, prospects, and our clients’ viable marketplaces at large. 
Findings from these studies have been presented to client audiences up to the 
CEO, and the feedback has been really positive.

CASRO–the Council of American Survey 
Research Organizations–was founded in 
1975. “The Voice and Values” of the 
market research industry, they promote 
a rigorous code of conduct and set high 
ethical standards.

QRCA–the Qualitative Research Consultants 
Association – is a non-profit association of 
qualitative research professionals promoting 
excellence by pooling expertise and creating a 
base of shared knowledge.

The Women’s Business Enterprise National 
Council is the nation’s leading advocate of 
women-owned businesses as suppliers to 
the country’s corporations. We are thrilled
to have recently been officially certified as 
a Women’s Business Enterprise!

Helical

Top Picks
Culinary: Bacon jam at the Omni Hotel, Chicago

Wine: 2011 A to Z Pinot Noir

Hotel: The NoMad, NYC

Movie: Argo (of course!)

Music: fun.

Use of time on an airplane: Catching up on three 
seasons of Downton Abbey

Book: Gone Girl by Gillian Flynn 
(not for the faint of heart!)

Quote: “Doing business without advertising 
is like winking at a girl in the dark. You know what 
you’re doing but no one else does.”– Stuart H Britt

How we have helped our clients
Here are some of the things we’ve helped our clients do so far:

• Optimize communications–we uncovered salient images and language and identified confusing and ineffective language in order to help 
clients make changes before the final copy was produced.

• Fine-tune new product and service concepts–we delved deeply to learn about unmet needs and concerns so that these could be 
addressed in final products/services before they went to market. We tested multiple alternatives to understand winners and losers and 
their associated strengths and weaknesses, so that our clients could focus their energy and assets on those that would work best and 
communicate their benefits.

• Understand brand equity–we mapped out the entire competitive space in terms of key performance indicators, perceptions, and 
behaviors, and identified opportunities to steal share through product development and messaging; all so our clients could have a laser 
focus on their brand identity, with all elements–including product, service, and advertising–in alignment.

Our professional associations
Maybe you’ve noticed the logos on helicalresearch.com–we’re very proud of our professional associations. 

Sources: CASRO.org, QRCA.org, WBENC.org
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Looking ahead
In March, Charley will attend a QRCA workshop entitled “Lessons Learned from Leading 6,000 Groups.” We are also 
looking forward to the WBENC National Conference in June in Minneapolis, as well as the QRCA and CASRO National 
Annual Conferences in October in Southern California. And in 2014, we would love to be able to present at a 
conference – ideally this would be done collaboratively, so if you want to share the spotlight, let us know!

What is on YOUR mind?
What keeps you up at night? What are you and your colleagues talking about in the 
office? Is there a certain generational cohort you wish you could wrap your head 
around? What do you think are going to be the hot-button issues among your clients 
or customers?

While our primary focus will continue to be custom research, we are also about to 
embark on our first Helical-sponsored research project. We want to be able to ask 
the questions that will help you the most, so let us know all those burning questions 
as we put together our survey. Our hope is to craft a survey that will be of interest to 
clients in many different industries.  Stay tuned for more on this!

How are we doing?
As market research professionals, it’s only fair for us to do some research 
on…ourselves. For clients, partners, and colleagues alike, our best relationships are 
true partnerships. It’s important for us to know how you think we’re doing, so 
please let us know. Some questions to ponder…

• How did you like the process of working with us? What worked really well? More 
importantly, what could we have done better?

• For qualitative projects specifically, were there any recruitment or facility-related 
issues we need to be made aware of?

Charley Hajduk, CEO

714.907.0898
charley@helicalresearch.com

Becca Kornet, MD 

508.242.3545
becca@helicalresearch.com

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

Roughly speaking, the margin of error is +/-3% for a 
sample of 1,000, +/-4% for 500, and +/-10% for 100.

According to the Pew Research Center, 67% of online 
adults use Facebook, 20% use LinkedIn, 16% use 
Twitter, 15% use Pinterest, and 13% use Instagram. 
While younger adults (age 18-29) remain the most 
likely to use social media (83% of them do), their 
usage dropped off somewhat in the last half of 2012, 
narrowing the gap between their usage and that of 
30-49 year olds (77%) (Source: Pew Research Center’s 
Internet & American Life Project Post-Election Survey, 
November 14-December 9, 2012)

Becca is a classically-trained soprano who sings 
regularly in her spare time. While Becca is out singing, 
Charley can be found…lobster fishing!

No, our business cards don’t work at Starbucks. But stay 
tuned for something business card-sized from Helical 
that will be a bit more valuable!

Improving survey open rates
With each year, it gets more and more difficult to convince respondents to click on survey invites. What is the best way to cut through the 
clutter? One way is to ratchet up the look of survey invites. Through one of our partnerships, we have been able to create HTML-based survey 
invites that look incredibly professional and increase response rates.

Spotlight on focus group facilities
There are so many elements that go into making a 
great focus group facility experience, and those elements may 
vary for different clients, audiences, and subject areas.

It is important for us to have a deep knowledge of focus group 
facilities, so we do site visits whenever we have the chance. This 
fall we spent a day evaluating seven facilities in Chicago. Those 
that made the top of our list deliver on professionalism, flexibility, 
upkeep, and functionality. One facility in particular stood out to us, 
and it’s a place we haven’t used before – Survey Center Focus. 
They’re a bit off the beaten path, across from the iconic 
Rock-N-Roll McDonalds. Their facilities are very impressive and 
beautifully decorated. The environment is homey and comfortable 
while also utilizing the latest technology. When the right project 
comes along we will try them out and report back.

Fun Facts


