
Cocktail:
Seasonal favorite Rudolf’s Red Nose - vodka, rum, and 
raspberry juice, with a fresh raspberry for the nose

Restaurant:
Joan’s on Third–an extraordinary epicurean emporium– 
everything in a recent delivery basket from this Los 
Angeles delicatessen was absolutely delicious!

Book:
The Invention of Wings by Sue Monk Kidd. Gripping 
historical fiction set in Charleston and Philadelphia 
during the early days of the abolitionist movement

Music:
Sara Bareilles. Gorgeous voice, great songwriting, 
amazing piano playing–she does it all

Snow:
Boston, of course!

Sweet treat:
Molasses Clove cookies from Dancing Deer Baking 
Company in Boston  

How we have helped our clients
We are happy to report once again that we have been very 
busy here at Helical Research! Here are a few examples of 
how we have helped our clients since the last edition of  
The Helix…

• Measured key performance indicators and brand energy/
passion for organizations with customers in the US, Europe, 
and Japan

• Tested the extent to which an  
ad campaign targeting specific 
US markets moved the needle on 
brand awareness and perceptions

• Explored attitudes, perceptions, 
and behaviors among financial 
professionals regarding specific investment vehicles and 
associated communications materials and tools

• Traveled across the country with best-in-class videographers 
in order to capture top-quality video footage from focus 
groups to really bring participants’ perceptions to life

helical
 he·li·cal \’he-li-kel

Or you can be helical–
always learning and improving, but never 
forgetting what has worked well in the 
past…and always moving forward in a 
positive direction
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What‘s on deck for the next few months?
• Quantitative research in the US and Europe
• Concept, messaging, and packaging testing for a new  

client in the food and beverage sector
• Potentially spending some time in client store locations  

in Europe

WHAT DOES HELICAL MEAN?  
...and how do you pronounce it*?

We are often asked what our  
company name means, and  

we love to tell the story!

Think of it this way…you  
can do research in  

different ways:

You can be linear–
always pushing ahead and 
trying the latest and greatest 
technique, never holding on 
to anything from the past

You can be circular–
focusing too much on the 
past, always coming back to 
what you know, and never 
gaining any ground

*
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• Express consent–when a company 
expressly asks if they have permission 
to contact someone via email.

Up until July 2017, implied consent 
will be enough to allow marketers to  
communicate with consumers in 
Canada. After this date, they will have 
to obtain express consent.

CASL has an impact not only on 
marketing, but on market research. 
Conducting online research using 
client-supplied lists has become  
much more difficult, and we are likely 
to rely more and more on opt-in 
consumer panels for research in  
Canada going forward.

Do you do business in Canada?  
Read on…
If you’re a marketer with customers 
in the US, you probably know about 
the CAN-SPAM act of 2003, which 
sets standards for how companies can 
communicate with their customers via 
email. But did you know that similar 
(and, in fact, more stringent) legislation 
has been put into place to protect our 
neighbors to the north?

In July of 2014, CASL (Canadian Anti-
Spam Legislation) went into effect for 
companies doing business in Canada.

In sum, CASL requires companies–
regardless of where they are located–to 
obtain consent before communicating 
with consumers (whether or not they 
are current customers).

There are two kinds of consent:
• Implied consent–inferred because of 

an existing relationship a company 
might have with someone (e.g., a 
purchase or account transaction). 
With an existing relationship like this, 
companies have implied consent to 
contact these individuals via email.

We’ve recently discovered that market 
researchers may in fact make the best 
wedding planners!

Charley’s stepdaughter recently got 
married. During the celebration, 
several guests remarked, “this event 
has run like clockwork–who was the 
wedding planner?” Well, this was a 
very DIY wedding, and Charley was 
the wedding planner! All of these years 
planning vehicle clinics, hundreds 
of focus groups, and in-store/�offsite 
interviewing schedules really paid 
 off…all that remains is for us to send 
out a guest satisfaction survey!

Helical Research—� 
Wedding  
Planners?

Quant Corner 
What is the Impact of Sample Size on Margin of Error?
If you’ve ever seen the results of a public opinion poll, you’ve  
probably noticed the publishers citing the margin of 
error for the poll. The margin of error represents how 
close the findings from the sample are likely to match 
what you would see in the marketplace as a whole.
Let’s say you see a poll showing that 75% of Americans 
prefer broccoli over kale, and the margin of error is +/- 
4%. This means you need to add a +/- 4% range on both 
sides of the 75%. In other words, the publishers of the 
poll are saying that if you were to ask the entire American 
population, they would be 95% sure that somewhere 
between 71% and 79% of people would say they prefer 
broccoli over kale.

Margin of error is like a golf score - the lower the better. 
The larger your sample size, the lower the error.  That 
said, there comes a point where the benefit levels off, 
and you won’t get much more bang for your  buck by 
adding more sample. 400 is often seen as being a “magic 
number” in this regard.

When thinking about sample size, it is important to keep 
in mind that it’s not just your total sample number that is 
important – you also need to think about key subgroups 
you might want to explore. For example, if we are surveying 
women age 25-34 who exercise regularly, we want to make 
sure we have enough of this total viable marketplace to look 
at. But if our client also wants to look specifically at women 
25-29 who use elliptical machines, then we need to make sure 
we have enough of that particular subgroup within our total. 

Sample size (within a universe of 25,000+)

Helping you make sense of it all

Charley Hajduk (charley@helicalresearch.com/714 907 0898) Becca Kornet (becca@helicalresearch.com/508 242 3545)

www.helicalresearch.com


