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About Us

third brain studio, llc specializes in 
qualitative user experience research 
primarily for the hi-tech and health 
care industries. Well executed 
research can transform an 
organization’s understanding of its 
customers and help your team create 
compelling experiences. We create 
teams specifically for the needs of 
your project.  

A patient being interviewed about medication compliance 

shares how he takes his insulin.
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Bios
Janna C. Kimel is the Chief Experience 
Officer and has been practicing 
design and design research with a 
focus on accessibility, high tech and 
health since 1991. Her work focuses 
on performing well executed 
research to transform an 
organization’s understanding of its 
customers and create compelling 
experiences.

She has consulted with innovative 
companies such as IDEO, Ziba, and 
Herbst Lazar Bell and health care 
companies including EnteroMedics, 
Providence Health and Services and 
Blue Cross Blue Shield. Janna spent 
several years working with Intel’s 
Digital Health Group where she was 
part of research and development. 
Janna has published journal and 
conference papers on medication 
compliance, motivation, user 
research and wearable technology. 
She holds a master’s degree in 
industrial design from Georgia 
Institute of Technology.  

Dave Glaze is a Marketing and Sales 
Professional based in Portland, 
Oregon.  He has many years of 
experience in the high-tech world, 
having worked for both Intel and 
Texas Instruments.  While at these 
leading companies, Dave gained 
extensive experience with a broad 
array of products, from more 
technical products such as 
Microprocessors, PC’s, and Servers, 
to more  consumer oriented products 
such as Digital Cameras, Digital 
Watches, MP3 Players, Video 
Conferencing Software, and Kids 
Digital Learning Tools and Toys.  

Prior to his high-tech endeavors, 
Dave gained extensive experience in 
Retailing.  And more recently, he 
owned and managed a successful 
150-seat restaurant.  Among other 
activities, Dave now does Business, 
Marketing, and Sales Consulting.

Bruce Weinberg is a senior-level 
advertising and direct marketing 
Creative Director with proven 
successes for various Medical 
Technologies, Health and Wellness 
and Pharmaceutical products and 
services. He started his career over 
20 years ago at Ogilvy & Mather and 
his pedigree includes stints at Y&R, 
Grey Advertising, JWT, and TBWA’s 
Japanese affiliate K&L. His unique 
ability is to develop a brand 
personality through world class 
marketing communications that are 
compelling, cost-efficient and prompt 
a definitive call-to-action. He has 
extensive experience in marketing 
medical technologies, such as spinal 
implants, aesthetic and optometry 
lasers, cardiovascular products and 
diagnostic devices. 

In addition, third brain studio has 
graphic designers, video editors, 
industrial designers and assistant 
researchers to round out any team as 
needed. 
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Past projects conducted for:



confidential © 2010 All rights reserved

Project Outline

Based on an introductory conversation, the following pages outline places where your company may 
benefit from research and additional services provided by third brain studio.

We can provide research to support the development of an e-commerce web site focused on products 
for health and aging. 

Support may include

Vendor research

User research

Purchaser research

Stakeholder research

Product research

All research results in actionable information or guidelines that will inform next steps. 
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Expertise

We have a passion for people. 

What motivates each individual to do what he or she does? 

What is their passion? 

What are their goals? 

What gets in the way of achieving their goals? 
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Research Options

Interviews

Interviews – People are asked to 
come to a particular location and 
conduct a series of interviews of 
the course of a few days. These 
semi-structured interviews give 
insights to a persons, values, 
motivators, thoughts and feelings 
which inform how, when, why 
they engage with a particular 
product or service. 

Contextual interviews - To learn 
more about users, vendors or 
stakeholders, it is often valuable 
to interview them or observe 
them in their “native”
environment. Cues from the space 
and the way it is used, other 
people and objects in the space 
often give a more comprehensive 
view of a use can than in a lab or 
office. 

Focus Group Facilitation

Get 6 – 10 people in a room and what 
can they tell you? A lot – depending 
upon what you do with them while 
they are there. Utilizing conversation 
and participatory design methods, 
focus groups can be valuable to help 
set direction and understand where 
the value of your product or web site 
lies. They give insights into values, 
emotions and beliefs.

User Testing

Once software, products or web 
sites are in development, it is 
valuable to get them in front of 
users early and often, making 
iterative changes along the way. 
Testing can be done with items of 
various fidelity from a mocked up 
product to static PDF or JPG 
images that allow a user to have 
the sense of a web site before it is 
fully coded and developed. 

Observation/Shadowing

Watching and following users, 
stakeholders or vendors helps to 
uncover unknown issues, needs, 
wants, successes and failures. It is 
a way to capture complex issues 
that may not be articulated in the 
average interview

A participant in her home during a 

contextual interview sharing the location 

for typical laptop usage.
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Research Tools

Write a Eulogy

To better understand the value of a 
product or service, participants are 
asked to write a “eulogy” thinking 
how it would feel if it was removed 
from their life. 

Collaging

Gathering insights on values, beliefs 
and behaviors is often best supported 
by hands-on activities. Creating a 
collage gives visual representation to 
a participants thoughts. 

Play-Doh

Similar to the collaging technique, 
using this childhood medium allows 
people to have fun and give form to 
their ideas that may be difficult to 
articulate. It helps to share both 
abstract and concrete thoughts. 

Participatory Design

By using images, or materials or 
words, users are asked to engage in 
various exercises to more deeply 
explain their experiences. 
Participatory design is valuable in 
that it takes an individual out of the 
“thinking” space of a traditional 
interview and with a hands on 
engagement encourages a “feeling”
more conversation as well as 
providing visual evidence of their 
thoughts.  

Cognitive Maps

Participants use various media to 
show how they think of an item, a 
space or a system. This gives insights 
to what is top of mind for a user. 

. 

This diary page included a cognitive map for a 
game controller research study. 
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Research Tools

Scenario Building/Storyboarding

Storyboards provide a quick but 
effective, way of communicating 
design ideas. They allow team 
members and other stakeholders to 
give more meaningful feedback. 
Rapid iterations of the storyboards 
allow the team to come to clear, 
actionable decisions about task flow, 
taxonomy, and design direction well 
before any of the more expensive 
implementation activities begin. 

Storyboards serve as an inexpensive 
and extremely effective tool to begin 
multiple design and development 
activities What is the story of a user, 
a customer a partner? How will they 
access and use your site? How will 
distributors and suppliers factor into 
the flow of business? 

EXAMPLE: Storyboards are 

successfully used to show how a 

future product might work in a 

larger system.

Card Sorts

Images may trigger responses           

differently than questions. Sharing   

photos related to the topic at hand 

may inspire a line of conversation 

not considered in the written 

questions.  It can also be used to 

prioritize information.

A card sort was conducted to understand the 

value of various parts of a personal health 

record

Diary Studies

By asking people to participate in a 

“take home” activity prior to an 

interview, participants are given ample 

time to reflect and track behaviors and 

activities. This is often coupled with  a 

photo diary to effectively capture 

environment or emotions.

A diary study was used to find out about the 

behaviors and motivations of women over 50 

who take medication for osteoporosis. 



confidential © 2010 All rights reserved

Deliverables

Results can be delivered in many forms.  

Internal Use: Power point presentations, thorough documentation, video, developer guidelines, design guidelines, concept 

sketches, wireframes

External Use: White papers, magazine articles, presentations for speakers
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Deliverables

Personas

“Personas are the types that describe 

the various schools and observed 

behavior patterns among your 

potential users and customers,”

describes Kim Goodwin of Cooper 

design. 

These descriptions can help your 

team understand the goals, the 

challenges, in the priorities of your 

end-user.
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Research Options

Pricing

It is difficult to price research before 
it is scoped. Some parameters to 
keep in mind:

Cost is affected by:

Number of participants

Amount of travel required for 
researcher(s)

Site rental to conduct research

Type of report out or deliverable

Secondary research is less expensive 
than primary research. 

Research in a single location is less 
expensive than traveling from site to 
site – that is interviews where the 
interviewer is in one location and 
participants come to her are less 
expensive than visiting participants in 
their homes or offices. 

After asking elders to place medication 
reminders around their homes. We 

returned to find this one by the kitchen 
sink…right next to the lighter fluid!.  
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For more information contact: 

Janna C. Kimel

Chief Experience Officer

third brain studio, llc

1111 East Burnside #304

Portland, OR 97214

www.thirdbrainstudio.com

jannak@thirdbrainstudio.com

503-200-0099

When asked, “What motivates you to do your physical therapy?”
This diary study participant took a photo of his biking clothes 

and bike shirt which remind him he is anxious to get riding 

again.


