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Essential oils are a natural alternative, 
especially for health and personal care 
products. Potential users are open to 
trying natural options but are skeptical 
about using essential oils because the 
products are currently presented in 
non-scientific ways. This project makes 
scientific evidence for essential oils visual 
and easy to understand encouraging 
potential users to incorporate essential 
oil products into their busy lives.

BACKGROUND

Using Science To 
Market Essential Oils
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INITIAL INSIGHTS

During GR 600, I decided on my topic 
through self investigation of my core 
values and beliefs. I further conducted 
visuals and explored many visual ideas 
to see which worked best. In module 7,  
I conducted an event where I discussed 
my topic with ten users from my target 
audience. I held three events to ensure  
I had a wide range of users. This stemmed 
three insights I utilized for the rest of 
the semester.

Even though I could not 
use these in Thesis 1, they 
were validated during my 
secondary research.

This is a look at what my 
visual system looked like 
at the end of GR 600.
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SECONDARY RESEARCH

In Thesis 1, the course uses the first half 
of class to conduct different types of 
research on the topic. During each of the 
three sections, I found six key insights 
that helped shape my thesis in coming 
months and semester. 

AH-HA! → 
I did not realize how this 
insight was significant 
until two semesters later.

This is what my visual 
system looked like at the 
midpoint of GR 810. 
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QUANTITATIVE SURVEY

For the quantitative survey, I used the 
data I gathered from my secondary 
research to ask questions to my audi-
ence that I needed answers to. With 
Survey Monkey, I developed a nine 
question survey to find those answers.  
I utilized three demographic questions  
to see how that shaped the results.

I threw in this question to 
weed out those not in my 
target audience.

These are screen pulls 
from the online survey at 
Survey Monkey. 
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SURVEY INSIGHTS

These insights were a little harder to 
discover. Some of the survey responses 
contradicted each other, which I was  
not expected to happen. But the insights 
proved to be very beneficial.
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The interviews were more focused and 
open-ended questions towards a smaller 
pool of participants. At this point in my 
journey, my audience consisted mainly of 
skeptics who did not use essential oils.  
I needed to narrow it down more.

QUALITATIVE INTERVIEWS

These are screen pulls 
from the online survey at 
Survey Monkey. 
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INTERVIEW INSIGHTS

The module content tells you how these 
insights are going to be some of the 
more valuable ones, but these three on 
the right were considered heavily in my 
project. Each one played a minor or 
major role in the deliverables and how I 
approached their design.
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DELIVERABLES STRATEGY CHART

PERIODICAL DROP IN →

Nationally-distributed, quarterly publication 
available for pick up at pharmacies and news 
stands that uses information graphics to show 
consumers the realm of essential oils, not just 
how to use them.

MIC DROP →

Video shorts with memorable and catchy tunes, 
incorporating information graphics and typog-
raphy about the uses of essential oils.

OILING YOUR WAY →

A trial kit providing a variety of essential oils, 
accessories, and tips on how to use them. 

A DROP AT A TIME →

An app designed to provide essential oil 
options based on a mood, changing seasons 
or events (i.e. school, travel, etc.) The app 
also sets reminders in a new font to ensure 
the user follows the task.  

TOPIC →

Promote Essential Oils

AUDIENCE →

People who are open to using natural options 
for health and personal care but are yet to be 
convinced that essential oils work. Busy, work-
ing people of both genders, with or without 
children, between the ages 25-40, who use the 
internet as their main source of information.

INSIGHTS & INFORMATION

STRATEGIES

MATERIALS & DESCRIPTIONS

Consumers suspect essential oil sellers have 
a conflict of interest when they promote the 
benefits of essential oils.

Consumers find it difficult to incorporate 
natural health and personal care products in 
their daily lives.

People need a reason to overlook the cost  
of natural products in order to justify using 
natural products routinely.

Supply balanced, scientifically based, easy to 
understand information to potential essential 
oil users.

Create tools to help consumers diagnose what 
products might be useful for them, and make 
it easy for them to try essential oil products.

Develop communications to remind consumers 
of health issues they tend to ignore and urge 
them to try essential oils in order to treat them.

ESSENTIALLY RESOURCED →

Create a non-profit organization that uses 
information design to give potential users 
scientifically based information about essen-
tial oils. Information is delivered through a 
website and print deliverables that fit into  
a retail environment. 

OUTCOMES →

Using scientific evidence and research to 
inspire potential users to try essential oils.
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MATERIALS MATRIX

Mobile App → 2pts

The simple mobile app is designed to provide 
essential oil options based on the changing sea-
sons, moods or events (i.e. school, travel, etc.)

Functionality → 2pts

→ Calendar with reminders
→ Notifications giving suggestions (based on  
	 season, events, etc.)
→ Filter to select the right oils based on things 
	 like travel, mood, and other requirements. 

Trial Kits → 2pts

Each kit provides a variety of essential oils, 
accessories and tips on how to use them based 
on the type of kit. Each kit contains instruction 
card, bottle(s) and a diffuser.

1 Design → 0.5pt per SKU

→ Workout
→ Sleep
→ Better Health
→ Relaxation 

Website → 2pts

Website acts as a link to other deliverables, 
downloadable materials and overview informa-
tion on the non-profit organization, 5 pages 
and 1 video.  

Functionality → 1pt

→ Home / About 
→ Science (houses videos)
→ Contact 
→ Download App 
→ Order Products

Motion Graphics → 1pt

One informational motion graphic video that 
explains the science behind oils. 

Magazine → 3pts

Quarterly publication showing how essentials 
oils work through the use of scientific graphics 
and articles. Consists of 20 pages and cover with 
a print and digital formats.

Sections → 0.5pt each

→ The Science of Our Health
→ Safety Tips 
→ Seasonal Essential Oil Tips 
→ Essential Oil Testimonies
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TIMELINE

VISUAL SYSTEM

MOD 1 MOD 2 MOD 3 MOD 4 MOD 5 MOD 6 MOD 7 MOD 8 MOD 9 MOD 10 MOD 11 MOD 12 MOD 13 MOD 14 MOD 15

SPRING 2019 → GR 850 → THESIS 3 → REFINEMENT

SUMMER BREAK 2018

WINTER BREAK 2019

FALL 2018 → GR 830 → THESIS 2 → EXPLORATION

↓ ↓ ↓

↓ ↓ ↓

Gather content + start design Roughs + refinements

Gather content + start design Roughs + refinements Finalize

Gather content + start design Roughs + wireframes User testing Incorporate visual system

Submit Refinements Finalize

Review WNM 613 video Refinements Edits Finalize

Start design Refinements Finalize + practice

Create + finish Thesis 2 content Updates from Thesis 3 + refinements Send to printer Finalize

Site map + wireframes Roughs + refinements Build prototype + testing Finalize

Refinements User Testing Finalize

TRIAL KITS → 2PTS

PERIODICAL → 2PTS

MOBILE APP → 1PT

WEB SITE → 1PT

INFO VIDEO → 1PT

PROCESS BOOK

FINAL VIDEO &  

PRESENTATION

PERIODICAL → 1PT

MOBILE APP → 1PT

Refinements Digital Format Finalize
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PROCESS WORK

The amount of process work takes up at 
least three large, spiral notebooks and 
countless space on my hard drive. Some of 
it is legible and some is chicken scratch 
that makes sense only to me. 
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TRIAL KITS

These kits were the most difficult items 
to design. I originally tried to make them 
as a cylindrical package, but half way 
through the semester, I realized that the 
size was just as big as making them into 
a box. I ended up reconfiguring the kits 
to make them more functional. 

First sketches of the kits 
where I chose to do the 
cylinder over a box.

The left was too wide, but 
I liked that it looked like a 
centrifuge. I decided to 
stack the vials over the 
mini diffuser (right).

These were the first ideas 
I had for how the designs 
could wrap around the 
tube. The visual system 
was still getting worked 
out at this point in time. 
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These were the mockups 
I made to establish size 
and measurements. This 
disproved my initial idea 
that this is smaller.

This is the sketch and 
the new mockup of the 
trial kits that ended up 
as the final result.
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MAGAZINE

I realized very quickly how little I knew 
about magazine design. My first draft 
was a bit of a nightmare with not a lot 
of direction. Luckily, the magazine is 
small, and I quickly adjusted the design.

Progression of covers. 
These are the three 
covers prior to the final.
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DROP ICON

Once I figured out the project’s name and 
had the rough wordmark, I knew I needed 
to jazz it up. The “o” in drop changed into 
an oil drop, but finding the right look for 
the drop took many weeks to find.
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LOGO CONCEPT

The logo needed to portray an element 
of trust—like the trust the target audi-
ence looks for with scientists. But at the 
same time, the logo needed to not look 
boring and scientific. The font invites the 
audience in towards the abstract drop  
to learn more about the organization.

The stacked words look 
like the periodic table Uncovering the Healing  

Elements of Essential Oils



A DROP OF SCIENCE BRANDING GUIDELINES ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) )) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) )44   45 

LOGO ANATOMY

The logo consists of the brandmark made 
out of an organically drawn oil drop that 
replaces the letter “O” in the word drop. Brandmark

Wordmark

Tagline

Signature

Uncovering the Healing  
Elements of Essential Oils
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LOGO CONSTRUCTION

The logo is constructed based off the 
value of x, which is the logotype’s leading.
The letters are 3x, while the spacing is x 
between the rule and tagline.

The brand mark is made 
from using a mixture of 
vanilla and food coloring 
and hand drawing the 
drop using a brush and 
dropper. Once it was 
perfect, I added flaws to 
it for texture and to 
mimic the other stains. 

Next, it is dried in the 
oven at 200°. Once it is 
dry, it is scanned at 600 
dpi for digital editing.

The background is erased 
in Photoshop and then 
colorized where the main 
part of the drop matches 
the brand’s blue color. 

0.3x

Uncovering the Healing  
Elements of Essential Oils

 0.3x

0.3x

x

x

x

x

0.3x

0.3x

x
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LOGO CLEAR SPACE & SIZE

The clear space is defined by the height 
of the letter “A” from the logo around the 
signature or without the tagline. 

The minimum sizes are listed beneath to 
ensure readability throughout application. 

Minimum size 0.5” (12.7 
mm) tall in print and 36px 
on screen

Minimum size 0.1” (2.54 
mm) tall in print and 7px 
on screen

Uncovering the Healing  
Elements of Essential Oils

Minimum size with tagline 
is 1.27” (32.25 mm) in 
print and 75px on screen

Uncovering the Healing  
Elements of Essential Oils

AA
AA

Clear Space
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LOGO VARIATIONS

When possible, the logo should stay the 
blue color unless used during black and 
white printing. When the logo is on one 
line, the tagline is not included since that 
version is for use where space is limited.

Uncovering the Healing  
Elements of Essential Oils

Uncovering the Healing  
Elements of Essential Oils

Uncovering the Healing  
Elements of Essential Oils
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LOGO MISUSES

 1 → DO NOT place logo at an angle.
2 → DO NOT alter the brandmark.
3 → DO NOT put the logo on two lines.
4 → DO NOT change the color of the logo.
5 → DO NOT stretch the logo.
6 → DO NOT change the logo’s proportion.
7 → DO NOT change the logo’s typeface.
8 → DO NOT outline the logo.

 1 →  2 →

 3 →  4 →

5 → 6 →

7 → 8 →
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COLOR PALETTE

There are five primary colors, five sec-
ondary colors and four tertiary colors for 
accents and administrative uses.

CMYK 93, 88, 4, 0
RGB 55, 66, 149 
HEX 374295

CMYK 77, 36, 7, 0
RGB 51, 137, 190 
HEX 3389BE

Primary Colors →

CMYK 24, 100, 99, 18
RGB 164, 30, 34 
HEX A41E22

CMYK 16, 96, 39, 1
RGB 205, 43, 104 
HEX CD2B68

CMYK 1, 81, 99, 0
RGB 237, 87, 35 
HEX ED5732

CMYK 5, 32, 98, 0
RGB 241, 178, 37 
HEX F1B225

Secondary Colors →

CMYK 0, 0, 0, 100
RGB 0, 0, 0 
HEX 000000

CMYK 35, 77, 100, 41
RGB 114, 56, 23 
HEX 723817

CMYK 65, 58, 56, 36
RGB 77, 77, 77 
HEX 4D4D4D

CMYK 3, 2, 2, 0
RGB 242, 242, 242 
HEX F2F2F2

Tertiary Colors →

CMYK 79, 15, 73, 2
RGB 47, 157, 110 
HEX 2F9D6E

CMYK 53, 0, 99, 0
RGB 132, 196, 65 
HEX 84C441

CMYK 28, 4, 8, 0
RGB 180, 217, 227 
HEX B4D9E3

CMYK 64, 82, 0, 0
RGB 116, 77, 158 
HEX 744D9E
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TYPEFACES

The only typeface used throughout this 
project is MINISTRY. It has a uniform 
structure and also a casual tone to the  
letters that’s not distracting for print  
or for screen.

The cursive handwriting is my personal 
handwriting that is utilized sparingly and 
not as complete sentences.

Ministry → Medium

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm

Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

0 1 2 3 4 5 6 7 8 9

Ministry → Light

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm

Nn Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

0 1 2 3 4 5 6 7 8 9

Digital & Print Typefaces →

Cursive Handwriting →
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TYPESETTING

The paragraph indicator is a space after 
that is half the leading of the body copy. 

The cursive handwriting is written on 
paper with a .05 gel ink pen, scanned in, 
image traced in Illustrator, then sized to 
two times the body copy to ensure good 
legibility and readability. It is used as a 
descriptor and used sparingly.

Type in red indicates a potential risk or 
safety consideration.

“Cells are 
encased by a 
membrane...”     

PULL QUOTES → 
Size & Leading → 64/68
Typeface → Ministry 
Weight → Light
Tracking +15

EXAMPLE OF HEADER 2

Example of Header 1 HEADER 1 → 
Size & Leading → 18/22
Typeface → Ministry 
Weight → Light
Tracking +50

HEADER 2 → 
Size & Leading → 9/13
Typeface → Ministry 
Weight → Medium
Tracking +50

EXAMPLE OF HEADER 3

Example of the body copy. Throughout 
print and screen deliverables, the type 
sizes are proportional. 

HEADER 3 &  
BODY COPY → 
Size & Leading → 10/14
Typeface → Ministry 
Weight → Light
Tracking +30

CURSIVE → 
Size → 20 (visually)
Leading → Evenly 
spaced when stacked
Weight → Light

CAPTIONS → 
Size & Leading → 8/12
Typeface → Ministry 
Weight → Light
Tracking +25



A DROP OF SCIENCE BRANDING GUIDELINES ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) )) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) )60   61 

TYPOGRAPHIC SYSTEM

The typography is set up within a ruled 
system that is referencing the way older 
science journals labelled and set their 
information for quick reading. 

There’s a flexibility within the system 
that allows for information to fit within 
product design better. Labels can go 
vertically or horizontally.

Header 1 → These headers are not always 
used on each of the pages, but they are  
complimentary to Header 2.

Header 2 → Acts as a header for pages 
or as a descriptor about the deliverables. 
This header is placed above Header 1 and 
is also used without Header 1 depending 
on the situation.

SPECIFICATIONS

Lines are used to separate the body copy 
into relevant sections. 

The double lines are used to separate 
headers from the body copy. 

Header 2’s used within sections receive a 
rule underneath.

Rules extend past the headers or body 
copy only on one side, not both. 

Rules on 
the Rules

The lined rules are set 
to 0.5pt in print and 1pt 
on screen.

CORRECT USES

Lines are not used at an angle other 
than 90° or 180°.

Double lines are not used to separate 
Header 2 from Header 1.

Do not color the rules. They are gray 
to decrease their hierarchical value.

Lines do not overlap into a closed box 
within label.

INCORRECT USES

The rules are always set 
to the gray color as per 
the color palette.
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GRID & COMPOSITION

The grid is modular to aid in the look and 
feel of a periodic table and science. 

Body copy does not span more than two 
columns, but it can create two columns. 
The second column is next to, diagonal, 
or underneath the first column of text. 

Rules are used to create a sense of the 
modular grid and organize type.

These captions are good 
additions but should 
only be used around the 
edges of the layout.

Modular Grid Perks
COMPOSITION LAYOUT

This grid is versatile and allows for a 
variety of placement locations within the 
layout. Placement is meant to act as an 
aid to movement and flow and it needs to 
be visually appealing to the audience. 

Changes in location of information is 
methodical and visually aligns with 
something else on the page. It does not 
move locations just to move.
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PHOTOGRAPHIC STYLE

Images are bright, but in cool color tones 
to give a sense of laboratory science. The 
images have a small depth of field that 
provides a blurred background. Lastly, the 
images have a water stain over them by 
making the image an “overlay” layer with 
a varying opacity for clarity. The overlay 
provides movement and marries with the 
illustration style.

Original photo Next, the photo is edited 
to make it brighter and in 
cooler tones. If the photo 
does not have a blurred 
background, then further 
edits are done. 

Then, an image of a water 
stain is placed over this 
image, with the layer set 
to overlay. 

Lastly, a mask is placed 
over the water stain so 
the staining does not 
interfere with the focal 
point of the image.
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GRAPHIC ELEMENTS

There are six types of stitching used 
throughout the system. These stitching 
patterns are not perfect or necessarily 
evenly spaced. The gaps they bridge are 
not always evenly spaced, which allows 
for more flexibility. 

All six stitching patterns have the same 
stroke width, which starts at 1px, but is 
wider depending on application.

The stitches and other 
strokes are always set 
in gray. 

ARROWS → 
These arrows are used 
only for separating bits 
of information. They are 
Merriweather typeface 
and they only go in four 
directions: →↑←↓
They are the size of the 
type they are dividing.



A DROP OF SCIENCE BRANDING GUIDELINES ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) )) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) ) )68   69 

ICON STYLE

The icon style is simple and line based. 
When the icons are used on a small scale, 
like in the mobile app, they are simple 
allowing for better legibility. When used 
on a larger scale, like within the motion 
graphic, then the icons are more detailed 
and science based. 
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ILLUSTRATION STYLE

The main illustrations are created to look 
like oil stains and resemble a scientific 
drawing of an essential oil base. These 
are made by mixing vanilla, red, blue and 
green food coloring together, and  then 
drawing on sketch paper using a brush or 
dropper. Imperfections are the better to 
have but the images are identifiable. 

Illustrations are colorized and altered in 
Photoshop to achieve a consistent use of 
color throughout the deliverables. 
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REPAIRS

Overlapping stitching and water stains 
are used throughout to show the idea of 
repairing the public’s perception of using 
essential oils.

After the specimens are colorized and 
oriented, an erased portion is added to it, 
leaving a large, noticeable gap. This gap 
does not cut across the entire specimen, 
but is done partially. There is a larger 
opening on one side and the erased part 
decreases in size where it terminates in 
the specimen.

Stitching over the erased 
specimens creates the 
final look.
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 “Without getting too technical
   peppermint oil has a specific     
bioactivit within our bodies...”

VOICE

Our goal is to make the science easy to 
follow and not make it boring to read. We 
replace ten-dollar words with ones that 
are simpler to follow. We still use science 
terminology to reinforce the soul of the 
company, but we don’t overdo it.

TEN-DOLLAR WORDS & PHRASES → THE REPLACEMENTS

1. Membrane depolarization → Reversed charge 

2. Physiologic compromise → Sickness

3. Mandibular region that innervates → By the tongue

4. Cyclic terpene alcohol → Menthol 

5. Psychophysical sensations → Goosebumps
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PUTTING IT ALL TOGETHER

The off-white background is always used 
unless the picture has white on it that 
needs to be seen, then light blue is used. 
The image is imported after working in 
Photoshop and set at an angle. The type 
headers are moved up or down to allow 
for overlap, but not too much that the 
text is unreadable. Stitching is added to 
close the gap and the rules are placed  
on top of the imagery.

ANGLES → 
Specimens can go 
either direction to show 
variation as long as 
they allow for readabil-
ity to the smaller text.
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→ Journey Maps
→ User Flows
→ Brainstorming Functionality
→ Top Information Architecture
→ Task Flows 
→ Wireframe Navigation Concepts
→ Digital Wireframe Prototyping
→ Lo-Fi Paper Prototypes
→ User Testing Results
→ Hi-Fi Digital Refinements

UX DEVELOPMENT & USER TESTING 4Chapter
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First Day of School 1
USER JOURNEY MAP 1 OF 2
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STEP 1: STEP 2: STEP 3: STEP 4: STEP 5: STEP 6: STEP 7:

Her daughter takes photos 

with a chalk board sign to 

document the day.

Julia is so excited for her 

daughter and can’t believe 

she’s in kindergarten

Julia puts her daughter’s 

lunch in her new back pack 

with her name on it.

Clips her daughter into her 

car seat to ensure she’s 

safely tucked in.

They could walk to school, 

but it’s a special day.

Julia turns on the music to 

keep the upbeat mood of the 

eventful day.

Her daughter starts walking 

slowly and starts to be ner-

vous going into the unknown.

Julia reassures her how much 

fun she is going to have and 

they take in the room

They walk to her spot at the 

desk. Julia shows her daugh-

ter where she sits every day.

Julia talks to the teacher 

about her daughter being 

nervous at school.

Julia also talks to the teacher 

about the new school year.

Julia is reassured that her 

daughter will be okay at 

school and is engaging with 

the other students. 

Takes photos of daughter at 

the house

Grabs backpack and gets in 

the car

Drives to school Walks into classroom Finds daughter’s desk spot 

and gets situated

Talks to teacher Watches daughter interact 

in classroom

STEP 8:

Julia calls for her daughter 

and it takes her a few times 

to grab her attention. 

They hug and Julia heads 

out the classroom.

Says goodbye to daughter

HEADING TO SCHOOL IN THE CLASSROOM
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First Day of School 2
USER JOURNEY MAP 1 OF 2
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STEP 9: STEP 10: STEP 11: STEP 12: STEP 13: STEP 14:

All the emotions hit Julia 

about how her daughter is 

growing up too fast.

She starts feeling nostalgic 

about when her daughter was 

a newborn.

She heads home in silence 

since she doesn’t want to 

listen to kid music.

Julia realizes she wants to 

turn her mood upsidedown.

Julia looks at her app to see 

what oil she can use to not 

feel sad anymore.

Julia sees that she could us 

geranium, lime, peppermint 

or ylang ylang.

Julia only has peppermint or 

lime to choose from, so she 

grabs lime.

As Julia inhales, she focuses 

on the scent and it releases 

the sadness she’s feeling.

Julia starts to pick up her 

new empty house, but is get-

ting excited to pick her up.

She can even watch a TV 

show by herself.

CORRECTING THE MOOD

Feels sadness about daughter 

growing up

Drives home Looks for which essential oil 

to use

Applies essential oils topically 

and aromatically

Starts to think positive and 

happy thoughts

Looks forward to picking 

daughter up
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New Workout Routine 1
USER JOURNEY MAP 2 OF 2
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STEP 1: STEP 2: STEP 3: STEP 4: STEP 5: STEP 6: STEP 7:

Ugh. Waking up early is 

rough on Riley. It seemed like 

a good idea the night prior.

Riley still is not motivated 

but knows she should do her 

morning spin class. 

She gets dressed and ready 

to try to get motivated.

Riley remembers an essential 

oil could maybe help her get 

out the door. She goes to her 

drawer after looking at the 

app for an idea to wake up.

She chooses Tangerine and 

inhales it directly from the 

bottle. It made her smile and 

not head back to bed.

Riley isn’t quite awake so she 

drives slowly and in silence, 

but is optimistic about the 

spin class.

As she walks into the gym, 

she’s a little apprehensive 

since it’s her first time here. 

She doesn’t want to look like 

an idiot.

Riley heads into spin class, 

finds a bike and sets it up 

based on how the teacher 

described too.

STEP 8:

Riley REALLY hates the class 

at the beginning. The class 

is a struggle and she tries 

her best to not quit. She 

makes it through class.

FINDING MOTIVATION NOT TO GO BACK TO SLEEP EXPERIENCE AT THE GYM

0600 - Riley wakes up Gets dressed for gym Remembers EOs could help 

with motivation

Inhales essential oils 0620 - Drives to gym Arrives at new gym 0630 - Enters spin class Completes spin class
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New Workout Routine 2
USER JOURNEY MAP 2 OF 2
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STEP 9: STEP 10: STEP 11: STEP 12:

Riley is proud she finished 

the workout and is going to 

try to remember how she 

feels at this moment to keep 

her motivated.

As she climbs her stairs, Riley 

can already feel how sore her 

muscles are going to be. She 

knows Day 2 post workout is 

always the worst.

She looks at the app for an 

oil idea. Using oils for work-

ing out is how her sister 

convinced her to try them.

Riley washes her hands after 

applying the oils so it doesn’t 

spread or sting her eyes. She 

grabs a breakfast smoothie 

for a post workout recovery 

before showering for work. 

POST WORKOUT RECOVERY

0730 - Heads home to get 

ready for the day

Starts to feel sore Applies oils to legs Grabs breakfast before 

going to the shower

These user journeys are 
a reflection of how the 
skeptics in my audience 
could use essential oils. 
In a way, they will have 
already made the leap  
to use essential oils and 
start building habits to 
use them regularly.
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USER FLOWS

1 → FIRST DAY OF SCHOOL 2 → NEW WORKOUT ROUTINE

Action

Thought

Choice

Home Screen
Clicks on “Moods”

Browse or Search or 
Select “Recent Search”

Types in “sadness”

List of oils in order of 
usefulness appear

“Oh, I have Tangerine oil, 
but how do I use it?”

Clicks on the oil name

Scrolls down to uses/
applications of oil

Login Screen with login 
fields for existing acct

Clicks “Sign Up”

Enters user data

Checks the “Remember 
Me” Button

Clicks Submit

“I really hope it logs me 
straight into the app 
after doing this...?”

“I feel a little sad now 
that my daughter is off 
to kindergarten. What 
oils can I use to offset 

these feelings?”

Home Screen
Clicks on “Uses”

Browse or Search or 
Select “Recent Search”

Types in “Workout”

Category appears. Clicks 
on “Workout”

Sub menu for “Post 
Workout” appears below

Clicks on “Post Workout”

“Oh wow. I can already 
feel my hamstrings and 

thighs starting to be 
sore. What oil can I use 

to ward this off?”

Scrolls thru list of oils 
and how to use them

Inhales Tangerine oil

Chooses Marjoram and 
applies it topically

“I hope there isn’t  
another sub menu...”
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BRAINSTORMING FUNCTIONALITY

POST IT CHART → OVERVIEW

I initially had each of the function’s user 
flows set up on post-its and then we went 
through each of the flows. My user gave 
good insight and ideas on how to make it 
more streamlined. She pointed out how 
a search function on the main screen of 
the app is beneficial since some of my 
categories overlap. Also, because of the 
overlap, then consolidating the areas  
is better than splitting it up into two or 
three sub categories. This should allow 
users to not have to go back out of menu 
to find something. 



A DROP OF SCIENCE UX TESTING & REPORTING / / / / / / / / / / / / / // / / / / / / / / / / / / /  93 92  

BRAINSTORMING FUNCTIONALITY

POST IT CHART → LOGIN & DIFFUSER

The login, finding an oil for a mood, and 
finding information on an oil were pretty 
straight forward. I started my user with 
the login flow since it’s a common func-
tion for many apps. I started using light 
pink stickies and drew arrows on them 
to show how to read the chart.

For the diffuser blend, I had an idea 
where people could see a diffuser blend 
of the day when they opened the app. 
However, if you did not have the oils for 
it, then what do you do. Initially, I had 
this roundabout way of getting to where 
you can pick your oils for a diffuser blend. 
But through working out the flow, there 
is a way to go straight into searching for 
a diffuser blend based on the oils you 
have instead of through the daily blend.

FIX →  
We ended up redoing 
this section to make it 
more accessible.

AH-HA! →  
She asked if there was 
going to be a search 
function for the overall 
app. I hadn’t thought 
of that!
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BRAINSTORMING FUNCTIONALITY

POST IT CHART → CALENDAR

This was my most challenging user flow. 
There are two types of events that can 
be added to the calendar. One, the user 
can create their own events like in your 
phone’s calendar. 

Two, they can add events based on the 
type of information. For example, they 
can choose to add a gardening event that 
populates on the calendar in the spring 
when it’s time to start planting a garden. 
These types of events are set either 
daily, weekly, monthly, or seasonally. This 
way the user won’t be bombarded with 
information if they don’t want to be. 

The last option is to receive reminders 
for all of the events each week to learn 
more about essential oils.

USER INFORMATION. My neighbor, Melissa, is a 
fellow Army spouse originally from Texas, married 
with three small kids. She has Southern family 
values and raise her kids the same way she was 
raised. She isn’t against essential oils, but they 
are new and right now they are only things that 
smell nice to her. 

FIX → 
From the feedback from 
Melissa, we joined the 
two separate paths and 
made the options easier 
to decipher.
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CARD SORTING

I tried a few rounds of to see what made 
the most sense. It took me a while to 
start even after I had sketched out the 
categories that I needed. I remembered 
what my user said last week about 
wanting to know how to find a cure for 
a headache. I made  health a primary 
category that lists the symptom checker 
as an option.
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INITIAL INFORMATION ARCHITECTURE

Level 1

Level 2

Level 3

About

→ Children

→ Dilution Guide

→ Instructions

→ Pets

→ Pregnant Women

Body & Moods Calendar
→ Add events to calendar

→ Receive EO notifications

→ Quick look up for 

daily health issues

Browse

→ Calendar Preview

→ Daily EO Suggestion

Search

Beauty & Hygiene Household Relaxation School SleepExercise Gardening Travel

SafetySegmented Body 3rd Party CO’s

Settings

Profile Log Out

Symptom PageSymptom Page
Symptom Page

→ New UserExisting User ←
LOGIN

HOME

Registration
→ Yes

Skip ↓

New User

Favorites

Level 4

Specific EOs

Trial Kit Quiz

Cart

On-Boarding 

→

←

Buy Trial Kit?

→ Skip

Trial Kit Options



A DROP OF SCIENCE UX TESTING & REPORTING / / / / / / / / / / / / / // / / / / / / / / / / / / /100  101

INITIAL TASK FLOWS

LOGIN

Enters User 

Information

Enters username 

& password

↓ Yes

Skip ← On-boarding 

Screens

Add Kit to Cart

Checkout

LOGIN ↓

↓ New User

Existing User ←

Buy Trial Kit?

Trial Kit Quiz
→ Skip 

Trial Kit Options

HOME

HOME

Body & Moods

SYMPTOM CHECK ↓

Browse or scroll 

for options

→ Three areas to click

↓ Each leads to same type of screen

Selects symptom

Reads symptoms 

overview page

↑ Incorrect

↓ Correct

Wants different oil ↑

Upper BodyHead Lower Body

Reviews oil to help 

with symptom

Clicks essential 

oils page

ADD EVENT TO CALENDAR ↓

HOME

Enters Data

→

Selects EOs for 

more info

Specific EO page

Search

Browse

3rd Party Co’s Safety Info

Add as Favorite

Frequency?

Enters details

→

→

Add to Calendar

→

Calendar→

Most relevant 

appears on top

Selects  

category

Views EO options
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USER TESTERS

MELISSA E.

→ Mid-30s, Married

→ 3 kids, Stay-at-Home-Mom

→ No time for extra steps

→ Lives on her phone

→ Does not seek out natural 
options for household

→ Relies on others to do 
research for her

CHRISTINA P.

→ Early-30s, Married

→ 2 kids, Photographer

→ Lives on her phone

→ Likes natural options when 
it’s easy to obtain

→ Relies on others to do 
research for her and trusts 
information given to her

KELSEY G.

→ Early-30s, Married

→ 4 young kids; Business Owner

→ Likes large imagery so she 
doesn’t have to think too much 
about what she’s seeing

→ Lives on her phone

→ Does not seek out natural 
options for household

ELIZABETH P.

→ Mid-30s, Married

→ No kids; Speech Therapist

→ Likes natural options, but 
doesn’t use them as regularly  
as she’d like

→ Not on social media

→ Trusting of information, but 
still likes to do research

STEPHANIE E.

→ Mid-30s, Married

→ 4 kids; Homeschools kids

→ Needs lots of reminders 
throughout the day

→ Likes to have control in her 
actions and purchasing

→ Wants to know the why and 
not have to hunt for it

TRAVIS H.

→ Late-30s, Married; 1 kid

→ Doesn’t want lots of extra 
information thrown at him

→ Needs to be easy to navigate 
initially or won’t bother with an 
app later on

→ Likes control over app content 
and reading it at his pace
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Best Home Screen

RULED CONCEPT →

Best Icon Placement

SEGMENTED CONCEPT →

Best Calendar

UNCOVERED CONCEPT →

X X
Worst Home Screen

INSIGHT. Would rather see a Search function on the home 
screen over the About section.

INSIGHT. Do not show upcoming events in the calendar because 
they think it’s that day, not future days.

INSIGHT. No one would’ve thought to find the Search or Browse 
under the calendar.

WIREFRAME NAVIGATION CONCEPTS
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DIGITAL WIREFRAME PROTOTYPES
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Task 1 → Onboarding Screens

33%
COMPLETED
AS EXPECTED

EXPECTED ACTION. Users tap on the 
“Next” button until the last onboarding 
screen, then taps “Buy Kit?”

ACTUAL ACTION. Two users did not see 
the “Buy Kit” button because it was put 
where the “Skip” was on the last screen. 
Those two users did not want to click on 
“Buy Kit” right after creating an account.

INSIGHT. Users who are skeptical do 
not want to see a pop-up about pur-
chasing an item right after logging in.  
It does not feel genuine and feels like 
the company is now in the market to 
sell product.

USER TESTING ROUND 1
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Task 2 → Use Search Function

EXPECTED ACTION. Users tap “search” 
icon in the upper-right corner of the 
home screen or the calendar, then type 
within the search field.

ACTUAL ACTION. No participants found 
the search button on the calendar, but 
did find it on the home screen. However, 
it navigated them back to a calendar 
event, which they didn’t want to use.

INSIGHT. Users did not like having to 
add an event to know about something. 
They felt tricked and wanted to have 
more control over the actions in the 
app and calendar.

0%
COMPLETED

USER TESTING ROUND 1
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Task 3 → Add Reminder to Calendar

EXPECTED ACTION. Users tap calendar 
and tap the plus sign in the upper-right 
corner, then follows on-screen guides.

ACTUAL ACTION. One user went to the 
day to add the event, not the plus sign. 
Once going through the prompts, all 
users were confused on the process and 
the idea behind it. It was too foreign.

INSIGHT. Need to rework the flow of 
this task because it is confusing. The 
essential oil areas were also unclear 
since this is the only spot where users 
see the categories, which didn’t make 
much sense to them either. 

66%
COMPLETED 
AS EXPECTED

USER TESTING ROUND 1
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REVISED INFORMATION ARCHITECTURE

Level 1

Level 2

Level 3

New User

Level 4

AboutHealth Calendar
→ Add events to calendar

→ Receive EO notifications

→ Quick look up for 

daily health issues

Add Event

→ Calendar Preview

→ EO Spotlight

→ Daily Diffuser Blend

Segmented Body

Profile

Setting

Symptom PageSymptom Page
Symptom Page

→ New UserExisting User ←

HOME

Favorites Trial Kit Quiz

Cart
→

→ Skip

Trial Kit Options

JOIN NOWLOGIN

Registration

On-Boarding 

→ New User Pop Up
Buy Trial Kit? → →

Browse

EO Categories

Learn

Safety Essential Oils

Search

Why EOs

Specific EOs

→ Children

→ Dilution Guide

→ Instructions

→ Pets

→ Pregnant Women

Wish List 3rd Party CO’s



A DROP OF SCIENCE UX TESTING & REPORTING / / / / / / / / / / / / / // / / / / / / / / / / / / /116   117 

LO-FI DIGITAL PROTOTYPES

ONBOARDING → LOGIN →

HOME SCREEN PREVIEW & SEARCH → PURCHASE A TRIAL KIT →
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LO-FI DIGITAL PROTOTYPES

PROFILE & HEALTH → CALENDAR & ADD SELF GENERATED REMINDERS →

LEARN & ABOUT → CALENDAR & ADD AUTO GENERATED REMINDERS →
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EXPECTED ACTION. User sees a pop-up 
after creating an account to purchase a 
trial kit, and user clicks on the pop-up.

ACTUAL ACTION. Two users ignored the 
pop-up simply because it showed up and 
felt like it was advertising.

INSIGHT. Users who are skeptical don’t 
want to see a pop-up about purchasing 
an item right after logging in. It doesn’t 
feel genuine and feels like the company is 
now in the market to sell product. Users 
felt less threatened if it were somewhere 
else on the home page.

33%
COMPLETED
AS EXPECTED

Task 1 → Purchase Kit
USER TESTING ROUND 2
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EXPECTED ACTION. Users had to locate 
their cart. Users are given a scenario 
where they placed an item in their cart, 
but decided to not buy it at that time. 

ACTUAL ACTION. Two users located it 
under their profile, which was correct, 
while the other user wanted to search 
for it through the screens she’d looked 
through before.

INSIGHT. Place a notification icon over 
the profile button so it’s faster to find. 
The users who did find it were unsure 
and guessing.

66%
COMPLETED 
AS EXPECTED

Task 2 → Cart Location
USER TESTING ROUND 2
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Task 4 → Find Symptom

EXPECTED ACTION. Users click on the plus 
sign while on the calendar screen.

ACTUAL ACTION. One user could not find 
it after multiple attempts. She kept trying 
to add it from the day, but wouldn’t look 
in the corner to the plus sign.

INSIGHT. She wanted to hold down the 
time on the day to add an event. When 
asked how often she adds events to her 
iPhone calendar, she said rarely.

EXPECTED ACTION. Users click  “Symptoms” 
then clicks on the symptoms checker or 
they browse through them manually.

ACTUAL ACTION. All users navigated to it 
accurately. When asked how they would 
like to be able to see the results in the 
browse category, they wanted to see all 
of the categories in a quick snapshot 
instead of having to scroll too much.

INSIGHT. Create an easy scroll page with 
the different categories.

Task 3 → Add Event
USER TESTING ROUND 2 USER TESTING ROUND 2
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HI-FI DIGITAL PROTOTYPES

ONBOARDING → LOGIN →

HOME SCREEN, SEARCH & PROFILE → HEALTH ANALYZER →

ABOUT →
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HI-FI DIGITAL PROTOTYPES

INFORMATION → CALENDAR & ADD SELF GENERATED REMINDERS →

CALENDAR & ADD AUTO GENERATED REMINDERS →ESSENTIAL OIL PAGES →
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HI-FI DIGITAL PROTOTYPES

TRIAL KIT QUIZ QUESTIONS → TRIAL KITS RESULTS & BROWSE →

CHECKOUT →TRIAL KIT QUIZ ANSWERS →
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EXPECTED ACTION. User would navigate 
to the trial kit quiz off of the home page 
or through the About tab.

ACTUAL ACTION. Most users found it by 
exploring the app and found it under 
the About tab. However, one user had a 
hard time finding it. 

INSIGHT. Users originally did not want it 
in too obvious of a place, but now the 
quiz was too hidden. The decision was 
made to move the trial kits quiz to be 
the first thing you see under the About 
tab instead of the last. 

66%
COMPLETED 
AS EXPECTED

Task 1 → Take Quiz
USER TESTING ROUND 3
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INSIGHT. All users stated they would 
absolutely use the app to understand 
and use essential oils more.

 “I would use the 

the most for 
daily use.” -Melissa

Would You Use the App?
USER TESTING ROUND 3
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EXPECTED ACTION. Users arrive at the 
screens after looking at the headaches 
analysis and scroll through the info.

ACTUAL ACTION. All users went to the 
screens directly from the health page 
and enjoyed the information. But, users 
did want quick access to where to buy 
essential oils. 

INSIGHT. After reviewing the essential 
oil information, users wanted to be able 
to purchase them through third party 
sites. The screens needed external links 
for easy access to the essential oils. 

100%
COMPLETED 
AS EXPECTED

Task 2 → EO Screens
USER TESTING ROUND 3



A DROP OF SCIENCE UX TESTING & REPORTING / / / / / / / / / / / / / // / / / / / / / / / / / / /138   139 

INSIGHT. The most useful sections were 
the health analyzer and the information 
sections because it allowed users to 
browse and research essential oils as 
their leisure. 

 “I wish the app 
was real so I 
could  
this more.”-Stephanie

What Feature is the Best?
USER TESTING ROUND 3



A DROP OF SCIENCE DELIVERABLES > > > > > > > > > > > > > > > > >> > > > > > > > > > > > > > > > >140  

5
 141 

→ Mobile App
→ Trial Kits
→ Magazine
→ Website

DELIVERABLES

Chapter
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MOBILE APP

This mobile app is designed as a quick 
guide to learning about essential oils 
based off of unbiased, scientific research. 
Additionally, the app provides a calendar 
to create habits, a health analyzer for 
help with medical ailments, and further 
information on essential oils allowing 
users to learn about them independently. 
Consumers can also take a quiz to see 
which trial kit suits their lifestyle the best.

ONBOARDING →
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HI-FI DIGITAL PROTOTYPES

HOME SCREEN & SEARCH →

ABOUT → PROFILE →LOGIN →



A DROP OF SCIENCE DELIVERABLES > > > > > > > > > > > > > > > > >> > > > > > > > > > > > > > > > >146   147 

HI-FI DIGITAL PROTOTYPES

TRIAL KIT QUIZ →
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HI-FI DIGITAL PROTOTYPES

EXPLORE TRIAL KITS → CHECKOUT →
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HI-FI DIGITAL PROTOTYPES

CALENDAR →

LET US CREATE REMINDER →

CREATE OWN REMINDER →
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HI-FI DIGITAL PROTOTYPES

HEALTH ANALYZER → INFORMATION →
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HI-FI DIGITAL PROTOTYPES

ESSENTIAL OIL PAGES → ESSENTIAL OIL PAGES →

SCREEN DESIGN → 
All of the EO screens 
are designed liked the 
peppermint one.
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TRIAL KITS

The trial kits provide a way to experience 
essential oils in an easy and convenient 
way. Each kit is tailored towards an area 
a person might want to use essential oils 
for. They include six sample vials, booklet, 
and a travel diffuser. 
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COVERS → 
These are the covers of 
each booklet. The next 
three spreads are the 
same in each booklet.
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MAGAZINE

The magazine is a quarterly publication 
highlighting a seasonal theme to marry 
the information provided. These are 
found at doctor offices or where free 
publications are offered.  
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MAGAZINE (DIGITAL VERSION)

The magazine is a quarterly publication 
highlighting a seasonal theme to marry 
the information provided. The digital 
version is accessible through Apple 
News and other digital storefronts.   
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WEBSITE

The website is a location to house each 
of the deliverables. It also incudes a 
motion graphic showing how the science 
of essential oils works within our bodies.

ContactDownload App

HOME

Science Order Products

→ Motion graphics

→ Myths Discussion

→ Safety Tips

→ Trial Kits

→ Third Party

→ Search

→ Important EO Info

SITE MAP →

Kit Details
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HOME PAGE →

WEBSITE



A DROP OF SCIENCE DELIVERABLES > > > > > > > > > > > > > > > > >> > > > > > > > > > > > > > > > >198   199 

WEBSITE

SCIENCE PAGE. Within the science page, 
users can access videos about individual 
oil application, browse safety tips, and 
review preconceptions about essential oils.
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These are expanded 
views to show all of the 
content, but on the site 
they are collapsed.
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WEBSITE

ORDER PRODUCTS PAGE. Here, users can 
review the trusted sources A Drop of 
Science uses for their unbiased research. 
Also, this is where users can purchase 
one of the trial kits.
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WEBSITE

DETAILS / CHECKOUT PAGE. These pages 
provide further explanation of each of 
the kits. The option to checkout is also 
available on the sidebar of these pages.
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WEBSITE

DOWNLOAD APP PAGE. Users can see an 
overview of the app and they are able to 
download the app through the App Store 
or through Google Play.

CONTACT PAGE. This is a specific page 
where users can find the right department 
to contact for their needs.



A DROP OF SCIENCE DELIVERABLES > > > > > > > > > > > > > > > > >> > > > > > > > > > > > > > > > >208   209 

MOTION GRAPHIC

These videos provide another avenue to 
express how the science of essential oils 
works within the body. Some audience 
members preferred  videos over reading 
and this is a good balance of science 
without being overwhelming. There’s only 
one for this project, but they can evolve 
into a series for each essential oil.

IDEA → (1) Title Slide

VFX → Text cascading in by line from mask. A drop splash-
es down, fills the screen to transition to next screen.

SOUND → Music starts and continues throughout video.

IDEA → (2) Intro to essential oil uses

VFX → As script is read, the uses pop up around the oil 
drop. Word Essential Oil appears. EO remain at 100% 
opacity, while other letters slowly fade away while the EO 
move next to each other show acronym.

SCRIPT → Essential oils provide alternate solutions to 
everyday problems such as mood management, skin care, 
immunity support, cooking ingredients, hair care, cleaning 
solutions and as a scented candle replacement.

IDEA → (3) Showing peppermint oil uses 

VFX → Peppermint plant get painted on screen by moving 
a mask to have it appear in strokes. Uses pop up around 
the plant to show uses.

SCRIPT → Each oil has specific function and interaction 
with the body. Peppermint oil is used for oral care, skin 
care, digestion, opening airways, cooking, uplifting your 
mood, repels bugs and cools down the body. 

IDEA → (4) Peppermint plant connected to cells.

VFX → Peppermint plant cut and oil moves downward that 
the shot follows.

SOUND → Plant ripping and music. 

1 → 2 →

3 → 4 →
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VFX → (5) Follows drop as it scales up and cell membrane 
comes into view.

SOUND → Music in background.

SCRIPT → When peppermint oil is applied, it interacts with 
our cells, particularly the ion channels embedded in the 
plasma membranes surrounding our cells. 

IDEA → (6) Showing the “so-what” of function and oil.

VFX → Highlight the channels as they are mentioned. 
Gradually appear the icons from the peppermint overview 
screen. Scale down and move icon to upper-right hand 
corner for later use. 

SOUND → Music in background 

SCRIPT → The sodium channel stimulates neurons and 
muscles fibers while the calcium channel is responsible for 
all of our muscle contractions within the body. When Pep-
permint is applied then our smooth muscles found in our 
colon are relaxed allowing easier bowel movements.

VFX → (7) Peppermint drops in, splashes, then fades out. 
Icon pops up when mention. Icon moves and scales down 
to spot next to other icon.

SOUND → Music in background.

SCRIPT → The GABA receptor is a neurotransmitter. When 
peppermint meets this receptor, it brings on a powerful 
invigorating sensation to the brain, making users more 
alert and energized. 

IDEA → (8) Introduce the TRP channel

VFX → Peppermint drops in, splashes, then fades out. Icon 
pops up when mention. Icon moves and scales down to 
spot next to other icon.

SOUND → Music in background.

SCRIPT → Lastly, the Transient Receptor Potential (TRP) 
channels are sensors for temperature, pressure and 
stretch. When peppermint is introduced to these recep-
tors, you’ll feel a cooling sensation, allowing your body to 
cool down on hot days especially after being sun burned. 

8 →5 → 6 → 7 →
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IDEA → (9) Recap of uses

VFX → Splash of color on screen to transition back to the 
peppermint plant. Uses icons move from upper right area 
to around plant. 

SOUND → Music in background 

SCRIPT → To recap, we’ve shown how peppermint oil reacts 
with the body by aiding in relaxing our muscles in the 
digestion process, invigorating our sense to keep us awake 
and cooling down our bodies when we are overheated.  

VFX → (10) The other uses from beginning, but not covered 
in animation fade into gaps around plants. The Peppermint 
plant’s gap from before is stitched together. Scene fades.

SCRIPT → There are more uses too and even more possi-
bilities with essential oils.

VFX → (11) Logo fades in and drop from O drops down then 
expands to messier drop of logo’s brand mark. 

SOUND → Music playing.

9 → 10 → 11 →

VFX → (12) Resources pop up for the science information. 

SOUND → Music in background fades out.

12 →
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FUTURE OF THE PROJECT

Since this project is comprehensive for 
new consumers to find all information 
about essential oils, it will continue to 
evolve and reflect new information 
presented. It will go through a variety  
of checks and balances, so to say, to 
ensure it remains unbiased and the data 
is focused on scientific research, not 
personal opinion. I’d want the audience 
to continue to use these resources for 
their daily essential oil usage and find 
new ways to use them in ways that best 
suits their lifestyle.  

CONCLUSION

This project has been fun to work on. I’ve 
gained a lot of knowledge in knowing how 
to design a project based off of research. 
It has driven me crazy at times with the 
ever changing visual system and our move 
to Germany. But, I absolutely love the 
end result and it’s nice to reflect on how 
far I’ve come with this. 

One of the things I have learned is how 
design plays within a business. There’s  
a reason for every decision we make for 
the designs and it needs to relate back 
to the business. Those directions create 
a better emotional connection with the 
consumers to the business. 



A DROP OF SCIENCE  223 THE END XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX218  

thank 
you
To my family and friends for the support 
throughout this crazy journey of my life. 

Travis Hertlein

Darlene Patterson

Kyle Patterson

Matt Patterson

Candis Crossley

Chelsea Fourie

Melissa Elolf

Christina Peach

Ryan Reilly

Rhys Hertlein 

Paul Patterson 

Marlene Patterson 

Liselle Pires

Stephanie Estrada

Pierre Fourie

Kelsey Godfrey

Elizabeth Podojil 

Jenny Valdez



224  A DROP OF SCIENCE  225 THE END XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX



226  A DROP OF SCIENCEXXXXXXXXXXXXXXXX

MFA Thesis Project
Spring 2019


