Executive Summary

EXECUTIVE SUMMARY
THE WICK LAB

As event management experience designers, we researched The Wick Lab in Provo, Utah. The Wick
Lab is a create your own candle studio where every element is customizable by the customer. We
chose to analyze what causes a customer to return for multiple visits vs not return after their first
visit.

The Wick Lab consumers need a co-creative, structured, and unique experience to have meaningful
and uplifting experiences with their friends. The Wick Lab creates a space for their customers to
create their own candle through a carefully curated process of selecting scents and vessels, selecting
scent combinations and then the actual process of making the candle by mixing the oils and wax
yourself.

In order to gather this data, we interviewed past customers of The Wick Lab with different
experiences and times they had been there. We researched the process of scheduling an
appointment on their website, as well as the experience there and what the customer sees when they
find The Wick Lab on instagram. As a group we actually went to the Wick Lab to experience it for
ourselves. And finally, we used various triangulation techniques to gather data on the experience
from customers.

In our experience and from our various data gathering techniques, we found that the moments of
truth were picking your scent, setting your wick, mixing your wax, pouring your wax, and picking up
your candle. These were the moments that customers would remember and reflect on when thinking
about their experience. There were some main pain points that we experienced, and some key
pleasure points as well. The scent wall was overstimulating and overwhelming. The sitting at the bar
wasn't conducive for interactions with more than two people. The price of the overall experience
was too high and keeps people from returning. Getting to design your own candle was such a fun
aspect of the experience. Choosing your vessel allows some of your personality to show. The entire
experience is a creative environment with boundaries.

The key moments that matter were mixing your oils and paying at the end. We determined that
mixing your oils was an essential peak of the overall experience. That part is the most concentrated
aspect of co-creation and and allows the customer to have a unique and meaningful experience.
Paying is the biggest pain point of the experience overall. We realized that the price point is the

main reason why people don't return for multiple times.
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Customer Journey Map- The Wick Lab
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Moment that Matters #1

Design Thinking Approach
and Recommendations

Design Thinking: Peaks vs Pits.

THE WICK LAB

Design Thinking: IDEATE solutions

As a team, the following images show the ideation process focusing on mixing the oils. The ideation was
focussed around the pain points and pit experience of mixing the oils.

MIXING OILS

Madelyn Russell

Can’t smell final product when pouring oils
o Maybe have a little wooden/metal stick to stir when pouring oils to get final scent
Difficult to know what to do with the smells
o Maybe more of a scent wall problem, more guidance/suggestions
Don’'t want to ask for a million different bottles
When in a group had to share some of the oils because there weren’'t enough? Or they

just didn’t want to give us more than one?

o More scents, smaller bottles, willing to give multiple scents
Candles had a really subtle scent so when | got the bottles it felt like different smells
o 7?
Didn't want to ask for too many scents, so | just went with the first ones | asked for
instead of experimenting with multiple types of smells
Sitting at the bar was hard to talk with the whole group, stretched long.
o Only having groups of 2-3 sat at the bar, larger groups at tables. More tables?

Ashley Odom:

Having to bug the chandler to get all the oils
o Have a way to get the oils yourself
Oils versus candle scent wall. | feel like the candles and oils highlighted different scents
in the wall
o ?777?
Only one of each scent
o Make note of which scents are most popular and make multiple containers of
those scents
Couldn’t mix the smells until at the table
o Have examples of mixed candles on wall so you can see what it would be like

Sierra Bottita:

Headache sniffing the oils
o Coffee beans at the bar so you can clear your flavors
Ratios of oils are hard to see
o Figure out how to add certain drop amounts? Could we use pipettes or could the
bottles be easier to get drops out one at a time?
Don't know how it will smell at the end
o The drop ratio could help you better determine how it will smell
Its not seamless having to ask to smell certain things and figuring out the combinations
o Have easier access to the oils? Smaller bottles?
The spray sniff thing is weird and kinda awkward
Why are we using a jigger... that's for alcohol
o Use something else

Claire Modersitzki:

It takes the chandlers a long time to locate the oils on the wall
o Label the shelves so the chandler can easily find the oil
o Label the bottles with numbers of where they go on the shelves instead of
alphabetical (more risk for human error)
The bottles are oily
o An oil rag for the chandler to have at all times to wipe off the bottles.
Some of the oils are too full and if you squeeze them too hard they spill
o Idk?
Putting the oils in the jigger causes stress among the participants because they don't
know how much they can put in.
o New container with a fill line
You cannot smell what it's|going to smell like
o idk?
Gives you a headache
o Coffee beans at the bar
o Have water for the participants to be at the bar

Can't share oils because there are only 2 bottles available... if your group of 6 all want
vanilla it’s hard to know where it is among the group.



Moment that Matters #1 THE WICK LAB

Value Proposition Canvas
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Moment that Matters #2

THE WICK LAB

Design Thinking Approach
and Recommendations

Design Thinking: Customer Value Equation
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Moment that Matters #2

THE WICK LAB

Value Proposition Canvas
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