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Explore Our Solution

White Space
Exploration

White Space
Exploration

Through complete immersion in all stages of product
use, understand unmet needs and areas primed for
growth and innovation.
• Industry: Food Service & Grocery
• Proposed Solution: Live mobile interviews, in-person focus groups
and a comprehensive team navigation session to develop concepts for
potential new products.
• Benefit of Method: To prescribe levers that will drive growth, we must
fully immerse ourselves in the product lifecycle and customer need
state. This hybrid approach allows for efficient phasing of research and
deliverables.
• General Timeline: 4-6 months
• Research Investment: From $90K
• Example Insights: [enclosed]
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Something for Everyone
Trader Joe’s is primarily viewed as a “hip” specialty grocery store that
offers a multitude of organic, healthy, and unique products.
Consumers love the eclectic items, noting that these aren’t items you
could find on the shelf of a big box store. Although the products are
niche, there’s something for everyone: wholesome snacks,
international food, gluten-free items, and more.
Trader Joe’s delivers a great value and wins consumer praise for the
“family friendly” price point—something that sets it apart from Whole
Foods. Only a small portion feels that the grocer is overpriced and
caters to expensive tastes.

“

Trader Joe’s is more than a grocery store. They
sell extraordinary items and things you wouldn’t
really find at your local food store. Therefore
Trader Joe’s is an awesome place to shop.
–MALE, 18-34

“

Fun and different items I wouldn’t find anywhere else. I
enjoy the unique atmosphere. Lots of great frozen goods
and healthy (or otherwise) unique snack items. Bakery
and deli have unique combinations. I say Trader Joe’s
corners the market on adventuresome dining.
–FEMALE, 55+
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Disruption Workshop: Team Navigation
In this half-day workshop, your team will be immersed in the research and will utilize an Aspen Finn framework to actively
participate in an engaging, facilitated journey to identify an actionable, mapped pathway to growth.

Appealing, but
restrictive

Assess
•

Team roles and responsibilities

•

Why are we here? What lead to us
exploring disruption?

•

What has led to our brand’s current
state?

•

What do we want for our brand?

•

What don’t we want for our brand?

•

What do we already know?

•

What don’t we know?

•

What is our criteria for success?
(requirements of brand)

•

•

•

Ripples are small, manageable,
incremental adjustments. When done
well, they grow and expand, just like
ripples in a pond - and consumers
notice.
Discover new opportunities for brand
disruption by exploring what we can
adopt/adapt, fine tune, amplify,
minimize, or combine ripples to
become or remain disruptive
In what ways might we create brand
growth using these principles as our
“reason why”?

Lowest traction,
confusing

Lower traction
•

Which ripples offer the greatest
opportunity or impact for our brand?

•

Bang-for-buck evaluation (costs,
stakeholders, rocks, timelines)

•

How do we put the select ripples into
action?

•

Fit of selected ripple actions with
criteria for success

•

Ripple effects

•

Prioritize best opportunities

•

Benefits and benefactors

•

•

Risks and collateral damage

“I will” team roles and responsibilities
to deploy the select ripple action(s)

•

Reactions and responses

•

Parking lot/next steps for additional
emergent opportunistic white spaces

•

Decisions for action

1. Serve the Segment of One
2. Eliminate Friction
3. Know the Story. Have a Villain.
Be the Hero.
4. Earn it Every Time
5. Own the Experience
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The 5 Ripples of Disruption Framework
Serve the
Segment
of One
The consumer feels
a brand or
experience has
been customized
to their individual
needs and
preferences.
Offerings feel
personalized and
may be based on
AI/systematic logic
that makes
recommendations
based on purchase
history or other
users with similar
preferences.

Eliminate
Friction
A conscious
removal of known
or anticipated
obstacles, extra
steps, or
burdensome
process. Often,
solving an “unsexy”
problem leads to
increased customer
satisfaction,
heightened
engagement and a
source of surprise
and delight.

Know
the Story,
Be the Hero

Earn it Every
Time

Own the
Experience

A self-aware
brand state where
a brand’s role in
this equation is
known and
expressed to
consumers.
Typically, brands
desire “hero”
status, but
disruption can also
be effective when
the brand is both
“villain” and “hero”,
or “villain” if
approached with
honesty, a bit of
self-deprecation
and a willingness to
change.

The consumer is
not obligated to
commit to an
annual (or longer)
locked-in contract,
but still chooses
the brand time
and time again.
Payment may be
month-to-month or
as-you-go. The
brand commits to
keeping service
levels and product
quality high, so that
the consumer
chooses to come
back to this brand
time and time
again.

The brand offers a
specific service or
product but has
also found a way to
engage their
consumer beyond
that service or
product.
Consumers may
have initially come
to the brand for
one thing, but now
the brand
successfully
integrates into and
touches many
aspects of their life.
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