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PROOF: 
CONVENIENCE IS YOUR COMPETITIVE DISRUPTOR

INTRODUCTION by Shep Hyken: The concept of convenience being a competitive 
advantage seemed obvious to me. So obvious that I decided to write The Convenience 
Revolution, a book on that very subject. I looked at what the best companies were doing to 
disrupt competitors, and even entire industries, and one of the strategies they were using was 
convenience. I approached a number of other business experts, and while they agreed with my 
ideas, there was something that kept bothering me. I had to prove it. There had to be empirical 
evidence that this was a valid business strategy. Then I met Josh Packard, Ph.D., sociologist, 
professor and researcher at the University of Northern Colorado, where he serves as the 
Executive Director of the Social Research Lab. I approached him about doing some research to 
validate the concept of convenience in business. What you will read below is summary of the 
concept and a brief analysis of each of the six Principles of Convenience covered in the book. 

Proof: Convenience In the 21st Century is Disruptive 

Convenience is no longer an alternative, it’s imperative. Customers want convenience 
and won’t settle for bad, complicated or cumbersome experiences. Convenience is a universal 
draw and a motivator for customers to choose one company over another, as well as being a 
salient indicator of how your organization has committed to easing the lives of those 
customers. In a study about customer choice, 97 percent of participants stated that 
convenience was the primary criteria motivating their decision about where they spend their 
time and money.1

The convenience revolution is about responding to this fundamental need by delivering 
a world-class human experience along with a top-notch product or service. It’s not enough to 
simply save people time and energy.2 In order to create value for customers and get them to 
become evangelists for your products and services, you need to demonstrate that you 
understand their pain points, that you know what their lives are like, and that your products 
and services are designed to alleviate some of the difficulty in their day-to-day lives. 

A study published in the Journal of the Academy of Marketing Science found that 
pro�ts rise 43 percent with a loyal customer if the experience is convenient. In fact, its �ndings 
demonstrated that there is a positive relationship between price and convenience, meaning 
that people will intentionally choose to pay more in order to have easier access to what they 
want and need.3 When people feel as though they belong to a brand that has considered their 
access and experience, they will pay a high premium. Instead of racing to make your product 
or service as cheap as possible for the customer, the research shows there is signi�cant pro�t 
to be made through creating a better, more convenient customer experience without lowering 
prices.   
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The six convenience principles in this book help you understand the very nature of 
commerce and consumerism, which will, in turn, help you provide greater value to your 
customers and your industry. The convenience principles are tactics that your organization 
should utilize to demonstrate your understanding of what your customers want. Organizations 
that have embraced the relationship between convenience, time and money, such as those 
highlighted in this book, have disrupted their competition, and in some cases, their entire 
industry. 

To examine the impact of these components, we analyzed a number of research 
articles to determine how signi�cant they were on the behavioral choices of the customer. The 
six key principles in this book are noted in popular publications and are supported by 
academic theory and literature in the following synopsis.  

• Reducing Friction
Removing complications and barriers and creating a more seamless interaction makes

people 86 percent more likely to choose you. They are 115 percent more likely to recommend 
you to others.4 The research we analyzed looked at how customers will choose a business to 
work with if it is simple and easy to use. Simplicity, by de�nition, is a barrier removal because it 
eliminates unnecessary complications. Keep your structures and processes simple to 
encourage ease of entry and utilization of your product. Ease means that there aren’t 
frustrating challenges (friction) when utilizing services or purchasing goods. 

• Self-Service
In the past, self-service was considered to be on the less convenient end of the

spectrum, but research is now showing that that relationship is reversed.5 In one study, more 
than 200 managers and 254 customers were surveyed to assess why customers selected 
businesses with self-service. Respondents answered overwhelmingly that they chose 
self-service because it made them feel comfortable and con�dent, and primarily because it 
was convenient.6 When customers have control over the transaction with the product, they 
perceive it to be more convenient, which drives their choice and in�uences their decision. 
Convenience is a powerful behavior modi�er as it is considered to be a resource, manifested in 
o�erings such as self-service, provided by companies to make the customer’s life easier.

• Technology
While mobile e-commerce is not the only form of technology to impact the customer

experience, it is one of the most striking examples of how convenient technology has impacted 
the marketplace. Staggering statistics are connected to the phenomenon of technological 
purchasing. U.S. e-commerce sales were $304.1 billion for 2014, and are estimated to increase 
to $491.5 billion in 2018.7 Customers believe that technology is part of a superior customer 
service experience, and



organizations are starting to consider this when evaluating that experience8. There is little 
doubt that technology has had a tremendous impact on many facets of our society. The 
impact of online retail partnered with the mobile industry is now an integral part of the 
customer experience and one that is very lucrative.  

• Subscription
Business subscription models have a much higher customer lifetime value, which is a

measure of pro�tability that an organization can implement when there is a sustainable 
customer base. Subscription services are a form of customer loyalty, which is less costly than 
acquiring new customers. A 5 percent retention in customers through subscription services 
can increase pro�t up to 125 percent.9 Subscription services are a di�erentiating factor when 
customers are choosing a product, and can reduce the customer’s expenditures on similar, 
competitive goods or services. For example, in the streaming music industry, subscription 
services reduce expenditures in other music consumption areas by 11 percent.10 Subscription 
services are convenient for your organization and for the customer. The predictability of 
recurring income for your organization and of regular consumption of goods and services for 
the customer is a relationship of convenience. Once subscriptions are set up, repeated 
transactions are extremely low maintenance, supporting the continued ease of access to your 
product or service. This type of model is mutually bene�cial for you and your customer and is 
inherently convenient.

• Delivery
More than 70 percent of the population would choose delivery of a product over

physically retrieving it themselves, even when there is a price increase, and they want more 
�exible delivery options.11 Businesses that aren’t meeting the convenience need of o�ering 
delivery options risk losing customers to competitors. Forty-six percent of shoppers surveyed 
about delivery preferences related to an online shopping experience said that “convenience 
and personalization of the ful�llment options were key factors in online buying decisions.”12 
Partnered with technological expectations, delivery is a primary desire of customers and is a 
top-line component of convenience. Customization, such as time-based delivery and the o�er 
of localized options, are additional levels of motivation for customers to choose your 
organization over another.

• Access
Access is a convenience factor with multiple components to consider. In order to be

truly accessible, organizations need to understand the impact of their physical place, even if 
that means eliminating a physical space, adjusting operating hours, and intentionally being 
more available
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than the competition.13 Access is more than just making sure you’re easy to get to. People want 
to be able to �nd you wherever they are. Eighty-�ve percent of customers use technology to 
locate local businesses and will go where goods and services are closest.14 Being “local” can 
refer to the proximity of place, or if it is locally owned. In either case, customers are 
signi�cantly more likely to choose the business that o�ers the hours, location and ease of 
access that they need, when they need it.  

Experiential theorists have demonstrated that the customer journey is determined by 
more than transactions.15 Research shows that the customer goes through stages that begin 
long before the purchasing decision is made and extend beyond the point of sale. You are part 
of each stage of this journey. When the barriers to entry are alleviated, the customer is 
signi�cantly more likely to choose to do business with your company – and will even pay more 
to do so. These customer decisions and behaviors are a direct result of the changes in our 
society over the last several decades. There are more people in the workforce than ever before, 
and the very nature of the workforce has changed. This change dictates a re-evaluation of how 
you do business, and our analysis of existing research demonstrates that convenience is a 
driving factor for becoming a leader in your industry. The relevant scienti�c research tells us 
that the only way to avoid being disrupted and to dominate your industry in the 21st century is 
to make your products and services more convenient.  

Josh Packard, Ph.D., is a sociologist, professor and researcher at the University of Northern 
Colorado, where he serves as the Executive Director of the Social Research Lab. 

Shep Hyken is a customer service and experience expert, an award-winning keynote speaker, 
and a New York Times and Wall Street Journal bestselling author. His latest book is The 
Convenience Revolution: How to Create a Customer Service Experience that Disrupts the 
Competition and Creates Fierce Loyalty. 
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