Generation Convenience
Swipe right: meeting the needs of Generation Convenience

A global demographic shift means a new dominant
consumer force is emerging – one that is tech-savvy,
connected and more demanding than ever before.
Detergent manufacturers face a challenge to keep pace
with Generation Convenience.
Remaining relevant
The laundry detergent industry has long
catered to the needs of price-sensitive,
brand-loyal, buy-in-bulk Baby Boomers.
But, after decades of dominance, their
influence is on the wane. According to
KPMG, 2020 marks a ‘Millennial Moment’,
when the children of 1980 – 1995 will
become the biggest spenders in the
world. This power shift, coupled with
the adoption of digital-first purchase
behaviors led by ‘Generation Z’, is
creating a new type of consumer.
Meet Generation Convenience: techdriven, hyper-connected and scarily
well-informed; Generation Convenience
expects outstanding on-demand
performance on time, every time. They
seek sharable experiences that feel
authentic and unique, at the same time
as delivering immediate gratification. And
they don’t tolerate compromise or hassle.
Detergent companies are faced with an
existential challenge: respond to the fastchanging needs and values of Generation

Convenience, or face irrelevance. So, what
are the drivers shaping their behaviors –
and what does this mean for detergent
manufacturers innovating to stay ahead?

Instant gratification
The 24/7 connections enabled by social
media channels like Instagram, Twitter
and Facebook are the rewards for a
restless generation who live in fear of
missing out. Whether swiping left or
right to find potential partners on dating
apps like Tinder, or summoning a taxi to
any location within minutes through the
Uber app, Generation Convenience seeks
instant gratification – and struggles to
switch off.
A Live Person survey finds that 70% of
us sleep with our phones within arm’s
reach, 52% check it during the night and
64% take them to the bathroom.
The instant gratification we can observe
in our online relationships and shopping
behavior is built on the dopamine high
we experience in anticipation of the

reward, claims behavioral psychologist
Susan Weinschenk, Ph.D in
Psychology Today.
Whether it’s waiting for a response to a
tweet or the delivery of a new product,
we’re hardwired to enjoy the thrill of
the chase and the excitement of

expectation. Detergent brands need to
tap into this natural drive, cultivating
a desire for their products among all
generations with an expectation of
industry-leading performance that
tackles their laundry concerns.

Enabled by technology

For Generation Convenience, a fast
paced mobile-first offer is the price of
Customers no longer have to ‘go’ shopping admission for success. Fail to deliver
online, and you might not get a second
anymore, because, according to KPMG,
chance, with Google claiming 62% of
they can – and are – shopping, at every
customers are unlikely to purchase again
moment and everywhere. Smart phones
after a negative mobile experience.
and the ubiquity of WiFi have sparked an
always-on retail revolution that is being
supercharged by the emergence of smart Our laptops, tablets and phones drive
retail today but Voice Activated Artificial
homes, connected cars and 5G.
Intelligence (AI) systems like Amazon’s
Alexa – supported by same day delivery –
The traditional bricks-and-mortar
could be the future. By ordering products
retail model may still account for 90%
on command, they’re stripping fulfillment
of domestic sales, but the trajectory
back to its simplest level. In the future,
is digital. The global online shopping
Internet of Things (IoT) devices may
market in 2017 was worth an estimated
remove consumers entirely from the
US$1.9tn according to Deloitte – a figure
equation, with connected washing
set to grow exponentially. Indeed, it
machines capable of instantly ordering
found the boundaries between the
digital and physical worlds are becoming their own detergents.
increasingly blurred, with $0.56 in every
dollar spent in physical retail now having The challenge for industry is to fuse the
product offer across retail and online
a digital influence.

– delivering a genuine omnichannel
experience. Each customer touchpoint is
a valuable connection, where customers
should be able to purchase the products
they want – and receive them when they
want them.

Making it personal
It’s not wealth and status that matter
most to Millennials and Generation Z
consumers, argues Tracy Follows, founder
of strategic foresight consultancy, Any Day
Now. Rather, it is their own “uniqueness –
their experiences, their ideas, their story.”
Generation Convenience desire
customized and personalized experiences
that reflect their individual preferences.
Brands like Spotify, Amazon, Netflix are
already doing this by using machine
learning and user data algorithms to
serve up the content or products their

customers like the most, continually
improving their user experience.
In a study into luxury goods, Deloitte
found that across the world over half of
all millennial consumers definitely would
pay more for a personalized product. This
trend may well be set to play out in utility
goods, too.
Brands need to maintain the shift from
product passivity into developing a
personal relationship that reflects the
consumer. Tailored communications,
targeted messaging and product
offers are all ways to make customers
feel special.
Research by the University of Missouri
suggests that Millennials may not
understand how to use your products
effectively, so a focus on education is a
potential strategy for engagement.

Online validation
and sharing
In a reviews-based culture, social
proof is the key to unlocking purchase
decisions. The 2018 IRI Shopper Insights
Report found that over half of Millennial
consumers (61%) use digital sources such
as websites, reviews, blogs and social
media to find information on consumer
products before purchase. The average
online customer looks for five pieces of
information before making a decision on
what to buy.
Encouraged to post our positive and
negative experiences on social channels,
one negative review, or disappointing
brand experience shared online can
leave an indelible stain on your hardearned reputation. In lives lived online,
a moment of truth can last a lifetime.

Connected consumers from all
generations are better informed than
ever, seeking social proof that the
decisions they make are the right ones.
Detergent manufacturers can’t hide away
– they need to be everywhere, engaging
in conversations, sharing content and
establishing expectations.
Doing so can effectively communicate
your brand values – reinforced by
performance – across your online and
offline business. Investing in customer
lifetime value can be the cheapest – and
most effective – form of marketing to
Generation Convenience.

Shaping the future
By identifying and keeping pace with
the behaviors and preferences of
customers today and tomorrow, DuPont
is developing new solutions that will

enable manufacturers to satisfy this
diverse, dynamic and demanding
consumer base.
As consumers talk with their wallets,
we’re investing in developing stable
and sustainable enzymes that deliver
the improved cleaning performance
demanded by global consumers.
We’re focusing on developing solutions
with a lower footprint – for the home and
on the planet. Our enzymes are built to
perform in the low-temperature, shortcycle machines favored by consumers
and regulators.
Responding to the challenges posed by
the industry and the demands of
modern consumers, we’re creating
market-leading solutions that tackle the
emerging hygiene concerns of modern,
active consumers.

For more information:
Please visit our website biosciences.dupont.com, or reach out to us at
the location closest to you. To find the right number to contact us on, see
biosciences.dupont.com/contact/locations/
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