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executive summary

The 2015 Australian Monitor of Fuel Consumer
Attitudes was conducted in August 2015 to
understand the attitudes, opinions and habits of
Australian fuel consumers.

This research was commissioned by the Australasian
Convenience and Petroleum Marketers Association
(ACAPMA), the national peak body representing the
interests of Petroleum Distribution and Petrol Retail
businesses, in order to understand how and where
consumers choose to purchase fuel.

With a focus on consumer purchase behaviour,
satisfaction with existing services and interestin a
return to a more service oriented model, the aim of
the research was to understand consumer attitudes to
the total fuel purchase experience.

The research was conducted using a mixed mode
approach. An online survey was conducted, and a
nationally representative sample of 1000 consumers
across Australia provided their feedback. A series of
online focus groups with consumers in Brisbane,
Melbourne and Sydney were also conducted to
provide the “why” behind the survey findings.
Participants’ feedback adds depth and richness to our
understanding of the quantitative findings.

The key finding from the research is that price still
dominates the purchase decision. A majority of
consumers indicated that price was the number one
factor they consider when deciding where to purchase
fuel. It was also the dominant theme in feedback
provided by participants in focus groups. And it was
reason they were loyal to particular brands.

Use of supermarket discount vouchers is also widespread
and drives the behaviour of many fuel consumers. While
the majority of consumers always purchase fuel from the
same, or one of a few, petrol stations, it seems that many
are doing this to take advantage of supermarket discount
vouchers, despite knowing that it might only save them
“a few cents” per fill.

The study found that 83% of consumers generally shop at
one of the four major fuel retailers, BP, Coles, Caltex and
Woolworths. Deeper analysis of the reasons behind
consumer brand loyalty reveal some interesting
correlations. Loyalty programs are the most often
mentioned reason consumers loyal to Coles and
Woolworths give for shopping with the supermarket
brand. Frequent customers of larger retailers such as BP
and Caltex were more likely to indicate location, while
consumers who choose less dominant brands, such as
United, Costco, Puma and other independent retailers,
most often mentioned lower prices as the reason they
purchased fuel from their preferred brand.



executive summary

To gauge satisfaction with the fuel retail experience, we
applied a Customer Experience Framework. This involved
asking consumers to rate their satisfaction with seven (7)
areas that underpin four (4) key aspects of the customer
experience when purchasing fuel — convenience,
environment, efficiency and service.

Positively, it appears that fuel retailers are doing
extremely well across all 4 areas. A majority of consumers
were satisfied with all aspects of the experience. Ninety
one percent (91%) agreed that their purchase transaction
was completed quickly, 88% that there was a petrol
station in a convenient location and 86% that they felt
safe at the petrol station. And while feedback from focus
groups indicates that consumer expectations of customer
service at petrol stations are relatively low - few expect
more than a efficient, friendly interaction while payment
is facilitated - 81% agreed that staff were friendly and
helpful.

After measuring and discussing consumers’ satisfaction
with existing service elements, participants in the study
were next asked to consider various new and additional
services that might be provided by fuel retailers.
Specifically, they were asked to indicate their interest in
a return to full driveway service, where pump attendants
are available to fill their car with petrol.

The research found there was some support for a
greater service model. Forty six percent (46%) of
consumers indicated that they would like to see a return
to full service fuel retailing. Many reasons for this
interest were given. Several consumers mentioned that
full service retailing was still common in many countries,
and the benefits for the elderly, disabled and parents
with children in the car were mentioned often. Not
having to leave the car in inclement weather was cited
by a number of motorists, while others liked the idea of
having their windscreen washed and tyres checked.
Some thought it might provide a slight employment
boost and job opportunities for young workers.

Overwhelmingly, however, consumers were concerned
about the impact of offering driveway service on prices.
Most understood and mentioned without being
prompted that it was unlikely to be a free service.
Others felt that it would take too long. When the
prospect of being able to pay from the car was
discussed, however, support for full service increased.

When asked directly whether they would be willing to
pay for driveway service, drivers’ price sensitivity
became strongly apparent. Only 13% responded
positively and indicated that they would be willing to pay
for the additional service. A majority (55%) indicated
that they would not pay.

While consumers understand they save minimally by
shopping for fuel by price, it seems price is still more
important than service when it comes to fuel retailing.
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Before examining consumers attitudes to the fuel
purchase experience, the study sought to
understand purchase habits.

To do this, the survey asked a number of questions
around when and where consumers purchase fuel.
Participants in the online focus groups were also
probed about how they purchase fuel.

The research found that consumers are relatively
consistent in their fuel purchase habits. The majority
of respondents (60%) use one of a few petrol
stations. Nearly 30% are loyal to the same petrol
station and always purchase their fuel from the same
retailer.

Convenience to work or home was the major reason
behind loyalty to one or two petrol stations.
Feedback from focus group participants indicates
that the desire to utilise supermarket discount
vouchers is also important to many.

Despite usually using the same retailer, consumers
were less consistent in the timing of their purchases.
While some admitted to purchasing fuel at particular
times of the week, when probed in focus groups “I
fill up when | need to” was the main theme.

The research found that
consumers are relatively
consistent in their fuel
purchase habits. Nearly 30%
are loyal to the same petrol
station and always purchase
their fuel from the same
retailer.



| use my supermarket dockets close to home

To understand typical purchasing habits, the survey asked There was little variation by demographics. The main
respondents whether they always purchased from the same variation by demographic is that older motorists are more
petrol station, they purchased from the same few petrol likely to shop at the same petrol station. Thirty three percent
stations, or they go to the most convenient station when they (33%) of motorists between 60 and 69 and 34% of those over
need fuel. Online focus groups probed the reasons behind 70 always purchase their fuel from the same petrol station.

the behaviour.

The majority of respondents (60%) indicate that they use one
of a few petrol stations. Nearly 30% are loyal to the same
petrol station, always purchasing their fuel at the from the
same retailer. Only 13% wait and use the most convenient
petrol station when they need fuel.

Figure 1: Fuel purchase patterns
Do you usually purchase fuel from the same petrol station?
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petrol station same few petrol stations petrol station when | need fuel
n = 1000



Convenience to work or home was the major reason behind
loyalty to one or two petrol stations. A Queensland
consumer explained the behaviour of many when he stated
“I normally go to the same petrol station because its closer to
me."

Feedback from focus group participants indicates that while
convenience is a major reason for many, the desire to utilise
supermarket discount vouchers is just as prevalent. "I
usually buy petrol from one of two Shell-Coles Express petrol
stations that are close to where | live; I'm familiar with them
and use the petrol discount vouchers from the supermarket
and “I do keep in mind as to whether | have a voucher or can
get points for the transaction” were themes repeated by
many consumers.

”

III n

For others convenience was more about habit; “l "usually fill
up at Woolworths as | use my discount vouchers after
shopping” or "usually after going to the supermarket on
Tuesday or Thursday evening. After work only, never in the
morning”

While a few consumers indicated purchasing fuel habitually
on a particular day of the week, the majority indicated filling
up as and when they needed to.

"' usually buy petrol from
one of two Shell-Coles
Express petrol stations that
are close to where | live; I'm
familiar with them and use
the petrol discount
vouchers from the
supermarket. Occasionally,
though | go elsewhere.”

NSW Focus Group Participant



most motorists use card to pay. ..

A majority of consumers (73%) pay for their fuel purchases by card Older motorists are the most likely to indicate using a credit
— either debit card (41%) or credit card (32%). Twenty four percent card — 43% of motorists aged over 70 indicated they use a
(24%) pay for fuel using cash. credit card to pay for fuel. Only 13% of motorists aged under

) ) 25 pay for fuel using a credit card.
Female consumers are more likely than males to use debit cards,

with 44% of females paying for fuel using a debit card compared to Credit cards are more widely used by consumers living in capital
37% of males. cities than regional areas.

Use of debit cards is also more prevalent amongst younger
motorists, with 62% of motorists aged under 25 and 51% of
motorists aged between 25 and 30 paying for fuel using a debit
card.

Figure 2: Fuel payment methods
How do you usually pay for fuel purchases?
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attitudes to ethanol blended fuel

Figure 3: Ethanol attitudes
The survey also probed consumer attitudes to the use of ethanol Would you purchase ethanol blended fuel (E10)?

blended fuel. Thirty one percent (31%) indicated that they would 60.0%
purchase ethanol blended fuel, while 45% indicated they wouldn’t

purchase the blended fuel. 20.0% a5%

There was a slight difference in the attitudes of males and females; 20.0%

35% of males would purchase ethanol blended fuel compared to 31%

28% of females. 30.0% —_—
Motorists aged under 25 were the least likely to indicate that they 20.0%

would purchase ethanol blended fuel, with only 21% responding in

the affirmative. 10.0%

Consumers in NSW were much more likely to indicate that they 0.0%

would purchase ethanol blended fuel, with 45% of Sydney residents Yes No Unsure
and 44% residing in regional NSW indicating they would purchase n= 1000

ethanol blended fuel. ) )
Figure 3b: Ethanol attitudes by State

Would you purchase ethanol blended fuel (E10)?
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“| generally purchase fuel from the
same place, mostly for
convenience, its close to work ...
usually once a week"

VIC Focus Group Participant
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One of the main objectives of the research was to
understand how consumers choose where to purchase
fuel. What factors are most important to motorists
when deciding where to purchase fuel? Do they
generally purchase from the same brand of fuel retailer?
What motivates their brand loyalty?

The research found that while convenience is important,
price dominates the purchase decision. Sixty percent
(60%) of consumers ranked price as the number one
factor in deciding where to purchase fuel. Price was
also the most often mentioned decision factor by
participants in the focus groups. “Price is the biggest
factor for me”, was a repeated theme.

Of the consumers who indicated a preference for one of
the major five retailers (BP, Caltex, Coles, Woolworths
and 7 Eleven) those who shopped with Coles or
Woolworths were more likely to indicate that price was
the major reason for their decision to choose that
particular retailer.

Sixty two percent (62%) of respondents who generally
shop for fuel at Woolworths and 58% who generally
shop at Coles branded retailers indicated that price was
the most important factor in their decision to purchase
fuel.

Focus groups provided clarity. Many customers equate
using their supermarket discount vouchers as shopping
for the best price.

Consumers who shopped
with Coles or Woolworths
were more likely to
indicate that price was the
major reason for their
decision to choose that
particular retailer. Many
motorists equate
supermarket discount
vouchers with a better
price.



price dominates the purchase decision

To understand how consumers shop for petrol, the survey asked
them to rank the factors that were most important in their
decision about where to purchase fuel. Focus group participants
were asked the same question

The overwhelming response was price. While convenience is also
important, price dominates the purchase decision. Sixty percent
(60%) of consumers ranked price as the number one factor in
deciding where to purchase fuel. A majority of focus group
participants also indicated that price was the most important
factor in their decision.

There were some slight difference by demographics. Male
consumers (62%) are more likely than females (56%) to indicate
that price is the most important factor in their decision about
where to purchase fuel.

Figure 4: How do you shop for fuel?

What is most important to you when deciding where to purchase fuel?
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50.0%
40.0%
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Price Location of the Brand Convenience | Safety Ease of Opening hours  Customer
petrol station speed entrance [ exit

n= 1000
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Differences in shopping behaviour between consumers loyal to
different brands was also interesting. As might be expected,
Coles and Woolworths customers were more likely than
customers of other large retailers to indicate that price is the
number one factor in deciding where to purchase fuel. Sixty
two percent (62%) of respondents who generally shop for fuel
at Woolworths and 59% who generally shop at Coles branded
retailers indicated that price was the most important factor in
their decision to purchase fuel. This compares to 51% of BP,
45% of 7 Eleven and 43% of Caltex customers.

Consumers loyal to United were also price sensitive, with 89%
indicating that price is the most important factor in their
purchase decision. Later feedback suggests that loyalty to
independent and smaller retailers appears to be driven by
perceptions of lower prices.

Sixty percent (60%) of consumers ranked price
as the number one factor in deciding where to
purchase fuel.

0%

Convenience
stare



how consumers shop for price

Respondents who had selected price within their three most

important factors when choosing where to purchase fuel were next Figure 5: How do you shop for price?
asked how they shop for price — by reference to street signage, by You indicated that price is an important factor in your decision about where to
using supermarket fuel discounts or via other means. purchase fuel. How do you shop for price?

So how do price sensitive consumers shop for price? The most
common method is street signage. Fifty three percent (53%) of

survey respondents indicated that they shop for lower prices by oo
observing street signage. With prices prominently displayed

outside outlets, a majority of focus groups participants also 30.0%
indicated that their understanding of prices is based on experience

driving past. 40.0%

The use of supermarket discount vouchers to “price shop” was also
widespread. Forty two percent (42%) of motorists indicate that 30.0%
they use supermarket discount dockets to get the best price.
While most focus group participants did not directly mention
discount vouchers as the method by which they price shop, nearly
all indicated using the supermarket vouchers.

20.0%

10.0%

There is little difference in the way consumers shop for fuel by

price across the country, with the exception that supermarket fuel 0.0%
discounts appear more widely used by consumers in Melbourne Streetsignage Supermarket fuel Other Corporate fuel card
(50%). This reflects the higher percentage of Melbourne motorists e discounts

indicating that they most regularly purchase fuel from Coles

Express

1%

Consumers in Perth were more likely to indicate using other “Just keep an eye out when driving and

methods to price shop, with verbatim comments suggesting that . .

Fuelwatch is widely used in the city. compare prices you get to know which local
stations are cheapest”

Just over half of all focus group participants would drive out of

their way to save money on petrol, despite discussions that QLD Focus Group Participant
highlighted that many consumers understood the behaviour was

often counter-productive.



brand preference

Figure 6: Brand Loyalty
From which of the following do you most regularly purchase fuel?

T
7 Eleven - 5%

over N 5+

Puma . 1%

Costco I 1%
n = 1000 0.0% 5.00 10.0% 15.0% 20.0% 25.0% 30.0% 35.0% 40.0% 45.0% 50.0%
When asked to indicate from which fuel retailer they most While there were many differences across states, the most
regularly purchase fuel, 32% of survey respondents indicated significant was the dominance of Coles fuel outlets in
that they most often use Coles Express to purchase fuel. Melbourne. Motorists in Melbourne were significantly
This was significantly more than Caltex and Woolworths, the more likely than consumers in other states to indicate that
next most commonly selected fuel retailers at 20% and 19% they most often shop with Coles, with 44% of respondents
respectively. in Melbourne indicating they use the supermarket fuel

retailer.



brand loyalty

Not surprisingly, the main reason for consumer loyalty to a particular
petrol retailer or brand is location, closely followed by price.

Forty eight percent (48%) of consumers indicated that location was
the main reason they usually purchase fuel from a particular brand of
petrol station, while 44% indicated that price was one of the main
reasons. Closely linked to price, the loyalty programs offered by the
various retailers, was a reason why 35% of consumers shop at a
particular brand of fuel retailer.

Figure 7: Reasons for Brand Loyalty
Why do you usually purchase fuel from this brand of petrol station?

Location

48%

Lower Prices

£
®

Loyaity Program associated with the brand

35%

Quality of Fuel

20%

Entry / Exit 14%

Other . 4%

Layout I 3%

Store Variety I 2%

Store Quality I 2%

= 1000 0.0% 10.0% 20.0% 30.0% 400% 50.0%

60.0%

Deeper analysis of the reasons behind consumer brand
loyalty also reveal some interesting correlations.

As might be expected, loyalty programs are the most often
mentioned reason consumers loyal to Coles and
Woolworths give for shopping with the supermarket brand.
Fifty three percent (53%) of consumers who generally shop
at Coles and 48% of Woolworths shoppers do so because
of the loyalty program associated with the brand. This is
not surprising.

Frequent customers of larger retailers such as BP and
Caltex were more likely to indicate location as the main
reason they used the brand. Sixty three percent (63%) of
BP customers, 59% of 7Eleven customers and 53% of Caltex
customers indicated that they frequently purchase fuel
from the brand due to the location of the petrol station.

BP customers were also significantly more likely to indicate
quality as a reason for their loyalty.

Consumers who choose to shop at less dominant brands,
such as United, Costco. Puma and independent retailers
more often mentioned lower prices as the reason they
purchased fuel from this brand. Seventy one percent
(71%) of United customers believe the brand offers lower
prices.

70.0%  BD.0%



supermarket discount vouchers drive behaviour

With price being the most important factor in the ”|t doesn't save that m UCh
purchase decision, particularly amongst consumers loyal ) /
~mr to the supermarket affiliated retailers, focus groups but then aga N, Why WOU'd

investigated the use of supermarket discount vouchers.

you ever pay full price

Nearly every participant in the focus groups indicated When it's SO easy to get a
that they use the supermarket discount vouchers and ) "
the use of the discount vouchers was a constant, discount voucher”.

unprompted theme.

NSW Focus Group Participant
Most consumers understood savings were minimal -
“with 4c voucher, in fact it's not much.... it's only few
cents or dollars”. Despite this, every little bit helps was
a repeated theme. One motorist expressed a sentiment
shared by many when she suggested that "l always try
to use the vouchers as every little bit is a saving”. Others
that “it doesn't save that much, but then again, why
would you ever pay full price when it's so easy to get a
discount voucher”.

Despite this, there were some consumers who
questioned whether they were actually saving money by
using the vouchers. Most holding this view indicated
being able to find cheaper prices elsewhere, even after
the discount voucher was used. One consumer
suggested he could “always find cheaper prices without
the vouchers” while another provided an example - “last
week Shell was 1.48 and across the road Total was 19¢
cheaper”.




"l always use the Coles
voucher, because | usually
get a few dollars off the bill

and that’s always nice”

NSW Focus Group Participant .
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Despite an awareness that the savings from discount
vouchers are minimal, consumer attitudes and
behaviours reflect the dominance of supermarket

brands in the fuel and convenience retailing
industry.






Purchasing fuel is seen by many as a routine
experience and consumer expectations of
customer service at petrol stations are relatively
low; few expect more than a efficient, friendly
interaction while payment is facilitated.

Fuel retailers, however, go to great lengths to
ensure a convenient, safe and efficient service.
The petrol station must be in a convenient
location when the consumer needs fuel, it must
be easy to enter and exit the forecourt, the
forecourt must be clean, consumers should not
have to wait long to access a fuel pump and
safety must be assured. The purchase
transaction must also be quick, efficient and
friendly.

So how do consumer rate the experience
provided by the petrol stations that they use? Is
it a convenient? Is it friendly and efficient? Do
they feel safe?

We have applied a Customer Experience
Framework to measure overall satisfaction with
petrol retailers. This involved asking consumers to
rate their satisfaction with seven (7) key metrics
that underpin four (4) areas of the customer
experience when purchasing fuel — convenience,
environment, efficiency and service.

Positively, fuel retailers
are doing extremely well
on all measures of the
customer experience

The purpose of this methodology to track
consumers’ satisfaction with the total fuel
purchase experience — from finding a petrol
station to completing the transaction. We have
deliberately ignored price as a factor, in an
attempt to change the conversation away from its
current focus on price.

Positively, fuel retailers are doing extremely well
on all measures of the customer experience. An
overwhelming majority of consumers were
satisfied with all aspects of the experience.
Ninety one percent (91%) agreed that their
purchase transaction was completed quickly, 88%
that there was a petrol station in a convenient
location and 86% that they felt safe at the petrol
station. And while feedback form focus groups
indicates that consumers’ expectations of
customer service at petrol stations are relatively
low, 81% agreed that staff were friendly and
helpful!



Customer experience framework

‘It’s (customer service)
important as much as in
any retail setting: a certain
level of friendliness and
courtesy are expected:
after all we are the

customers” Service

NSW City Motorist

‘Convenience. Location and
which bowsers are more
comfortable to use or
which stations are easier to
get into”

Location QLD Rural Motorist

Staff are friendly and
helpful

There is a petrol station
in a convenient location

It is easy to enter and
exit the forecourt

Efficiency Environment

Wait time for a pump is e The forecourt is clean
reasonable and well presented

Purchase transactions e Consumers feel safe at
are completed quickly the petrol station

‘..cleanliness of the
petrol station, keep
everyone safe and
comfortable”

‘Fast and accurate in a
polite manner”

NSW Regional Motorist

QLD City Motorist



customers are satisfied with the experience

Figure 8: The Customer Experience: 7 Key Metrics

Thinking about the last time you purchased fuel, please tell us how much you agree?
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how important is customer service to fuel retailing?

While consum.ers.oyerwhelming!y agrge that "There is a station that | go
— customer service is important, discussions about the

nature of good customer service revealed low to all the time, on |y because

expectations from fuel retailers. Most agreed that "a .

smile and a hello will be fine”. the guy always has d Smlle

and says hello to me.”

Other comments during focus groups reflected
consumer attitudes that purchasing fuel is a routine
transaction. One consumer suggested that “customer NSW Focus Group Participant
service in all areas of trading is important , but | don't

think petrol is one of the most important ones, |

mean | just want petrol” while another indicated that

“friendly is good, even a warm hello, but you

generally want to get in and out and on your way”.

Motorists were fairly evenly split in their feedback as
to whether good customer service was more likely to
make them return to a petrol station. Many
motorists indicated that customer service was not the
most important factor and that it “would be a low
order influence on my decision” and that "l only have
to deal with someone to pay, so it doesn't really
matter to me”. Other consumers indicated that a
“friendly service is always appreciated”.

Other motorists went even further, indicating that
they have “stopped going to petrol stations before
because the person at the counter was rude and
unresponsive when | went to pay"




While not addressed directly in the online survey,
consumer perceptions about safety at petrol stations
was a conversation topic in focus groups.

The intention was to probe how much consumers
consider the safety of the environment they are
choosing to enter when they purchase fuel. Do they
recognise that a petrol station is an environment
highly engineered for safety?

When asked directly, consumers’ awareness of the
safety aspects of a petrol station environment was
apparent. Many consumers spoke of the common
safety precautions ; “the most important key of safety
is to turn off the car engine, as the ignition could
cause explosion” and "no mobile phones or smoking
near the bowsers as one spark can ignite the fumes"

Despite this, conversation with consumers suggests
that safety is not something that all motorists
consider when they determine where to purchase
fuel. Approximately half of the consumers who
participated in the focus groups “never thought about
it (safety)” when they purchase fuel.

what do consumers think about safety?

Where consumers do consider safety, fears about
robbery or personal threat were the most common.
Comments such as “..I lock my car when going to pay
as a habit” or “..I try not to fill up at night time and
make sure its easy to enter and exit” were mentioned.

Robberies were specifically mentioned by several
consumers, with one respondent indicating they
“prefer a central location and well lit up. It's generally
the same few petrol stations that get robbed here."

Others appeared to equate safety with brand. A
couple of consumers mentioned trust in a large brand
as the way in which they reconcile safety. "Safeway
and Coles are trusted brands and | trust them...safe |
guess"

“Well, the most important key of safety is to

turn off the car engine, as the ignition could
cause explosion”

QLD Focus Group Participant




"l think in the current environment, where the majors are competing based on
price and co-branding with the supermarkets, they can afford to be less
concerned with customer service because (as also evidenced from this chat so
far) nobody really bases their purchasing decisions on the service they receive;
its more about price and location/convenience. That's not to say that's how
everyone feels (I would personally like better service), but its not going to
change my behaviour if | don't get it”

NSW Capital City Focus Group Participant
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A key focus of the 2015 National Monitor of Fuel
Consumer Attitudes Study was to extend the
conversation about fuel purchases beyond price. To
talk about other aspects of the retail experience that
might interest consumers and add greater value to
what is a routine purchase for most motorists.

After measuring and discussing consumers satisfaction
with existing service elements, participants in the study
were asked to consider various new and additional
services that might be provided by fuel retailers.

Specifically, they were asked to indicate their interest in
a return to full driveway service, where attendants are
available to fill their car with petrol. They were asked to
discuss what they thought the advantages and
disadvantages might be and to consider whether they
would be more likely to frequent petrol stations that
offered full service. Consumer attitudes to various other
services were also canvassed.

The study found there was some support for a greater
service model. Forty four percent (44%) of consumers
indicated that they would like to see a return to full
service fuel retailing. Interest in the idea of a return to
full service was also apparent in focus groups.

Many reasons for this interest were given, with several
consumers saying that full service retailing was still
common in many countries, and the benefits for the
elderly, disabled and parents with children in the car
were mentioned often. Not having to leave the car in
inclement weather was cited by a number of motorists
while others liked the idea of having the windscreen
washed and tyres checked.

Consumers cited many
benefits of full driveway
service, but few would
be prepared to pay for
the service

In focus groups, consumers discussed the
various other services that might be provided as
part of driveway service. Basic vehicle
maintenance such as washing windscreens,
checking tyres and checking oil were the most
popular additional services. Payment from the
car was seen as a benefit.

Motorists, however, questioned the additional
time and cost to provide vehicle check-up
services that would be expected as part of
driveway service. Modern vehicle technology
and regular servicing were also seen as removing
the need for fuel retailers to provide this service.

Overwhelmingly, however, consumers were
concerned about the impact of offering driveway
service on prices. Most understood and
mentioned without being prompted that it was
unlikely to be a free service.



a return to full service?

To extend the conversation about fuel retailing beyond price,
participants in the study were asked to indicate their interest in
a return to full driveway service, where pump attendants are
available to fill their car with petrol and provide various other
services.

Interestingly, when presented with the option in the online
survey, 44% of consumers indicated an interest in a return to
full driveway service in petrol stations.

Consumers in Perth (54%) and Melbourne (48%) were most
likely to indicate interest and consumers in the ACT (29%),
Adelaide (34%) and Brisbane (35%) were the least interested in
full driveway service.

Figure 9: Full Driveway Service

As might possibly be expected, females (48%) were
significantly more likely to indicate interest in full driveway
service than males (41%). And while there were no significant
differences in interest based on consumer age, only 38% of
those aged under 25 expressed interest in a full service model.

When discussed in focus groups, interest in the idea of a
return to full service was also evident. A majority of
comments about full driveway service were positive —
although concerns about cost were immediately apparent.
Most understood and mentioned without being prompted
that it was unlikely to be a free service.

Would you like to see a return to full service fuel retailing, where pump attendants are available to

fill up your vehicle and provide other services while you wait?

60.0%
50.0%

40.0%

35%

30.0%

20.0%

10.0%

Yes

n = 1000

21%

Unsure



the benefits of full service

Consumer attitudes to a return to full driveway service were also canvassed in focus groups. Discussions were guided to ask participants whether they
would like to see a return to full service, what they considered the benefits and disadvantages and whether they would be more likely to use a petrol
station that offered full service. So what did they say? What do consumers think about the idea of a return to full service petrol retailing?

The main advantages consumers mentioned were:

Having my windscreen washed would | like the idea of avoiding inclement
be nice weather

“People could get oil topped up, windscreens cleaned

i ? "
etc.... | used to do that ...back a long time ago: "Don't have to leave the comfort of the car in inclement

weather”
“Getting to sit back and someone else doing it for me and
some extras like window washing” “Not having to leave the car in driving rain.”

“having a tyre pump would be good”

It would help the elderly and parents It might give an employment boost
with children

“It would probably slow things down but provide
employment for young people”

wu

Full service is great for parents with children in the car
and for the disabled / elderly”

“I'am an elderly lady and it would help me immensely” “I really like the idea as it means more jobs”

“It would mean that | would not have to take my daughter
out of the car when she’s with me"




the drawbacks of full service

Despite the benefits mentioned by consumers, two main issues were prevalent in comments about a return to full driveway service.

"Too slow for multiple pump station unless they employ say 4 extra staff”
“If its busy maybe waiting longer than anticipated”

"Maybe this guy is taking his time when you are in a rush to get it done
and pay and move out"”

"Definitely price hikes to cover the extra staff”

“More expensive to cover the cost”

“The petrol price is more expensive"




what’s included in full driveway service?

In focus groups, consumers discussed the various other ;
services that might be provided as part of driveway service. Ma ny reisiponde.nts g UeStIOHEd
the additional time and cost to

provide vehicle maintenance as

Consumer support for the concept of minor vehicle
maintenance, such as checking tyres and washing

windscreens, being provided as part of full driveway service pa rt of full d riveway service
were also tested in the online survey and discussed in focus
groups.

Sixty seven percent (67%) of respondents to the online
survey indicated interest in having their tyres checked,
while a further 58% and 52% were interested in washing
windscreens and checking oil respectively. Additional
vehicle maintenance services were also the most popular
additional services with participants in focus groups.

Figure 10: Additional Service Options

What other services would you be interested in receiving

Despite this, while many consumers liked the idea of from your petrol station?

“getting the windows washed by someone if it is dirty”,
many respondents questioned the additional time and cost

to provide vehicle maintenance services. Nearly a third of 0o
the participants in the focus groups thought it would take 70.0% 67%
too long. More thought it would be cost prohibitive. o g
52%
Modern vehicle technology and regular servicing were also 50.0%
seen as removing the need for fuel retailers to provide .
minor vehicle maintenance as part of driveway service. In
the words of one motorist “this is usually done by my 30.0% Jane
dealership when we go for 3 monthly service”. Another 20.0%
suggested that "modern cars don't need constant or
frequent checks”. Concern about the qualifications of staff 10.0% -
providing the service was also apparent. 0.0% —
Checking tyres Washing wind creens Checking cil MNone of these Other

no= 1000



how will driveway service work?

e

The way in which driveway service might operate was
another focus of conversations with consumers.

Making the fuel purchase quicker was seen as a valuable
feature. In the words of one motorist, "I think if you
could make it quicker then that would potentially be a
good feature to offset the higher price”.

While the concept of driveway service being offered as
an express lane was discussed, most consumers thought
the driveway service would actually slow things down.
Several focus group participants suggested that an
express lane "sounds like a contradiction - driveway
service would surely be slower."

Motorists who participated in the focus groups sessions
frequently cited the time it would take as one of the
disadvantages of driveway service, with many agreeing
that “most people want to get in and out as quickly as
possible

While a couple of consumers appeared concerned about
the risk of card skimming, when asked directly an
overwhelming majority of motorists who participated in
focus groups were receptive to the idea of being able to
pay for their fuel purchase from their car.

"orobably would be better to
have them all express lanes ...
and one lane which was full
service ... most people want to
get in and out as quickly as
possible"

NSW Focus Group Participant




So would motorists use full driveway service?

While some motorists spoke fondly of their memories
of a full service model suggesting it sounds “nostalgic”,
a more common response was acceptance of the
current reality. Many motorists indicated finding the
current system convenient, and are “happy doing these
things by myself.” Others thought they “might feel
awkward while someone else fills my car.” Still others
saw it as regressive change suggesting that “in this day
when there are so many cars and everything is
automated it would be a backward move”

Many motorists, however, suggested they would be
unlikely to use driveway service. Others suggested they
would if it didn’t cost more. Some said they would use
it occasionally.

Overwhelmingly, however, consumers were concerned
about the impact on prices. As noted earlier, most
understood and mentioned without being prompted
that it was unlikely to be a free service. “If there are
attendants to help you fill up the petrol, the most
significant changes we would see is increase in prices in
order to pay the worker.” And while many thought
driveway service a good idea, most questioned the
cost, suggesting they may use it "provided the price
was the same ... I'm more price conscious nowadays”.

It’s a good idea, but will motorists use it?

Most consumers
understood and mentioned
without being prompted
that it was unlikely to be a
free service.

Putting concerns about cost and time aside, motorists
were asked if there were any particular times or
circumstances that might make them more likely to use
full driveway service.

There was no clear consensus about times of the day or
days of the week when driveway service would offer
more value. While some consumers thought it might be
a good idea at night time to alleviate safety concerns,
others thought the weekend when more time was
available to them would be better.

Before a long trip was one of the most common times
when motorists might be likely to use full service.
Others suggested when they were indisposed or feeling
unwell. Simply when the car needed a check was also
mentioned by several motorists.



"It would mean | would not have to take my daughter out of the car
when she’s with me. | wont have to get out in the heat or the cold or
the rain...”

VIC Focus Group Participant
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The final section of the research sought to
understand consumers willingness to pay for a new
service model. Would motorists pay for full
driveway service and, if so, what services or
conditions would be most likely to prompt them to

pay’?

When asked directly whether they would be willing
to pay for driveway service, drivers’ price sensitivity
became strongly apparent. Only 13% responded
positively and indicated that they would be willing
to pay for the additional service. A majority (55%)
indicated that they would not pay.

When pressed further as to whether the inclusion
of additional services or features might increase
their willingness to pay, 61% maintained their
opposition to paying for driveway service. Of
consumers who both initially indicated that they
may be receptive to payment and those who would
not pay, the inclusion of additional vehicle
maintenance services such as a tyre and oil check
or washing windscreens was most likely to increase
the propensity to pay.

Amongst focus group participants, while some
suggested they may use it “occasionally, such as
when my car needs a thorough clean during a long
trip” the overall theme was that “the petrol price is
already expensive. | would not be willing to pay any
extra for the full service"

“| feel that we pay more than
enough for our fuel as it is
without expecting to pay
more for something we
always used to get as a
SERVICE”

Online survey participant




willingness to pay

Figure 11: Willingness to pay for full service

When asked directly whether they would be willing to pay
for driveway service, drivers price sensitivity became
strongly apparent. Only 14% responded positively and
indicated that they would be willing to pay for the
additional service. A majority (55%) indicated that they
would not pay. A majority of focus group participants also ' 55%
confirmed that they would not pay to have someone else

Would you be willing to pay to have a pump attendant fill up your
vehicle while you wait?

fill up their car with petrol. 20.0%
Males (60%) are significantly more likely to indicate that 40.0%
they are not willing to pay than females (51%) 31%
30.0%
Consumers in Melbourne (20%) and Perth (20%) are the
most likely to indicate willingness to pay, while consumers 20.0% L%
in Regional Victoria (5%), Regional NSW (8%) and ACT (6%)
are the less likely than consumers in other areas to express 10.0%
willingness to pay
0.0%
Consumers aged over 50 were the least likely to indicate e e Hnsure
willingness to pay, which we would suggest may be due to n= 1000
memories of it previously being a free service. In the
words of one consumer, “I feel that we pay more than
enough for our fuel as it is without expecting to pay more
for something we always used to get as a SERVICE”
Younger motorists (aged 25-29) who have no experience When asked di reCtly whether they would

with full service fuel retailing were the group most likely to
be willing to pay for service (23%)

be willing to pay for driveway service,
drivers price sensitivity became strongly
apparent.



what might encourage payment for full service?

Consumers who indicated that were willing to pay, or were
unsure about whether they were prepared to pay, for driveway
service were next asked to consider if there were any particular
services or circumstances that would make them more willing to
pay for service.

The inclusion of additional vehicle maintenance services was
most likely to increase the propensity to pay, with 57% of these
motorists indicating that they would be more likely to pay for full
driveway service if it included a tyre and oil check and a
windscreen wash. Focus group participants expressed the same
view; additional minor vehicle maintenance services were the
most likely to illicit increased willingness to pay.

Figure 12: Most Likelihood to Pay
Under what circumstances would you be likely to pay to have a pump
attendant fill up your vehicle while you wait?

90.0% (Asked where selected ‘Yes” or “Unsure” to “Would you be willing to

80.0% pay to have a pump attendant fill you vehicle while you wait?”)

70.0%
60.0% 57%
50.0% 46%

40.0%
3%

30.0%

20.0% 18%

10.0%

0.0%
Full service includes tyre Adverse Weather; it is cold Full service allows you to | hawe children in the car

n=449 andoil check and and { or raining outside bypass the gueues
windscreen wash

Older consumers are the most interested in other vehicle
maintenance services. Consumers in Sydney (51%) and
Brisbane (47%) were less likely to indicate that the provision
of other vehicle maintenance services would encourage
them to pay.

Forty six percent (46%) of consumers indicated that they
might be willing to pay for full service in adverse weather
conditions, while a third of respondents indicated they
might pay if they could bypass queues at the petrol station.

Consumers in Sydney (43%), Brisbane (47%) and Perth
(48%) are the most likely to indicate that the ability to
bypass queues might encourage them to pay for full
driveway service. Unsurprisingly, consumers in metropolitan
areas are also more likely than consumers in non-metro
areas within the same state to pay for driveway service if it
enabled them to bypass queues.

Males (38%) are significantly more likely to indicate that they

would pay for full service if it allowed them to bypass
queues than females (26%).

5%

Other



what might encourage payment for full service?

Consumers who indicated that were not willing to pay for full However, 39% indicated that other services may encourage
vehicle service were also asked to consider if there were any them to pay for full service. Like consumers who were
particular services or circumstances that would make them more initially more receptive to payment, additional services like
willing to pay for service. tyre and oil check were the most likely to increase

receptiveness to payment.
A majority of these consumers, 61%, maintained their

opposition to paying for driveway service. Males were Feedback from focus group participants was similar. When
significantly more likely than females to indicate they would asked directly, the vast majority also indicated that they
never pay for full service. would not be willing to pay for full driveway service.

While some suggested they may use it “occasionally, such as
when my car needs a thorough clean during a long trip“, and
others that they might pay for the convenience, most

Figure 13: Likelihood to pay indicated a preference for self service. The overall theme was

Are there any circumstances or additional services that might that “the petrol price is already expensive. | would not be

encourage you to pay for full service at the petrol station? willing to pay any extra for the full service"
90.0%

(Asked where selected ‘No” to “Would you be willing to pay to have a
B0.0% pump attendant fill you vehicle while you wait?”)
70.0%
61%
60.0%
50.0%
40.0%
30.0% 338
20.0% 7%
10.0% B% B%
] 1 -
0.0%
No, | would never pay  Full service includes  Adverse Weather; it is | have childrenin the Full service allows you Other
for full driveway tyre and oil check and cold and / or raining car to bypass the queues
service atthe petrol windscreen wash outside
station

n=550



the preferred full service pricing model

Discussions with motorists confirmed the survey findings

The final part of the study asked consumers who had and revealed the reasons behind the different choices.

indicated some willingness to pay for full service, to choose

between two alternate ways of pricing driveway service —a While the simplicity of a flat rate appealed to many

flat service charge or a cents per litre surcharge. consumers, most consumers did the calculations to
determine which would be the cheapest option for them.

Consumers were divided in their preferences. Fifty one Those with large tanks worked out that it would be more

percent (51%) preferred a flat rate service charge while 49% cost effective to pay a flat rate for the service, while

would favour a surcharge on the cents per litre rate. motorists driving cars with small tanks determined they

would be better off choosing the surcharge.

Figure 14: Pricing Model Preferences

If you had decided to pay for full service and saw the following on the rate board at a petrol station, which would you
be more likely to choose?

(Asked of all respondents except those that selected “No, | would never pay for full driveway service at a petrol station)
60.0%

51.2%
48.8%

50.0%

40.0%

30.0%

20.0%

10.0%

Rate, plus service charge Rate, plus cpl

n=662



“I wouldn't pay more and | wouldn't
wait, but if no one else waiting | would
(use driveway service) just to get
windows clean and tyre air checked"

Online Focus Group Participant
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The 2015 National Monitor of Fuel Consumer Attitudes
confirms that Australian fuel consumers are firmly
focused on the convenience, price and speed of the
fuel purchase experience.

Almost a third of motorists always shop with the same
fuel retailer, with location, price and loyalty programs
the main drivers of consumer loyalty. Most shop on
price —it is the number one factor considered by 60%
of motorists when deciding where to purchase fuel.
Many will even drive out of their way to purchase
petrol at a cheaper price — despite understanding that
savings may be eroded by the extra fuel used.

Use of supermarket discount vouchers is also
widespread; nearly all consumers who took part in the
research program indicated that they use them. While
most motorists appear to understand that the savings
from using the vouchers are small, many still appear to
obtain a sense of satisfaction from the saving.
Consumers who are loyal to supermarket brands are
more likely to rate price as their most important
consideration

There were, however, some consumers who believe
that better prices can be found at alternatives to the
major fuel brands. Consumers who indicate loyalty to
independent and smaller fuel retailers do so because
they believe they offer lower prices.

While concerns about cost and efficiency dominated all
discussions about a full service model, the idea of
driveway service was seen as having some benefits.
Many consumers liked the idea of having their tyres
checked and windscreens washed. Many would use it
on or before long drives, indicating it may be more
feasible in regional areas or on major highways.
Motorists in Melbourne and Perth were more receptive
to the idea. The ability to pay for the transaction from
the car was also attractive to most consumers.

It is clear from the research, however, that motorists are
not inclined to pay more for service. Most consumers
are satisfied with the current reality. A strong majority of
consumers are satisfied with all aspects of the fuel
purchase experience — the location, environment,
efficiency and service.

The research suggests that to convince consumers to
pay for greater service from their fuel retailer will take a
major change in attitudes. While there are definitely
some groups in the population who would benefit from
and be prepared to pay for the convenience of driveway
service, greater promotion of the benefits would be
needed to convince the majority of motorists to turn
their focus away from price.



methodology and survey sample

The research was conducted using a mixed mode
approach. An online survey was conducted between 3 -8
August 2015. A nationally representative sample of 1000
consumers across Australia provided their feedback.

A series of online focus groups with consumers in
Brisbane, Melbourne and Sydney were also conducted to
provide the “why” behind the survey findings. The focus
groups were conducted on the evenings of 18, 19 & 20t
August 2015.

Survey panel demographics

Location 4000
SoDEinE A Male 45.7%
Sydney 21.5% Female 51.3%
Other NSW 12 6%
Melbourne 18.0%
Other VIC 7 6% Age Total
Brishane 77% Sample Size 1000
Other QLD 9.5% Under 25 12 4%
Adelaide 5.2% 25-29 8.5%
Other SA 2.3% 20-39 19.0%
Perth 7.0% 40-49 19,30,
LEEH L 60-69 11.4%
Other TAS 1.6% ver 70 2%
ACT 1.7%
NT 0.9%
Online focus demographics
»
Metro 7 7 [ Non Metro 3
Male 5 £ 3 Male 1
Female 2 3 3 Female 2
18-29 2 1 2 18-29
30-49 3 4 2 30-49 2
50 - 65 2 2 2 50 - 65 1




This research was commissioned by ACAPMA.

ACAPMA is the national peak body representing the
interests of the Petroleum Distribution and Petrol
Retail businesses.

ACAPMA serves the downstream petroleum industry
via the provision of employment services, industry
advocacy to government, and networking
opportunities to ensure the competitive viability of its
members’ businesses.

ACAPMA’s members comprise 90% of Australia’s fuel
distribution and storage businesses who, in turn,
supply fuel to approximately 3,500 of the 6,400 retail
fuel outlets operating in Australia. The profile of
ACAPMA’s membership ranges from small Australian
businesses, to medium sized Australian owned
enterprises, to large multinational corporations.

www.acapma.com.au

«JACAPMA

AustraIaS|an Convenience and Petroleum
Marketers Association

This study was conducted by Survey Matters.

Survey Matters specialise in providing services to
associations and not for profit organisations, their
customers and members.

Survey Matters have helped a wide range

of associations understand their value proposition -
what is important to members, how the association
can help them and how satisfied they are with their
associations' performance. We also work with
associations to generate and build industry data and
knowledge to support advocacy, promotion, industry
development and marketing activities.

As authors of the Associations Matter Research
Series, Survey Matters have a significant knowledge

base of the Australasian association sector.

www.surveymatters.com.au

maters.


http://www.surveymatters.com.au/
http://www.acapma.com.au/

for more information

- Mark McKenzie Rebecca Sullivan
ACAPMA Survey Matters
E: mark@acapma.com.au E: rsullivan@surveymatters.com.au
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