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Reflecting the majority of research on the subject at 

that time, the 2015 research results found that price 

was the most important factor in the buying decision 

and that the use of supermarket “discount” vouchers 

was prevalent. However, recent international 

research suggests that price is becoming less 

important in the purchase decision, and that 

convenience is increasingly important to consumers.   

With this in mind, the focus of the 2017 National 

Monitor of Fuel Consumer Attitudes was on greater 

examination of the price sensitivity of consumers, 

the extent to which consumers research prices prior 

to purchase and preferences around the 

convenience offer. Analysis of consumers’ use of the 

convenience offer at service stations seeks to 

provide fuel retailers with insight into changing 

consumer attitudes and behaviours.

Consistent with 2015, this research found that price 
remains the most important factor in the decision to 
purchase fuel for a majority of consumers.  Forty 
eight percent (48%) of survey respondents ranked 
price the number one factor in deciding where to fill 
up.   

Despite this focus on price, a majority of consumer 
(71%) remain loyal to one of a few service stations.  
Although lower than in 2015, 19% always use the 
same service station. Location is given as the reason 
for station loyalty by 29% of respondents. 

Further, few consumers research prices pre-
purchase and street signage remains the main way 
consumers shop for price.  Reflecting station loyalty 
and the importance of a convenient location, few 
motorists would travel out of their way for a cheaper 
fuel price.

The 2017 National Monitor of Fuel Consumers 
Attitudes explores the attitudes of consumers to 
the total fuel retail experience. 

The 2017 Monitor of Fuel Consumer Attitudes 

project builds on the work commenced in 2015, a 

forward-thinking research program that aims to 

better understand Australian consumer attitudes, 

preferences and habits when purchasing fuel.  

The research was commissioned by the Australasian 
Convenience and Petroleum Marketers Association 
(ACAPMA), the peak body representing the interests 
of petroleum distribution and petrol retail 
businesses, and was conducted in August 2017 using 
a mixed mode approach.  

As well as a series of video interviews with ten 
consumers, a nationally representative online survey 
of 1042 respondents was conducted. The online 
survey sample was representative of the Australian 
population in terms of age, gender and location.  

To provide a deeper understanding of the Australian 
fuel consumer, the online survey provided for the 
identification of different segments, or groups, of 
consumers who displayed similar demographic and 
behavioural characteristics.  These segments are 
used as the basis for analysis of the results of the 
online survey and aim to provide information and 
insight that might guide the product, marketing and 
promotional and strategies of fuel retailers.
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There is also evidence that for some shoppers the convenience offer 
is important. With increasingly busy lives, consumers are looking for 
ways to make life easier and many are using the service station for 
convenience shopping.

While 80% of consumers purchase fuel only when they go to the 
service station, and very few respondents indicated it was the most 
important factor in their decision about where to purchase fuel, 20% 
of consumers usually purchase other products when they buy fuel.   
There is also a group who use their local service station for top up, or 
convenience only, shopping.  Thirty percent (30%) of respondents 
indicated that they visit a service station to make purchases without 
buying fuel.  Of these consumers, 34% visit at least once per week, 
while 14% visit every few days.  And for some of these consumers, 
albeit a minority, the convenience offer is more important than 
price.  

Interestingly, consumers who purchase convenience products with 
their fuel are more likely to later use the service station for 
convenience-only shopping .  So it seems if retailers are able to offer 
items that consumers are interested in buying when they are in store 
for fuel, they are more likely to come back later and buy other items.

Younger consumers in particular are making use of their local service 
station for convenience shopping. While older Australians may be 
unlikely to go to the petrol station to shop for anything other than 
fuel, over 40% of consumers under 40 indicated that they use a 
service station for convenience shopping without also buying fuel.  
While it is too early to tell if this behaviour will continue as 
consumers age, it will be important to monitor this trend in future 
research.

Amongst ‘fuel only’ consumers price prevents the majority from 
making convenience purchases, with many suggestions that 
consumers would shop at the service station “if they make the prices 
in line with supermarkets” Sixty nine percent (69%) of survey 
respondents indicated that the main reason they do not buy 
additional products from the service station is the price.  Limited 
product range also prevents convenience purchases for 19% of 
consumers.  

With most consumers indicating that the service station does not 
have products they are interested in purchasing, the question 
remains as to whether an expanded convenience range would be 
likely to entice more consumers to shop at a fuel retail outlet.
And while the convenience offer at service stations is unlikely to rival
price as the main reason why most consumers choose a particular 
retailer for their fuel purchases, there is a group for whom a greater 
range and quality of products in the convenience store is appealing 
and likely to influence their choice of fuel retail outlet.   
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Shopper Segments

Segmentation analysis revealed five distinct fuel shopper segments:

• Convenience store shopper
• Location driven fuel shoppers
• Price sensitive, fuel only shopper
• Price sensitive, loyalty shoppers
• Fixed retailer shoppers

Fuel Purchase Behaviour

• 90% of consumers always purchase from the same or one of the 
same few petrol stations. 

• The proportion of consumers who always purchase fuel from 
the same retailer has fallen from 29% in 2015, to 19% in 2017.  

• Nearly half of consumers visit a service station at least once a 
week.

• Consumers in the ‘convenience store shopper’ segment visit 
more frequently than other consumers. 

• Price is the most important factor in where to purchase fuel for 
48% of consumers, down from 60% in 2015.

• 61% of consumers indicated that price was more important 
than the location of the service station when purchasing fuel.

• 89% of consumers indicated that price was more important 
than the convenience offering when deciding where to purchase 
fuel.

Key findings
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Convenience Shopping

• A majority (80%) of consumers generally purchase ‘fuel only’ when 
they visit a petrol station.

• Price is the main barrier to purchasing other items when buying fuel.  
Limited product range was also cited as a reason for not buying 
anything by 19% of consumers who only purchase fuel.

• Of consumers who generally make additional purchases with their 
fuel, the most frequently mentioned purchases were cold drinks 
(57%), chips, lollies and snacks (45%) or coffee or hot drinks (43%).

• The amount spent in store varies by shopper segment, with 
‘convenience store’ and ‘fixed retailer’ shoppers spending 
significantly more than the other segments.

• 30% of consumers use a service station to purchase products 
without buying fuel.

• Use of service stations for convenience shopping varies between 
segments.  Those in the 'convenience store shopper’ and ‘fixed 
retailer’ segment are most likely to purchase products and choose a 
convenience store based on the products available.

• There is a clear distinction between age demographics in the use of 
convenience stores, with consumers under 40 significantly more 
likely to purchase other products and to choose a service station 
based on the convenience offer.

• 26% of consumers indicated some likelihood to purchase from an 
expanded offer including coffee, café style food, take home meals, 
healthy food options and a larger grocery range.
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To provide a deeper understanding of the Australian 
fuel consumer, the online survey provided for the 
identification of different segments, or groups, of 
consumers with similar demographic and behavioural 
characteristics.  

These segments are used as the basis for analysis of the 
results of the quantitative online survey and aim to 
provide information and insight that might guide the 
marketing, promotion and future strategies of fuel 
retailers.

Methodology
The first step in the segmentation was a factor analysis, 
which analysed the correlation between a series of 
behavioural and attitudinal statements that tested price 
sensitivity, the importance of location, the convenience 
offering, purchase behaviours, brand loyalty and use of 
loyalty cards and discount vouchers.  

The factor analysis identified four key behavioural 
attributes.

▪ Convenience store shopping
▪ Price sensitivity
▪ Brand loyalty
▪ Location driven

Cluster analysis was then used to segment consumers 
based on their alignment with the identified factors of 
behaviour and their demographic characteristics 
(gender, age and income).  

As a basis for the research, a segmentation analysis was 
conducted to identify consumers with similar demographic and 
behavioural characteristics.

The Segments
A total of five segments were identified, and form the 
basis of the analysis in much of this report.

• “Convenience store shoppers” are mainly female, 
aged around 30.  They tend to buy coffee, snacks 
and top up grocery items from the fuel station.  The 
range of convenience offerings is as important to 
them as price.

• “Location driven fuel shoppers” are both male and 
female, middle aged with middle to high incomes. 
They purchase fuel whenever they need it. Location 
is relatively more important to them than other 
factors. 

• “Price sensitive, fuel only shoppers” are lower 
income consumers, mainly aged over 50. They are 
sensitive about fuel prices and, to save money, will 
compare prices and even drive out of their way for 
cheaper fuel.

• “Price sensitive, loyalty shoppers” are mainly male, 
senior generation drivers with low income.  While 
they are also sensitive to price, and will wait for 
cheap fuel, they are inclined to purchase fuel at the 
same fuel retailer

• “Fixed retailer shoppers” are predominantly male, 
aged over 40, with middle to high incomes.  Not 
many factors will affect their purchase decision and 
they usually just go back to the same retailer. 

More detailed segment profiles are provided in the 
pages following, as well as in Appendix A of this report.

Five different fuel 

shoppers
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Segment 1 Segment 2 Segment 3 Segment 4 Segment 5

convenience store 
shopper

convenience driven 
fuel shopper

price sensitive 
fuel only shopper

price sensitive 
loyalty shopper

fixed retailer
shopper

Mainly female, aged 
around 30. 

They buy coffee, 
snacks, top up grocery 

from fuel station. 

The range of 
convenience offerings 
is as important as price 

to them.

Male and female, 
middle age with 

middle to high income. 

They purchase fuel 
whenever they need. 
Location is relatively 
more important to 

them. 

They don’t pay much 
attention to other 
products or price.

They are sensitive with 
fuel price.   Lower 

incomes, mainly aged 
over 50.

To save money, they 
will compare price and 
even drive out of their 
way for cheaper fuel.

They are mainly male, 
senior generation 
drivers with low 

income. 

They are sensitive with 
price as well.  They will 

wait for cheap fuel. 

However they are 
inclined to purchase
fuel at the same fuel 

retailer.

Mostly are above 40 
years old, male, 

middle to high income. 

Not many factors will 
affect their purchase

decision. 

They usually just go 
back to the same 

retailer. 

Five segments were identified and are used as the 
basis of analysis of results to the quantitative survey.

Figure 1: Consumer Segments
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Segment 1
Convenience store 

shopper

Segment 2
Location driven 

shopper

Segment 3
Price sensitive, fuel only 

shopper

Segment 4
Price sensitive, loyalty 

shopper

Segment 5
Fixed retailer 

shopper

Sample Size (%) 31% 19% 15% 17% 18%

Gender Mainly Female Both Mainly Male Mainly Male Mainly Male

Average Age 31 43 50 65 56

Income Low to middle Middle to high Low to middle Low Middle to high

Factors 
of Behaviour

Factor 1. 
Convenience 
store 
shopping

High Low Low Medium Medium

Factor 2 .
Price 
sensitive

Medium Medium High High Low

Factor 3.
Brand Loyalty Medium Medium Low High Medium

Factor 4 .
Convenience 
Driven

Medium High Medium Medium Low

• Convenience store shoppers are the largest single consumer 
segment, representing 31% of all fuel consumers.  
Consumers in this segment are most likely to agree that 
their choice of fuel retailer is influenced by the convenience 
offer and they are likely to choose a fuel outlet based on an 
expanded offering.

• Location driven shoppers (19%) attach higher importance to 
a convenient location than other factors.  They rarely 
purchase other products with their fuel.  If they do it is likely 
to be a cold drink, but only occasionally.

• Price sensitive shoppers also make up approximately a third 
of the market, with 32% of consumers characterised as 
either a price sensitive fuel only shopper (15%) or a price 
sensitive loyalty shopper (17%).  Both of these groups 
display strong price sensitive behaviours, but price sensitive, 
loyalty shoppers will usually always purchase from the same 
place, and wait for cheap fuel. 

• Fixed retailer shoppers (18%) are predominantly driven by 
loyalty to a particular retail outlet.  Having higher incomes, 
they are more likely to make purchases from the 
convenience outlet than price sensitive or location driven 
shoppers, and spend more than other segments on 
convenience purchases.  

Segment 
1, 31%

Segment 
2, 19%

Segment 
3, 15%

Segment 
4, 17%

Segment 
5, 18%

Figure 2: Segment Breakdown

Figure 3: Segment Characteristics
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The 2015 National Monitor of Fuel Consumer Attitudes 

found that price was the most important factor in the 

buying decision and that the use of supermarket 

“discount” vouchers was prevalent. However, recent 

research from Australia and around the world suggests 

that price may be becoming less important in the 

purchase decision, and that convenience is increasingly 

important to consumers.   

With this in mind, the focus of the 2017 study was on 

greater examination of the price sensitivity of consumers, 

the extent to which consumers research prices pre-

purchase and the other factors involved in choosing the 

fuel outlet they use.

To understand consumer purchase behaviours and the 
drivers of choice of fuel retailer, we asked consumers a 
number of questions around their fuel purchase habits.  

• Do they generally visit the same service station?  
• What factors influence their choice of service station? 
• How often do consumers visit a service station?  
• Do they shop around for the best price?

We then looked at their responses, and analysed them in 
various ways.  Do habits and attitudes vary by age?  Do 
they vary by location?  Does brand influence behaviour?  
Do they vary by the customer segments identified?  What 
impact do their in-store purchase habits have on visit 
frequency, and choice of retailer?

The research aims to understand consumer purchase 
behaviours and the drivers of choice of fuel retailer, 
specifically to test the importance of price relative to other 
factors.

While the research again found that consumers are 
relatively consistent in their choice of fuel retail outlet, 
loyalty appears to be declining. The proportion of 
consumers who always purchase fuel from the same 
retailer has fallen from 29% in 2015, to 19% in 2017.  
While approximately 10% of consumers continue just to 
fill up wherever is most convenient when they need fuel, 
there is a larger proportion of motorists (71%) who are 
choosing between one of the same few service stations 
when they purchase fuel.   

Again consistent with 2015, price is most often cited as 
the most important factor for consumers shopping for fuel 
– although its importance has dropped somewhat since 
2015.  Yet consumers again indicated that convenience to 
work or home is the main reason that they regularly use 
the same, or one of a few, service stations. 

Qualitative feedback offers some insight into these 
results.  Most consumers we interviewed indicated that 
they have several service stations that are convenient for 
them, and so most also have a secondary reason for their 
choice of service station.  And, most frequently this reason 
is either price or the loyalty program associated with the 
brand.

Fuel purchase habits
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49%

70%

37%
40%

31%

49%

Total Convenience Store
Shopper

Location Shopper Price Sensitive, Fuel Only Price Sensitive, Loyalty Fixed Retailer

Figure 4: Visit Frequency; % At Least Once per Week,

Visit Frequency

The first thing we wanted to understand was visit 
frequency.  How often do consumers visit a service 
station?  

Nearly half of respondents reported visiting a petrol 
station at least once a week, with 11% visiting every few 
days and 37% once a week.  

Of interest, those consumers in the ‘convenience store 
shopper’ segment visit much more frequently, with 70% 
visiting a service station at least once per week.  

The importance of the convenience offer on visit 
frequency is also evident when responses are analysed by 
purchase behaviour.  While only 7% of motorists who 
usually just purchase fuel visit a service station every few 
days, 32% of those who say they generally also buy 
convenience items indicate they visit a fuel retailer every 
few days.

The brand of service station a consumer generally uses 
also appears to influence visit frequency.  Those 
consumers who use 7-Eleven, BP or Coles branded 
service stations visit more often with 18%, 16% and 
15% visiting these service stations at least every few 
days respectively.  This compares to 10% or fewer 
amongst consumers who use all other brands and 
further suggests that the convenience offer may drive 
more regular visits.

Younger motorists (aged under 50) also visit a service 
station more frequently than older consumers, with 
24% of those aged between 18 and 24 visiting every 
few days.  Consumers aged between 30 and 39 are also 
frequent customers, with 23% visiting every few days.  
This compares to less than 5% of customers over 50.

Consumer habits also vary slightly by location, with 
metropolitan based consumers more frequent 
customers than those based in regional areas.
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19%

71%

10%

29%

60%

11%

Yes, I always purchase fuel from the same service station Yes, I generally purchase fuel from the same few petrol
stations

No, I always go to the most convenient service station
when I need fuel

2017 2015

Outlet Loyalty

A majority of  consumers are loyal to one of a few service 
stations, with 71% indicating that they usually purchase fuel 
from the same few petrol stations.  Many are also loyal to a 
single service station, although the proportion of 
consumers who always purchase fuel from the same 
retailer has fallen, from 29% in 2015 to 19% in 2017.  The 
same proportion of consumers as in 2015 (10%) continue to 
use the most convenient service station when they need 
fuel.

Like in 2015 there was little variation based on 
demographics, although older consumers are more likely to 
be loyal.  Three quarters of motorists over 60 go to one of 
the same few petrol stations, while only 5% go the service 
station that is most convenient when they need fuel.   
Consumers in Victoria are also more likely to use the same 
service station than those in New South Wales.

Brand, however, does appear to impact loyalty.  While 
those consumers who use retailers such as 7-Eleven, Coles 
and BP visit more frequently, those who indicate that they 
usually shop at either Puma or other independent fuel 
retailers are more likely to always use the same retailer.  

• The proportion of 
consumers who 

always purchase fuel 
from the same 

retailer has fallen 
from 29% in 2015, to 

19% in 2017.  

Figure 5: Fuel Purchase Patterns, 2015-2017
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Driving Choice of Fuel Outlet

Respondents were next asked to provide the main 
reason they are loyal to a particular service station.  

When aggregated, price related factors are the most 
often cited reason for station loyalty.  Twenty seven 
percent (27%) of respondents indicated they use a 
particular service station because ‘it usually has lower 
prices’, while the loyalty program associated with the 
brand is important to a further 21% of consumers.   

Convenience to home or work is the reason 29% of 
respondents gave as the main reason they use the 
particular service station(s) they do. 

Feedback from interview participants provides further 
insight into the reasons given for station choice.  

A majority of consumers interviewed indicated that 
convenience to home or work is the main reason they 
frequent a given service station.   However, with a 
majority also suggesting that there are several service 
stations convenient for them, most offered a 
secondary reason for their choice.  And price and 
brand loyalty programs were most often the next 
factors considered by respondents when choosing 
between several convenient service stations.  

2017 2015

Sample 934 1000

One close to my work /  home 29% 28%

It usually has lower prices 27% 26%

Loyalty program associated with the brand 21% 20%

Quality / type of fuel 10% 12%

The brand of the fuel 5% 0%

Ease of entry & exit 3% 8%

Variety of items in the convenience store 1% 1%

Layout of the service station 1% 2%

Cleanliness and quality of convenience store 1% 1%

Several respondents mentioned that they use a 
particular service station because they ”have a four 
cents off a litre discount card”, while others suggested 
that they have a fuel card and “can get an automatic 
discount on fuel without having to bother with sales 
dockets”.

Reflecting the findings in 2015, ‘lower prices’ was most 
often provided as the main reason consumers choose 
less dominant brands like United, Costco and Puma.  
Coles and Woolworths customers were again more 
likely to mention the loyalty program as the main 
reason for their choice of service station.  The loyalty 
program was also mentioned by 18% and 16% of Caltex 
and BP customers respectively.

Few consumers indicated that the convenience offer is 
the main reason they choose to regularly use a 
particular service station, the main focus of the later 
sections of this report.

Figure 6: Main Reason for Station Loyalty, 2015-2017
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In 2015, the National Monitor of Fuel Consumer 
Attitudes found that price dominates the purchase 
decision. While the location of the service station was 
important, 60% of consumers ranked price as the 
number one factor in deciding where to purchase fuel.

International research, however, suggests that the 
price of fuel is becoming less important to consumers, 
The  2017 NACSOnline Survey in the US, “How 
Consumers Behave at the Pump”³³,  found that the 
“focus on price is diminishing and has fallen 10 
percentage points in just two years”.  The US study also 
found that “location has grown more important to 
customers, as well as the in store food offer.”   

So is this the case in Australia as well?

Figure 7:  Most Important Factor in Decision to Purchase Fuel

Price remains the most 

important factor in the decision 

to purchase fuel. 

When asked to rank a number of potential choice 
determinants in 2017, 48% of consumers indicated 
that price had the biggest influence on their decision 
about where to purchase fuel,   A further 6% of 
respondents cited the ability to redeem fuel discount 
vouchers – a factor that closely related to price in 2015 
with many consumers equating use of fuel discount 
vouchers with a lower price of fuel.

Seventeen percent (17%) indicated that the location of 
the service station was the most important factor, 
down from 22% in 2015.

While the data suggests a declining focus on price, 
based on qualitative feedback and an interest in 
understanding the importance of the convenience 
offer some new factors were added.  While this 
provides a more reliable foundation for future analysis, 
it does impact the ability to directly compare results to 
prior years.

2017 2015

Price of fuel 48% 60%

Location of the service station 17% 22%

Quality / type of fuel 11% -

Ability to redeem supermarket fuel discount vouchers or use loyalty card 6% -

Brand 4% 9%

Ease of entry and / exit 4% 1%

Safety 3% 2%

Customer service 2% 1%

Opening hours 2% 1%

Cleanliness 1% 0%

Availability of prepared food and coffee 1% -

Availability of rest rooms 1% -
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30%

17% 16%

11%
8%

4% 4% 3% 3%

Supermarket fuel
discounts
vouchers

Loyalty program Day of the week Fuel price
websites

Fuel price apps
on mobile phone

Other Fuel card Advertised
promotions

Don’t know / 
can’t remember

Finding the Best Price: 
Shopping for Fuel

To examine the price sensitivity of consumers in more 
detail, we asked a number of questions.  How do 
consumers shop for price?  Would they drive out of their 
way to find a cheaper fuel? 

Like in the inaugural study, street signage remains the 
most common way consumers shop for price.  Forty 
seven percent (47%) use fuel price signage prominently 
displayed outside outlets to monitor prices.  While some 
interview participants indicated that they do this by 
“noticing the fuel prices when I’m driving to work”, 
another mentioned that if they are “driving to an area 
that maybe is a bit more lower socio-economic area and 
I need to fill up, I’ll fill up there because it is always 
cheaper”.

Some consumers (16%) also indicated that they buy fuel 
on days of the week that are perceived to be less 
expensive. One interview respondent suggested that 
they “wait for the cheaper day to come around.. that’s 
Tuesday or Wednesday I think normally.”

Supermarket fuel discount vouchers were a dominant 
theme in the 2015 research and loyalty programs remain 
a common way consumers shop for price in 2017.  Nearly 
a third (30%) of consumers indicated that they use 
supermarket discount vouchers to reduce the price of 
fuel, while 17% use a loyalty program associated with a 
brand.  This is similar to 2015, when 42% of consumers 
indicated they use supermarket fuel discount vouchers. 
Nearly half (49%) of motorists aged over 70 indicated that 
they use fuel discount vouchers.

Fuel price websites and apps are also used by consumers 
to shop for price.  Eleven percent (11%) of respondents 
use fuel price websites, while another 8% use fuel price 
apps on their mobile phone.  

As might be expected, motorists aged under 30 are the 
most likely to use price apps on their mobile phone. 
Interestingly, consumers aged over 70 are significantly 
more likely to use fuel price websites than younger 
motorists.   Confirming verbatim feedback in 2015, 
Western Australian motorists are significantly more likely 
(33%) to use fuel price websites than motorists in other 
states.   

Despite the stated importance of price, few motorists 
indicated that they would travel very far out of their way 
for a cheaper fuel price.  Confirming feedback from 
qualitative interviews, 22% of respondents would never 
travel out of their way for a cheaper fuel price.  A further 
42% would travel up to 5 minutes out of their way for fuel.  
Only 11% would travel further than 10 minutes to 
purchase cheaper fuel. 

Figure 8: Methods Consumers Use to Shop for Cheaper Fuel Prices
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“But I won’t go out 

of my way 

deliberately to get 

cheaper fuel.  

Otherwise it’s a false 

economy, you’re 

wasting money 

driving around trying 

to look for cheaper 

fuel”

(Female, 38)
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What is most important to you when deciding where to purchase fuel? Sample = 1042

So which is more important - the price of fuel or the 
location of the service station?

When presented with a direct choice, 61% of 
consumers indicated that the price of fuel is more 
important to them than the location of the service 
station. 

This broadly aligns with the reasons consumers give for 
generally visiting a particular service station.  Price 
related factors (lower prices and loyalty programs) 
were selected by approximately 1.6 times as many 
respondents as those who indicated that the location 
of the service station was the main reason for their 
loyalty to a particular service station.

Figure 9: Price or Location More Important, 2017

A Choice: 

Is Price or Location More Important?

Price Location

61% 39%

While results at an overall level are as expected, of 
interest there are several groups of consumers who 
value location convenience over price. 

Unsurprisingly, more consumers in the ‘location 
driven’ segment and the ‘fixed retailer’ segment 
indicated that the location of the service station was 
more important than price.  

Consumers aged between 25 and 29 were also more 
likely to value a  convenient location over price, while 
there was a reasonably even distribution of responses 
from consumers aged between 30 and 50.   

20
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61%
65%

35%

88%

75%

45%

Total Convenience Store
Shopper

Location Shopper Price Sensitive, Fuel
Only Shopper

Price Sensitive, Loyalty
Shopper

Fixed Retailer Shopper

Figure 10:  % Price More Important than Location

18-24 25-29 30-39 40-49 50-59 60-69 Over 70 Male Female

Price 73% 49% 58% 55% 64% 64% 64% 62% 60%

Location 27% 51% 42% 45% 36% 36% 36% 38% 40%

Figure 11:  % Price or Location More Important, By Age & Gender

Price is more important than location for most 

consumers, although many younger consumers 

value a convenient location over price. 

Price and Location
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In addition to fuel, service stations offer consumers a variety of 
products and services. As they always have, most service stations 
provide cold drinks, chocolates, lollies and snacks. Most also offer 
basic grocery items such as bread and milk. Some stock  a more 
extensive range of grocery items such as deli products and non-food 
groceries. While others now also offer a greater range of takeaway 
food, coffee and hot drinks.

After looking at fuel purchase patterns, we moved on to examine the 
total fuel retail experience, with a particular focus on consumers 
behaviour in relation to the convenience offer.  

What is the propensity to purchase convenience items when buying 
fuel? What products do they purchase from the convenience store 
when they are buying fuel?  How often do they make other 
purchases?  How much do they spend?  And do consumers also use 
their local service station for convenience or ‘top up’ grocery 
shopping?

To answer these questions, the 2017 National Monitor of Fuel 
Consumer Attitudes asked interview participants and survey 
respondents to answer a series of questions about their current 
purchase habits and product preferences.

More than fuel.

The convenience offer
After looking at fuel purchase patterns the research 
examined the total fuel retail experience, with a 
particular focus on consumers behaviour in relation to 
the convenience offer.

2017 Monitor of Fuel Consumer Attitudes
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Q When you visit a service station to buy fuel, do you generally? Sample = 1042

Purchase Behaviour

The first question we asked respondents was whether 
they generally buy fuel only, of if they also purchase 
other products when they visit a service station. 

Overall, 80% of consumers are ‘fuel only’ customers, 
that is, when they visit a service station they generally 
only purchase fuel.   There are, however, significant 
differences in the purchase behaviours of different 
consumer segments and demographic groupings.  

Of those consumers in the 'convenience store shopper’ 
segment, 40% indicate that they also purchase 
convenience items when they purchase fuel.  Twenty 
seven percent (27%) of consumers in the ‘fixed retailer’ 
segment also generally purchase convenience items 
when they go to the service station.  This compares to 
only 7% of ‘location shoppers’ and ‘price sensitive’ 
shoppers.

Purchase behaviour also varies significantly by gender. 
Females are more likely than males to purchase 
convenience items when they are buying fuel.  Some 
female interview participants suggested that they 
sometimes buy snacks for children, or top up on basic 
groceries, while they are at the service station.

Figure 12: Purchase Behaviour

Suggesting a trend towards greater use of the service 
station convenience store in the future, young consumers 
also use the convenience offer more than older motorists.  
A quarter of survey respondents aged under 30, and a 
third of consumers aged between 30 and 39, usually make 
additional purchases from the convenience store when 
they are filling up. Conversely, only 10% of consumers 
aged between 60 and 69, and 8% of consumers over 70 
make additional purchases when they buy fuel.  It will be 
interesting to monitor this over future surveys.

Consumers who usually frequent 7-Eleven, Coles and BP 
stores are also more likely to purchase convenience items 
when they buy fuel.

Purchase 
Fuel Only

Purchase 
Fuel & Convenience

80% 20%
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18-24 25-29 30-39 40-49 50-59 60-69 Over 70 Male Female

Purchase fuel only 74% 75% 68% 73% 88% 90% 92% 85% 74%

Purchase fuel and other items 26% 25% 32% 27% 12% 10% 8% 15% 26%

20%

40%

7% 7%
5%

27%

Total Convenience Store
Shopper

Location Shopper Price Sensitive, Fuel Only Price Sensitive, Loyalty Fixed Retailer

Figure 13: Purchase Behaviour, by Consumer Segment
(% Who Purchase Fuel and Other Items)

Figure 12: Purchase Behaviour, by Age

Convenience Shopping with Fuel

Suggesting a trend towards greater use of the 

service station convenience store in the future, 

young consumers also use the convenience 

offer more than older motorists. 
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Purchase Habits

Cold drinks are the most commonly purchased items from 
the convenience store, with 57% of consumers who 
generally purchase more than fuel indicating that they buy 
cold drinks when they purchase fuel.  Chips, lollies and 
snacks and coffee, are purchased by 45% and 43% of 
consumers respectively.   Nearly 30% of motorists also buy 
groceries or takeaway food, while café style food is 
purchased by 17% of consumers.  

Those consumers in the ‘convenience store shopper’ or 
‘fixed retailer’ segment are more likely to buy coffee, café 
style food and groceries and other convenience items than 
other consumer groups.  They are also more likely to make 
regular purchases, with 29% and 14% of those who make 
convenience purchases indicating that they ‘usually’ or 
‘often’ buy other products when purchasing fuel. 

Suggesting store loyalty may also drive purchases, ‘price 
sensitive, loyalty’ shoppers are also more likely to make 
regular purchases, with 22% of those who make 
convenience purchases ‘usually’ buying something in 
addition to fuel.  

Conversely, those consumers in the ‘location driven’ 
segment purchase convenience items much less frequently.  
A majority (78%) of this group indicates that additional 
purchases are ‘rare’ or ‘occasional’.

Surprisingly, there are few differences in purchase habits 
based on consumer age groups – although older consumers 
are more likely to buy coffee from the service station than 
younger consumers.

Figure 14: Frequency of Convenience Purchases with Fuel

4% Rarely

46% Occasionally

27% Often

17% Usually

6% Always

57%

45% 43%

29% 28%
25%

17%

7%
2%

Cold drinks Chips, lollies and
snacks

Coffee / hot drink Groceries or
other

convenience
items

Fast / takeaway
food

Newspapers /
magazines

Café style food /
meal

Non-food items Other

Figure 15: Convenience Products Purchased with Fuel

26
2017 Monitor of Fuel Consumer Attitudes



“”I would say 

probably maybe 

every second 

time, I will 

usually get a 

drink, I don’t 

often buy food.””

(Female 25)
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35%

41%

14%

8%
11%

37%

Total Convenience Store
Shopper

Location Shopper Price Sensitive, Fuel
Only Shopper

Price Sensitive, Loyalty
Shopper

Fixed Retailer Shopper

Total Total 18-24 25-29 30-39 40-49 50-59 60-69 Over 70 Male Female

Less than $5.00 12% 13% 24% 10% 12% 5% 18% 0% 4% 18%

$5 - $10 52% 42% 41% 59% 51% 41% 65% 89% 46% 56%

$11 - $20 25% 35% 21% 23% 23% 36% 18% 0% 32% 20%

$21 - $50 7% 6% 10% 5% 9% 14% 0% 0% 10% 5%

More than $50 3% 0% 3% 3% 5% 5% 0% 11% 8% 0%

% Over $10 35% 41% 34% 31% 37% 55% 18% 11% 50% 25%

It All Adds Up: What They 
Spend

As well as visiting more frequently, ‘convenience store’ 
segment shoppers also tend to spend more on 
convenience purchases than other consumer segments, 
Forty one percent (41%) of consumers in this group 
spending more than $10 on other purchases when they 
buy fuel.

Consumers in the ‘fixed retailer’ segment are also high 
value customers, with 37% spending more than $10 per 
visit on convenience items.  Reflecting the composition 
of the segment, males spend nearly twice as much as 
females, while over half of consumers in the 50 - 59 age 
group also spend more than $10 per visit on 
convenience items when they buy fuel.

With the majority of ‘location driven’ consumers 
indicating they would only buy cold drinks, chips, snacks 
and lollies, 20% spend less than $5 on other 
convenience purchases when they buy fuel.    

Consistent with lower income levels and a propensity to 
purchase cold drinks and snacks, a majority (90%) of 
‘price sensitive’ consumers spend less than $10 on 
convenience

There was little difference in the average spend on 
convenience items between different brand retailers.

Figure 16: Convenience Spend per Transaction, % More than $10

Figure 17: Convenience Spend per Transaction by Age
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69%

24%

19%

7%
4% 3%

The prices Other Limited product range Poor product quality Poor store
presentation / layout

Poor Customer service

Price prevents the majority of consumers from making 
additional purchases when they buy fuel.  Sixty nine 
percent (69%) of ‘fuel only’ survey respondents 
indicated that the main reason they do not buy 
additional products from the service station is the 
price.  This reflects a research conducted by the 
Australian Centre for Retail Studies in 2011, 
“Convenience 2020”2 that found that “the main barrier 
to shopping at convenience stores is premium product 
pricing.”

Qualitative feedback provided by interview 
respondents also suggests that higher prices have an 
impact on behaviour. While several interview 
participants noted that sometimes it may be more 
convenient to buy grocery items from the service 
station, high prices would prevent them from using the 
service station for more regular ‘top up’ shopping. 
Several respondents provided feedback suggesting 
that they would shop at the service station “if they 
make the prices in line with supermarkets” 

Interestingly, price is less of a barrier to purchase for 
older respondents, with only 55% of those aged over 
70 citing price as a reason for non-purchase. 
Consumers aged between 25 and 40 were the most 
likely to indicate that prices are prohibitive. 

Figure 18: Factors Preventing Purchases from the Convenience Store

“I wouldn’t buy anything 
other than fuel from a 

service station, 
supermarkets have a better 

range and better prices”

(Male, 60-69)

Limited product range also prevents convenience 
purchases for 19% of consumers.  Many consumers 
mentioned that the service station doesn’t have 
anything they need, while others suggested there 
were ‘no healthy options’ or “the range and freshness 
is less”. There were many who suggested they “prefer 
(the) actual supermarket for groceries”. 

Several mentioned that they go to the service station 
to purchase fuel only, and do not consider a petrol 
station a place to buy anything other than fuel.

Barriers to Convenience Shopping
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With increasingly busy lives, consumers are looking for ways to make life easier –
and cutting down on the time spent grocery shopping is one.  Flexibility is also 
key, so being able to shop at all times of the day, quickly and easily, is important.  

So are consumers turning to the convenience store at their local service station 
for their ‘top up shopping’? 

With an abundance of prominent and accessible sites, the 2017 Monitor of Fuel 
Consumer Attitudes found that, as well as purchasing convenience products 
when they purchase fuel, some consumers are using their local service station to 
‘top up’ their groceries or buy meals and snacks during the week.

Thirty percent (30%) of respondents indicated that they visit a service station to 
make purchases without buying fuel. Of these consumers, 34% visit at least once 
per week, while 14% visit every few days.

Interestingly, consumers who purchase convenience products with their fuel are 
more likely to later use the service station for convenience shopping only.  So it is 
possible that if retailers are able to offer items that consumers are interested in 
buying when they are in store for fuel, they will probably come back later and buy 
other items.

Younger consumers in particular are making use of their local service station for 
convenience purchases. While older Australians may be unlikely to go to the 
petrol station to shop for anything other than fuel, over 40% of consumers under 
40 indicated that they use a service station for convenience shopping.

While the convenience offer at service station is yet to (and may never) overtake 
price as the main reason why most consumers choose a particular retailer for 
their fuel purchases, there are some consumers for whom the range and quality 
of products in the convenience store is more important than price.  

The convenience

only shopper
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Q Do you ever visit a service station without buying fuel? Sample = 1042

Shopping for Convenience Only

Overall, 30% of consumers indicated that they visit a 
service station for convenience only shopping.   Of these 
consumers, 34% visit at least once per week, while 14% 
visit every few days.

Interestingly, consumers who purchase convenience 
products with their fuel are more likely to later use the 
service station for convenience shopping only.  And they 
are quite regular users, with 47% going to the service 
station for convenience items at least once a week. 

One inference that can be drawn is that there if there is a 
good range and quality of products available when 
consumers buy fuel, they will probably visit later to 
purchase items even when they don’t need fuel.

Younger consumers in particular are making use of 

their local service station for convenience 

purchases. While older Australians may be unlikely 

to go to the petrol station to shop for anything 

other than fuel, over 40% of consumers under 40 

regularly use a service station for convenience 

shopping.

Females are also more likely than males to go to a 

service station to buy convenience items when 

they are not buying fuel.  And while those in 

regional areas are more likely to use their local 

service station for purchases other than fuel, those 

in metropolitan areas visit the service station for 

convenience items more regularly.

Qualitative feedback suggests that amongst 
consumers who do not use the fuel outlet for 
convenience shopping, the main reason is price 
and range.   While some consumers indicated that 
“maybe very occasionally I’ll stop and get milk 
without buying fuel” other interview participants 
suggested that “I generally wouldn’t just go to a 
service station for a top-up shop or something like 
that because the stores are quite expensive“ or 
that “generally I would go to a supermarket to buy 
non-fuel products”

Figure 19:  % Convenience Only Shoppers

Purchase 
Convenience Only

Do Not Purchase 
Convenience Only

30% 70%

32
2017 Monitor of Fuel Consumer Attitudes



Total
Convenience 

Shopper
Location Driven

Price Sensitive, 
Fuel Only

Price Sensitive, 
Loyalty Shopper

Fixed Retailer

Convenience only shoppers 30% 53% 18% 20% 13% 25%

Daily 3% 4% 0% 0% 0% 4%
Every few days 14% 18% 5% 3% 4% 20%

Once a week 17% 24% 3% 9% 0% 15%
A least once per week 34% 46% 8% 11% 4% 39%

21%

63%

44% 43%
45%

29%

23%

14%
10%

25%

36%

Fuel Only Fuel &
Convenience

18-24 25-29 30-39 40-49 50-59 60-69 Over 70 Male Female

Figure 20:  % Convenience Only Shoppers

Figure 21: Convenience Only Visit Frequency, by Segment

Convenience Only Shopping

Convenience only shopping at a fuel retail 

outlet is much more common amongst 

younger consumers.
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“And the reason 

why I come here 

for milk is 

because it’s my 

actual closest 

convenience 

shop”

Female 34
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The products consumers purchase when visiting for 
convenience only closely follow those made with fuel 
purchases. Trips to the service station to buy items other 
than fuel are often for either a cold drink, a coffee or a 
snack. Twenty eight percent (28%) of consumers indicate 
that if they go to a service station for anything other than 
fuel, it is to buy a cold drink. Twenty one percent (21%) 
might purchase a coffee or a snack.  

Interestingly, younger consumers most frequently buy a 
cold drink and a snack, while older consumers are more 
likely to buy a coffee and the newspaper.   

With service stations now offering a wider range of 
products, nearly a quarter of all convenience shoppers go 
to the service station to buy ‘top up’ groceries or 
convenience items like bread and milk. After a cold drink, 
top up shopping of grocery items is the next most 
common reason for a convenience only visit to a fuel 
retail outlet. 

Feedback from qualitative interviews suggests that 
location is often a factor in this, with several interview 
participants suggesting that they buy milk at the service 
station “because it is actually my closest convenience 
shop”.   Mid life consumers (aged between 30 and 50) 
are the most likely to visit a service station for top up 
groceries.  

28%
25%

21% 21%

14%
12% 11%

8%
5% 5%

To buy a cold
drink

To buy ‘top up’ 
groceries or 
convenience 

items 

To buy coffee /
hot drink

To buy a snack To use facilities
(rest rooms,

ATM etc)

To buy
newspaper /

magazine

To buy a fast
food / takeaway

meal

To buy other
non-food items

Other To purchase
café style food /

meals

Figure 22: Convenience Only Products Purchased

Q27 When you got a service station without buying fuel, what is usually the reason for your visit? Sample = 310

Snacks and Top Up Shopping

The products 

consumers 

purchase when 

visiting for 

convenience only 

closely follow those 

made with fuel 

purchases.
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If a limited product range is one of the reasons consumers do not 
make additional purchases with their fuel, would an expanded 
convenience offer be likely to increase the proportion of consumers 
likely to either buy products while they are at the service station, or 
for ‘top up’ shopping at other times throughout the week?

Some service stations are testing this theory and expanding their 
convenience offer to include coffee, bakery items, café style food and 
an wider grocery range.   

So would consumers purchase an expanded range of products from 
fuel stations? Would a higher quality and greater range of 
convenience products be likely to attract shoppers to a particular fuel 
station?  And what products would consumers be most likely to buy 
from their local service station?

While there is definitely some interest in an expanded convenience 
offer, feedback suggests that the answer probably depends on the 
location of the service station and the demographic of customers they 
serve.

An expanded 

convenience offer
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16%

65%

30% 31%

38%

32%

21%

12% 13%

22%

29%

Fuel Only Fuel &
Convenience

18-24 25-29 30-39 40-49 50-59 60-69 Over 70 Male Female

Expanded Offer: Will They Buy?

The first question we put to consumers was whether they 
would be likely to purchase items such as coffee, café style 
food, pre-prepared meals or grocery and deli items from a 
service station. Overall, 26% of consumers indicated some 
likelihood to purchase from such an offer.

Interestingly, those already in the habit of buying from the 
service station are more likely to indicate a likelihood to buy 
additional items if they are available. Sixty five percent  (65%) 
of those consumers who generally purchase fuel and 
convenience, as opposed to fuel only, expressed some 
likelihood to purchase from an expanded offer. Remember this 
group comprised 20% of all respondents.

Conversely, few consumers who generally only purchase fuel 
when they visit a service station appear likely to be attracted 
by a greater range and higher quality products.   This group 
comprise 80% of all consumers.

Age also has a big impact on likelihood to be attracted by an 
expanded convenience offer. Approximately a third of 
consumers aged under 50 expressed some likelihood to 
purchase, with the 30-39 age group the most likely to use the 
service stations for convenience purchases.  It is likely that  
these consumers are in those busy middle years – working, 
possibly raising kids and with very little time on their hands.  
Mainly females. Convenience is key for this group.

Older consumers are less likely to change their habits and 
purchase items such as coffee, café style food or grocery items 
from a fuel retail outlet.

Table 23: % Likely to Purchase From an Expanded Convenience Offer
(Top 3 Box Score - % Somewhat Likely, Likely, Highly Likely)

65%

of consumers who 
generally purchase 

fuel and convenience 
expressed some 

likelihood to purchase 
from an expanded 

offer. 

38
2017 Monitor of Fuel Consumer Attitudes



Fuel 
Only

Fuel & 
Convenience

18-24 25-29 30-39 40-49 50-59 60-69
Over 

70
Male Female

13% 58% 28% 27% 35% 27% 15% 10% 9% 18% 27%

Table 24: % Likely to Choose Service Station Based on Expanded Convenience Offer
(Top 3 Box Score - % Somewhat Likely, Likely, Highly Likely)

Driving Choice: Will An Expanded 
Offer Affect Choice of Fuel Retail 
Outlet?

While some consumers may be likely to purchase from an 
expanded convenience range, how likely are they to choose a 
petrol station based on the availability of an expanded range of 
items like coffee, café style food, bakery items and meals and a 
larger range of grocery items?

Again, age and current behaviour are key determinants.  Those 
who already use the service station to buy convenience 
products when they are buying fuel are most likely to indicate 
they would choose a service station based on what it offers.  
And those mid-life consumers who are busy and time poor are 
also more likely to select an outlet based on the offer.  Thirty 
five percent (35%) of 30-39 year old's and over a quarter of 
younger consumers expressed some likelihood to choose a 
service station based on the convenience offer.  

As with most other areas we have investigated, the range of the 
convenience offer will make no difference to older consumers, 
who generally use the service station for fuel only.
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An Expanded Range: What Products 
Interest Consumers

Most convenience purchases made while buying fuel are a cold 
drink, a coffee or snack. Convenience only product purchases closely 
follow those made with fuel. Trips to the service station to buy items 
other than fuel are often for either a cold drink, a coffee or a snack.  

Consumer interest in an expanded range follows a similar theme, 
with items that fall into a ‘food on the go’ category of most interest 
to consumers.  This corresponds with “Convenience 2020” 3 study 
conducted by the Australian Centre for Retail Studies in which food 
products dominated the top new products shoppers believed could 
be offered by convenience stores, particularly fresh and healthy 
options.

When looking at other items that consumers would consider 
purchasing from an expanded convenience range, coffee and hot 
drinks were thought most suited to being sold at service stations.  
Fresh bakery items are also likely to be popular, particularly amongst 
the ‘convenience store shopper’ and ‘fixed retailer’ consumer 
segments. Nineteen percent (19%) of consumers also indicated some 
likelihood to purchase healthy food items and café style food.  

Unsurprisingly, nearly 30% of consumers indicated they are unlikely 
to buy any of the items, most of whom were respondents in the 
‘price sensitive’ consumer segments. 

Reflecting comments from many consumers that they simply prefer 
to shop at the supermarket, the products that consumer showed 
least interest in purchasing from a service station were fresh food 
items, grocery products, pre-prepared meals and deli items.

Those who already 

purchase 

convenience items 

with their fuel are 

significantly more 

likely to purchase 

items from an 

expanded offer, 

particularly coffee, 

fresh bakery & café 

style food.

Table 25:  Products Consumers Likely to Purchase From an Expanded Convenience Offer

36%

30% 29%

19% 19%

15% 14% 14%

7%

Coffee and
other hot drinks

Fresh bakery
items

None of the
above

Healthy food
options

Café style food Fresh food items Grocery
products

Pre-prepared
meals

Deli items
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“I would gladly 

welcome the 

introduction of high 

quality café-

style/gourmet food 

and beverages to 

service stations”

(Female, 30-39)
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So what does this all mean?  Should fuel retailers 
expand the convenience offer?  

As well as asking respondents to indicate the relative 
importance of price compared to the location of the 
service station when choosing the service station they 
go to, we offered another direct choice.  Which is more 
important - the price of fuel or the convenience offer at 
service station?

Unsurprisingly, when presented with a direct choice, 
89% of consumers indicated that the price of fuel is 
more important to them than the convenience offer at 
the service station. However, while results at an overall 
level are as expected there are several groups of 
consumers with a higher proportion of members who 
value the convenience offer over price.  

Twenty seven percent (27%) of consumers who 
generally make convenience purchases in addition to 
fuel tend to value the convenience offer more than 
price.  7-Eleven customers are also the most likely to 
value the convenience store over the price of fuel. 

Table 26:  Convenience Offer v Price

More consumers in the ‘convenience shopper’ segment 
also indicated that the convenience offer was more 
important than price. This is reflected in analysis by age, 
with consumers aged between 25 and 29 also more likely to 
value convenience over price than other age groups.

Consumers in the ‘fixed retailer’ segment also tended to 
value the convenience offer more than other groups. 
Whether loyalty to a particular retailer encourages greater 
use of the convenience store, or the quality of the 
convenience store generates greater loyalty, would be a 
question worthy of further research.

Is the Convenience Offer As 

Important Than Price?

Price Convenience Offer

89% 11%
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Convenience Store 
Shopper

Location Driven 
Shopper

Price Sensitive, Fuel Only 
Shopper

Price Sensitive, Loyalty 
Shopper

Fixed Retailer Shopper

Price 81% 94% 100% 99% 80%

Convenience Store 19% 6% 0% 1% 20%

6%

27%

14%

20%

16%

11%

7%

5%
4%

11% 11%

Fuel Only
Shopper

Fuel &
Convenience

18-24 25-29 30-39 40-49 50-59 60-69 Over 70 Male Female

Table 27:  % Convenience Offer More Important than Price

Convenience and Price

While price is overwhelmingly more important than the 

convenience offer in driving choice of retail outlet in 2017, there 

are some consumers for whom the convenience offer is important.  

With these consumers predominantly in the younger age brackets, 

only time will tell if they carry these preferences and habits with 

them into the future.

Table 28: Importance of Price and Convenience Offer, by Segment
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“
And I stopped at the servo because it was first thing in 

the morning and I hadn’t had breakfast… and they 
actually had proper nice yoghurt ... they had cheese and 

crackers, they actually had some real food I guess. 
Compared to just chips and chocolate, so yeah that was 

actually quite handy because I hadn’t eaten. 

”
(Female 30-39)
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As well as looking at consumer preferences and 
behaviours, this research was interested in measuring 
consumers’ satisfaction with the total fuel retail 
experience.

The 2015 National Monitor of Fuel Consumer Attitudes 
introduced a Customer Experience Framework to 
measure overall satisfaction with fuel retailers.   The 
purposes was to provide a methodology that could be 
used to track consumers’ satisfaction with the total fuel 
purchase experience – from finding a petrol station to 
completing the transaction. 

The Customer Experience Framework asks consumers to 
rate their satisfaction with seven (7) key metrics that 
underpin four (4) key areas of the customer experience 
when purchasing fuel – location convenience, 
environment, efficiency and service.  

While we have adopted the same framework in 2017  to 
allow comparisons over time, reflecting the focus of the 
2017 study a statement has been added to measure 
customer satisfaction with the range and quality of the 
convenience items available.

While customer satisfaction remains high with all 
measures tested in 2015, few consumers agreed 
that the convenience store offered products that 
they were interested in purchasing.

Like in 2015, fuel retailers are doing extremely well on 
nearly all measures of the customer experience:

• 87% agreed that there was a petrol station in a 
convenient location

• 88% agreed that it was easy to enter and exit the 
forecourt

• 87% agree that the petrol station was clean and well 
presented, and 90% feel safe at the petrol station

• 88% agree that the amount of time they had to wait 
in line was reasonable

• 91% agree that their transaction was completed 
quickly and efficiently

• 80% agreed that staff were friendly and helpful

The one area of the Customer Experience Framework 
where consumers indicated lower satisfaction was with 
the convenience store.   

• Only 37% agreed that the convenience store had 
items that they were interested in purchasing. 

It is worth noting that while older consumers tended to 
rate many aspects of the customer experience more 
favourably than younger motorists, reflecting their 
purchase habits they are less likely to indicate that the 
convenience store has items of interest.  

The customer 

experience.
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Q Thinking about the last time you purchased fuel, please tell us how much you agree that: n = 1042

81%

91%

86%

87%
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86%

88%

37%

80%

91%

88%
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87%

88%

87%

Convenience Store

Customer Service

Transaction Efficiency

Wait Time

Safety

Cleanliness

Ease of Entry / Exit

Convenient Location

2017 2015

There is a petrol station in a convenient location

It is easy to enter and exit the forecourt

The petrol station is clean and well presented

I feel safe at the petrol station

The amount of time I had to wait to access a pump was reasonable

My purchase transaction was completed quickly

Staff were friendly and helpful

Convenience store had products I was interested in purchasing
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Figure 29: Customer Experience Framework, 2015-2017
(Top 2 Box - % Agree / Strongly Agree)
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18-24 25-29 30-39 40-49 50-59 60-69 Over 70

Convenient Location 81% 87% 89% 87% 92% 88% 85%

East of Entry / Exit 82% 85% 90% 87% 89% 92% 91%

Cleanliness 83% 83% 88% 87% 86% 91% 88%

Safety 81% 86% 88% 90% 90% 95% 97%

Wait Time 83% 85% 86% 86% 91% 93% 92%

Transaction Efficiency 86% 91% 89% 90% 90% 95% 95%

Customer Service 72% 67% 81% 85% 83% 83% 85%

Convenience Store 56% 50% 56% 48% 23% 14% 10%

Figure 30: Customer Experience Framework, by Age
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If the convenience offer is the 

aspect of the total fuel retail 

experience with which 

consumers are least satisfied, 

would an expanded convenience 

offer attract more customers?
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Location Count %

ACT 19 2%

NSW 352 34%

NT 5 0%

QLD 177 17%

SA 85 8%

TAS 24 2%

VIC 269 26%

WA 111 11%

Last visit a service station Count %

Today 149 14%

In the last few days 443 43%

In the last week 267 26%

In the last fortnight 124 12%

In the last month 59 6%

Longer than a month ago 0 0%

Don’t know / can’t remember 0 0%

Gender Count %

Male 553 53%

Female 489 47%

Age Count %

18-24 119 11%

25-29 117 11%

30-39 193 19%

40-49 159 15%

50-59 177 17%

60-69 170 16%

Over 70 107 10%

Income Count %

Less than $40,000 231 22%

$40,000 - $70,000 220 21%

$70,001 - $100,000 201 19%

$100,001 - $150,000 179 17%

$150,001 - $200,000 82 8%

Over $200,000 40 4%

Prefer not to say 89 9%

Region Count %

METRO 654 63%

RURAL/ REGIONAL 388 37%

Fuel Type Count %

Petrol 927 95%

Diesel 115 5%

Petrol Type Count %

Regular (91) 491 53%

Premium (95) 186 20%

Ultra Premium (98) 121 13%

Ethanol Blend (E10) 121 13%
Diesel Type Count %

Regular Diesel 71 62%

Premium Diesel 44 38%
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Segment 1

Convenience Store  Shopper

Segment Description
They buy coffee, snacks, top up grocery from fuel station.  The range of 
convenience offerings is as important as price to them.

Percentage of Consumers 31%

Gender Mainly Female

Age 31

Income Low to middle

Fuel Purchase Behaviour

Visit Frequency 70% visit at least once per week, 24% visit every few days

Purchase Behaviour
40% purchase convenience items in addition to fuel when they visit a service 
station

Convenience Items Purchased
Likely to purchase coffee (46%), groceries (30%), takeaway food (32%) & 
café style meals (20%)

Average Spend 40% spend more than $10 on convenience purchases when they buy fuel

Convenience Only Shopping

Convenience Only Shopping 53% visit a service station without buying fuel

Convenience Only Shopping Frequency 46% visit for convenience shopping only at least once per week

Convenience Only Spend 41% spend more than $10 each time they visit for convenience only

Expanded Convenience Offer

Likelihood to Purchase 45% likely to purchase from an expanded convenience offer

Likelihood to Influence Retailer Choice 42% likely to choose retailer because has an expanded convenience offer

Most Interested In
Coffee (45%),  fresh bakery items (38%), café style food (28%), grocery 
products (23%), pre-prepared meals (22%)
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Segment 2

Location driven shopper

Segment Description
They purchase fuel whenever they need it, location is relatively more important 
to them and they don’t pay much attention to other products or price.

Percentage of Consumers 19%

Gender Female and male

Age 43

Income Middle to high income

Fuel Purchase Behaviour

Visit Frequency 37% visit at least once per week, only 6% visit every few days

Purchase Behaviour
Only 7% purchase convenience items in addition to fuel when they visit a 
service station

Convenience Items Purchased
Likely to purchase cold drinks (83%), chips, lollies & snacks (64%) and 
newspapers (36%)

Average Spend 14% spend more than $10 on other purchases when they buy fuel

Convenience Only Shopping

Convenience Only Shopping 18% visit a service station without buying fuel

Convenience Only Shopping Frequency 8% visit for convenience shopping only at least once per week

Convenience Only Spend 24% spend more than $10 each time they visit for convenience only

Expanded Convenience Offer

Likelihood to Purchase Expanded Offer 11% likely to purchase from an expanded convenience offer

Likelihood to Influence Retailer Choice 9% likely to choose retailer because it has an expanded convenience offer

Most Interested In None of the items (42%), cold drinks (30%) and  fresh bakery items (23%)
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Segment 3

Price sensitive fuel only shopper

Segment Description
They are sensitive to the price of fuel. To save money they will compare prices 
and even drive out of their way for cheaper fuel.

Percentage of Consumers 15%

Gender Mainly Male

Age 50

Income Low to middle

Fuel Purchase Behaviour

Visit Frequency 41% visit at least once per week, 7% visit every few days

Purchase Behaviour
7% purchase convenience items in addition to fuel when they visit a service 
station

Convenience Items Purchased
Likely to purchase cold drinks (83%), chips, lollies & snacks (42%), coffee & 
take-away food (25%)

Average Spend 8% spend more than $10 on other purchases when they buy fuel

Convenience Only Shopping

Convenience Only Shopping 20% visit a service station without buying fuel

Convenience Only Shopping Frequency 11% visit for convenience shopping only at least once per week

Convenience Only Spend 21% spend more than $10 each time they visit for convenience only

Expanded Convenience Offer

Likelihood to Purchase Expanded Offer 17% likely to purchase from an expanded convenience offer

Likelihood to Influence Retailer Choice 10% likely to choose retailer because it has an expanded convenience offer

Most Interested In None of the items (42%), coffee (27%), fresh bakery items (21%)
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Segment 4

Price sensitive loyalty shopper

Segment Description
They are mainly senior generation drivers, sensitive to the price of fuel.  They 
will wait for cheap fuel, however, they are inclined to purchase fuel at the same 
retailer.

Percentage of Consumers 17%

Gender Mainly Male

Age 65

Income Low

Fuel Purchase Behaviour

Visit Frequency 31% visit at least once per week, 3% visit every few days

Purchase Behaviour
5% purchase convenience items in addition to fuel when they visit a service 
station

Convenience Items Purchased
Likely to purchase newspapers (67%), cold drinks (56%), chips, lollies & snacks 
(44%)

Average Spend 11% spend more than $10 on other purchases when they buy fuel

Convenience Only Shopping

Convenience Only Shopping 13% visit a service station without buying fuel

Convenience Only Shopping Frequency 4% visit for convenience shopping only at least once per week

Convenience Only Spend 17% spend more than $10 each time they visit for convenience only

Expanded Convenience Offer

Likelihood to Purchase Expanded Offer 9% likely to purchase from an expanded convenience offer

Likelihood to Influence Retailer Choice 4% likely to choose retailer because it has an expanded convenience offer

Most Interested In None of the items (43%), coffee (26%), fresh bakery items (22%)
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Segment 5

Fixed retailer shopper

Segment Description
Not many factors influence their purchase decision, they usually  just go back to 
the same retailer, but tend to use the convenience store more than some other 
segments.

Percentage of Consumers 18%

Gender Mainly Male

Age 56

Income Middle to High

Fuel Purchase Behaviour

Visit Frequency 49% visit at least once per week, 11% visit every few days

Purchase Behaviour
27% purchase convenience items in addition to fuel when they visit a service 
station

Convenience Items Purchased
Most likely to purchase coffee (51%), groceries (33%), takeaway food (27%) & 
café style meals (20%)

Average Spend 37% spend more than $10 on other purchases when they buy fuel

Convenience Only Shopping

Convenience Only Shopping 25% visit a service station without buying fuel

Convenience Only Shopping Frequency 39% visit for convenience shopping only at least once per week

Convenience Only Spend 36% spend more than $10 each time they visit for convenience only

Expanded Convenience Offer

Likelihood to Purchase Expanded Offer 31% likely to purchase from an expanded convenience offer

Likelihood to Influence Retailer Choice 26% likely to choose retailer because it has an expanded convenience offer

Most Interested In Coffee (44%),  fresh bakery items (40%) and café style food (27%)
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About

Disclaimer
This report has been prepared for the  Australasian Convenience and Petroleum Marketers Association for general informational purposes only. It is not intended 
to be relied upon by anyone else.  While all reasonable care has been taken in its preparation, Survey Matters does not make any warranties regarding the use, 
validity, accuracy or reliability of the results and information obtained. Survey Matters will not be liable for any damages of any kind arising out of or relating to 
use of this information.

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.

www.surveymatters.com.au 

For further infromation, please contact:

Rebecca Sullivan
Principal
Survey Matters
rsullivan@surveymatters.com.au
www.surveymatters.com.au
T: 61 3 9452 0101

Mark McKenzie
CEO
ACAPMA
mark@acapma.com.au
www.acapma.com.au
1300 160 270


