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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

«DACAPMA

AustraIaSIan Convenience and Petroleum
Marketers Association



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

3 | 2022 ACAPMA Monitor of Fuel Consumer Attitudes

Contents

Executive Summary
Key Findings
Fuel Monitor
Fuel purchase behaviour
The impact of higher prices
Shopping for price
Convenience Monitor
Convenience purchase behaviour
Impact of convenience on choice of fuel retailer
Convenience category demand
Convenience only purchases
Barriers to convenience shopping
Demand for new services
Customer experience framework
Future Trends Impacting Convenience
The digital consumer
On demand and seamless experiences
Fresher, healthier and pre-prepared food
Appendix
Methodology & Sample
Appendices

About

13

14
18
21

23

24

29

33

36

42

44

47

49

50

53

55

57

58

59

60



Executive Summary

The National Monitor of Fuel Consumer Attitudes tracks fuel and
convenience purchase behaviours to identify trends and consumers
preferences and provide insight to fuel retailers across Australia.

While the Monitor continues to track fuel purchase behaviours, the researchis increasingly focused on
understanding consumer behaviours in the convenience store. Designed to provide retailers with insight into
the consumers most attracted to the convenience offer, the research sought to understand how fuel
retailers can remain relevant to today’s consumer, and tested ideas about new products and services that
might provide value. The Monitor was also expanded to also examine consumer behaviours and attitudesin an
increasingly connected digital world, to understand what consumers are currently doing online, and to set a
benchmark for future monitors.

The study follows research conducted in 2015, 2017 and 2019 and was commissioned by the Australasian
Convenience and Petroleum Marketers Association (ACAPMA), the peak body representing the interests of
petroleum distribution and petrol retail businesses. Comprising a nationally representative online survey of 1,000
respondents, it was conducted between July and August 2022.
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The 2022 National Monitor of Fuel Consumer Attitudes was
conducted against the backdrop of the global coronavirus pandemic,
rising inflation and increasing cost of living pressures.

With the ongoing conflict in the Ukraine, geo-political
instability was also high, leading to increasesin world oil
prices. While this prompted the Federal Government to
cut the fuel excise by 50% between 1 April 2022 and 1
October 20221, the cost of fuel for the consumer was
significantly higher than when the survey was last
conducted in 2019.

Given this environment, it is perhaps unsurprising that
shifts in consumer behaviours and preferencesare
evident since the National Monitor of Fuel Consumer
Attitudes was last conducted.

The Fuel Monitor

Due to the COVID-19 pandemic, the way and frequency
with which Australians travel and use their vehicles has
shifted dramatically. To understand these changes, the
2022 National Monitor of Fuel Consumer Attitudes asked
a series of questionsto track existing trends and test
consumer behaviour and preferences at the pump.

Overall, Australian consumers are visiting a service station
less oftenthanin 2019.

Less than half of consumers visit a service station at least
once a week, compared to 55% in 2019. Younger
consumers, and those living in the inner cities are the
most frequent visitors. Over three in five consumers
under 40, and 52% in inner city areas, visit a service
station at least once a week.

Consistent with 2019, price and location drive consumer
loyalty. Three in ten consumers cite lower prices as a
reason for repeat visits, with 27% saying the location of
the fuel outlet (it is either close to home or work) is the
reason for their choice.

While visit frequency has fallen, average spend on fuel per
visit has increased.

Over a quarter of fuel consumers are spending over $75
per week on fuel, up from just 15% in 2019. In particular,
reported spend on fuel is higherin the inner city, regional
towns, and middle ring suburbs.

Most consumers (89%) attribute their higher spend to
fuel price increases, and over seven in ten believe they
are spending more on fuel than they were two years ago.

The use of fuel price apps as a means of shopping for
cheaper fuel has increased significantly in 2022, possibly
as a result of higher fuel prices and heightened consumer
sensitivity about the cost of petrol.

Over a third of consumers report using fuel price apps
regularly to shop for fuel, up from 19% in 2019. Fewer
(30%) use street signage as a means of understanding
fuel prices, down from 47% in 2017. The use of
supermarket discount vouchers has remained relatively
stable at 22%, compared to 24% in 2019.

Despite this, consumers remain loyal to their local
retailer.

Australian fuel consumers continue to be loyal to the
same few fuel outlets. Close to nine in ten are generally
loyal to either one, or one of a few select service stations,
consistent with the 2019 results.

The Convenience Monitor

Given rising cost-of-living pressures and changes to travel
and shopping habits as a result of COVID-19, the 2022
Monitor also investigated how consumers attitudes have
shifted regarding the role of service stations and their
convenience offerings.

Although a majority of consumers only purchase fuel
when they visit a petrol station, there are some
consumers who increasingly rely on the service station to
buy convenience items.

Up from 18% in 2019, 21% of consumers surveyed also
buy something from the convenience store when they
purchase fuel. This behaviouris particularly evident
among younger, urban consumers - 40% of those aged
under 25 and 33% of inner city dwellers purchase more
than fuel when they visit.

Consumers are also spending more when they buy
convenience items, with 53% reporting a spend of more
than $10 per transactionin 2022, compared with 47% in
2019.
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A growing number of consumers believe the range and
quality of products available at the service station has
improved.

Two thirds of consumers attribute a rise in prices as part
of the reason they are spending more. However, a
growing proportion of respondents believe the range
and quality of products available at the service station
has improved.

In 2019, only 9% of consumers attributed their higher
spend at the convenience store attached to a fuel outlet
to an improved product range, while just 12% thought it
was because the quality of the items had improved. In
2022 this hasincreased to 23% and 19% respectively.

The availability of products otherthan fuel is increasingly
likely to influence consumers’ choice about where to fill
up their vehicle.

Up from 31% in 2019, almost two in five (37%)
consumers say the availability of products other than
fuel impacts their choice of service station sometimes,
often or always. This rises to 52% of those living in inner
cities around Australia, and 57% of 18-24 year old
consumers.

Similarly, the layout of the convenience store at the
service station influences some consumers’ decisions
about where to shop for fuel. Just over a third (35%) of
consumers say the appearance of the convenience store
has an impact on their choice of fuel retail outlet.

Consumers are also more likely to choose a service
station because it offers coffee, café-style food and
other grocery items thanin 2019. Up from 21% in 2019,
32% of consumers now say that availability of these
items influence their decisions about where to shop for
petrol.

The propensity to visit the service station without
purchasing fuelis also growing, particularly among young,
urban consumers.

Up from 29% in 2019, one third of consumersalso use
the service station to purchase items without buying
fuel. Over half of those aged 18-24 visit a service station
without buying fuel, along with 46% of 25-39 year olds.
Similarly, 47% of consumers living in the inner city use
the service station to shop for convenience items.

The most common items bought when visiting without
buying fuel are cold drinks, coffee or other hot drinks
and snacks. And while around one in ten visit to buy
café-style food, this is much more popularamong inner
city dwellers, with 26% (up from 18% in 2019) saying
café food is the reason for their visit.

Almost half of consumers are willing to pay more for the
ease and convenience of shopping at small format
convenience stores.

Although most consumers report their shopping habits
have not changed over the past 12 months, for some the
use of smaller format convenience stores for groceries
has increased.

Recognising the value of convenience, nearly half (47%)
of consumers are also willing to pay a little bit more for
items bought at a small format convenience store.

Most consumers (32%) who are willing to pay more say
it is because it saves them time, while 12% report that it
is easier than a supermarket. Location (37%) and
convenience (21%) are drivers for those shopping more
often at small format retail outlets, and 24% also say
they believe it is cheaper.

Beyond Fuel and Convenience

The survey asked about consumer attitudes towards a
range of other services or products that could be offered
by fuel and convenience retailers, such as self checkout,
online grocery orders and pre-ordering food and meals
for self collection.

Although two in five (38%) consumers would not
consider using the service station for any additional
services — reflecting wider trends young urban dwellers
are the cohort who are most likely to consider other
services.

As an example, almost three in ten (27%) consumers
aged between 25 and 39, and 28% of those living in the
inner cities, would pick up an online grocery order from
the convenience store. A similar proportion (28%) of
those aged 18-24 would pre-order food for quicker pick

up.

Customer Experience Monitor

The customer experience framework measures overall
satisfaction with visits to fuel outlets, across four key
elements; location, environment, efficiency and service.
These elements include testing experiences with ease of
entry and exit, cleanliness, safety, wait times and
customer service.

In Australia, service stations are also part of the ‘front
line” during catastrophic events, remaining open and
supporting the community through the COVID-19
pandemic, the 2020 bushfires and recent major flooding
events. Therefore, it is important to understand
consumer perceptions about the service provided from
fuel outlets.
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Positively, satisfaction with most elements of the
customer experience framework rebounded to 2017
levelsin 2022.

There are significantincreases across six of the eight
elements measured when compared to the 2019 results,
namely location, ease of entry or exit, cleanliness, safety,
wait times and transaction efficiency.

While ratings of the convenience store remained stable
overall, over four in five consumers who purchase both
fuel convenience items were satisfied with the product
offerings.

Future Trends in Impacting Convenience

Drawing from work by Oliver Wyman in the USA in 20172
about the impacts of lifestyle and digital behaviours on
the fuel and convenience market, the 2022 National
Monitor of Fuel Consumers Attitudes added an
additional section to examine Australian consumer
behaviours and attitudes across a range of areasin a
digitally-enabled world.

Intensified by the restrictions imposed as a result of
COVID-19, consumers are using digital technology for
news and information, shopping, to connect with others,
and to seek recommendations about products or
services.

Fueland convenience retailers need to have multiple
online points of presencein order to reach a wide range
of consumers.

Research by the Australian Media and Communications
Authority (ACMA) reported that 99% of Australians
accessed the internet in 2020, up from 90% in 20193.-
Similarly, around three quarters of respondents to this
research access the internet from their mobile phone
every day, and often multiple times a day.

While email, web browsing and banking remain the most
popular online activities, of significance for petrol and
convenience retailers, the biggest growth was seenin
shopping and purchasing products online. Over seven in
ten (71%) respondents purchased products or services
online.

Facebook remains the most popular social networking
site overall, however there are significant differences in
use of social media across different age cohorts. This
suggests that fuel and convenience retailers need to
have multiple points of presence across social networks
in order to reach a wide range of consumers.

As well as fuelling growth in online shopping,
widespread digital adoption has increased competitive
transparency.

Rating and review platforms are increasingly relied
upon to assist consumers with purchasing decisions.
Almost half of those surveyed use ratings websites
when contemplating a purchase, and almost three in
ten say ratings and good reviews are an important
component of their decision making.

This behaviour will possibly spill over to the
convenience sector, with over a quarter of consumers
saying they would be more likely to shop at a
convenience outlet if it had good reviews online.

Increasing interaction online has also seen more
consumers share their personal informationin return
for a more rewarding shopping experience.

Although this data was collected prior to the recent
large scale data breaches within Australian
organisations, many consumers appear willing to share
personal details if it means access to special offers,
discountsand loyalty rewards.

Almost three in five (57%) consumers will visit a service
station more regularly if it offers rewards and
discounts. Approximately four in five consumers aged
under 40 provide personal details to a retailerin
exchange for loyalty discounts or rewards.

Fifty seven percent (57%) of consumersin this research
say they will visit a service station more often if they
had access to rewards and loyalty discounts.

Consumers have also come to also expect on demand
delivery of groceries, meals and takeaway food, as well
as a seamless retail experience when they shop in-store.

A quarter of respondents have used apps that allow
them to pre-order and pay (25%), while a similar
proportion have groceries delivered to their home
(26%). Over a third (35%) use click and collect to make
shopping quicker and more convenience.

In response, retailers like Woolworths and 7-Eleven are
trialling scan and go technologies, allowing consumers
to scan products as they add them to their trolley, and
checkout using an app on their mobile phone.

Ordering and pre-paying for coffee and convenience
foods allows time-poor consumersto ‘skip the queue’
and have their items waiting when they arrive to pick it
up.

In guidance for retailers, over a quarter of young
consumers, and inner city dwellers, would use the
convenience store at the service station if they could
pre-order food for a quicker pick up.
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Conclusion

This comprehensive research has highlighted several
shifts in fuel and convenience purchase behaviours, and
shone a light on consumers’ online activitiesand
preferencesin a digitally-enabled world.

As the aftermath of COVID-19 continues to have an
impact on global supply chains, geo-political turmoil
continues and Australians grapple with inflation and
the rising cost of living, there are undoubtably
challenging times ahead.

The 2022 ACAPMA National Monitor of Fuel Consumer
Attitudes has shown that while consumers are making
fewer visits to the service station to purchase fuel, the
average spend of consumers who purchase
convenience items when they fill up hasincreased.

While many attribute this to an increase in prices, a
growing number of consumers believe that their higher
spend is related to an improved product range, or
better quality of products available. And while,
anecdotally, fuel and convenience retailers report no
change to their product range and quality, in the minds
of consumers things have changed.

This will need to be monitored over time. While it may
be as a result of COVID-19, when restrictions and a fear
of beingin crowded places like supermarkets forced
consumers to use convenience stores that were close
to home or work more than they had in the past, they
now have a greater awareness of the items available.

This research has also highlighted that the range and
quality of products available and the presentation, or
layout, of the convenience store plays an increasingly
important role in the choice of where to shop for fuel.
This presents opportunities for fuel retailers to
compete based on more than price, with the quality
and range of their convenience offer increasingly
important.

With increasing opportunities to shop, browse and
purchase goods and services online, fuel and
convenience retailers will also need to consider their
marketing strategies and online presence.

Sharing of personal data and information for access to
personalised offers, loyalty discounts and other
rewards is becoming more common. Young consumers
in this research indicate a willingness to visit a fuel and
convenience outlet more often if offered incentivesto
do so. They also value positive ratings and reviews of
retail outlets, and are more likely to purchase from a
retailer with good reviews.

This has implications for fuel and convenience retailers,
who will need to find ways to reach consumers online,
as well as through traditional channels, while also
offering a pleasant destination that sells quality food
and beverages.

There are also contradictions in the research. While
younger generations are likely to be visiting the service
station more often, it is these generations who are also
more focussed on health and wellbeing, sustainability
and environmentally-friendly products and activities.
Again, more researchis needed to better understand
these behaviours.

Finally, we hope that the outcomes from this research
provides some guidance for ACAPMA members, and an
understanding of the broader digital trends shaping
consumers’ behaviours.

This research provides many insights for fuel and
convenience retailers, who will need to find ways to

reach consumers online, as well as through traditional
channels, while also offering a pleasant destination
that sells quality food and beverages.
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Consumer Perceptions of Fuel

* Consumers are visiting the service station less frequently. Down from 55% in 2019, 49% of motorists
visit the service station at least weekly in 2022. This visit frequency is at the same level as in 2017.

* Unsurprisingly, while visit frequency has fallen, average spend on fuel per visit has increased. Over a
quarter (26%) spent more than $75 on fuel, up from just 15% in 2019.

* Price remainsthe key driver of retailer choice, with 54% of respondents indicating this is the most
important factor in their decision about where to shop for fuel. Location is the most important factor
for 13% of motorists, with the quality of the fuel the most important reason for 11% of fuel
consumers.

* A quarter of fuel consumers remain loyal to a single station, with another 62% generally purchasing
from one of the same few outlets.

* Loyalty to one, or a few fuel outlets is largely driven by location (27%) and the belief that it usually
has the lowest prices (30%).

* Atthe time of the research, the use of fuel price apps was the most popular method of fuel price
shopping. Up from 19% in 2019, 34% reported using fuel price apps to shop for price in 2022. While
street signage remains popular for three in ten consumers, this is down from 47% in 2019.

¢ While Australian consumers are visiting a

service station less often than in 2019, average
spend per visit is up.
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Consumer Perceptions of Convenience

*  There wasasmallincreasein the percentage of consumers who purchase convenience items alongside fuel,
up from 18% in 2019 to 21% in 2022.

* Consumersincreasingly rely on their service station for convenience purchases. Those living in the inner cities
are more likely to purchase convenience items along with fuel than those living elsewhere. Age is also a
factor, with consumers aged under 25 significantly more likely to buy convenience items along with fuel in
2022 (40%) thanin 2019 (24%). There is also a significantincrease in the number of consumers aged
between 40 and 59 who report buying convenience items in 2022 (22%, comparedto 16% in 2019).

* Convenience spend per transaction continuesto increase year on year, with over half (52%) spending more
than $10 per transaction in 2022. Thisis up from 47% in 2019 and 35% in 2017.

* Although a majority attribute their higher spend to increased prices, almost a quarter (23%) attribute their
spend to an improved product range, up from just 9% in 2019. Up from 12% in 2019, a further 19% say the
quality of items available at the convenience store has improved.

* Reflecting this, the availability of non-fuel products has an increasing influence in consumers’ choice of fuel
outlet. Up from 22% in 2019, 32% of consumers say the availability of coffee and café-style food impacts their
choice of service station. Similarly, 37% of consumers say that the availability of items other than fuel has an
influence on their decisions about where to purchase fuel.

* More consumers are visiting the convenience store at a service station without buying fuel, particularly
younger consumers. Over half of consumers under 25 (54%) and 46% of those aged 25-19 visit without
purchasing fuel, up from 37% and 39% respectively.

e Colddrinks, coffee and snacks remain the most common convenience-only purchases from a service station

*  Qvertwo in five consumers are willing to pay more for the ease and convenience of shopping at smalkformat

grocery and convenience stores. Most of this cohort (32%) attribute their willingness to pay a little more
because it saves them time, and 12% say they will pay more because it’s easier than supermarket shopping.

The range and quality of products, along with
the presentation of the convenience store,

increasingly influences the choice about where
to shop for fuel.
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Future Trends Impacting Convenience

Three quarters of consumers access the internet on their mobile phone at least daily. Over half (53%) also use a
laptop to go online at least daily, and 39% also use their smart TV to access the internet daily or more frequently.

Facebook remains the most popular social media platform (76%), however there are significant differences
amongst age categories, with YouTube (81%) Instagram (79%) and Snapchat (68%) used by those under 25. Another
58% of under 25 year old's also use Tik Tok.

Over four in five consumers shopped online in 2020 according to ACMA research, with 71% of consumers in this
study saying they purchased products or services online in the last 12 months.

Around four in five consumers aged under 40 will provide their personal details to a retailer in exchange for loyalty
rewards and discounts, and 57% would visit a fuel outlet more regularly if it offered rewards and discounts.

Consumers are increasingly using ratings and review platforms to help them make decisions about purchases, with
47% using ratings websites for information prior to purchasing. Almost three in ten (28%) say ratings are an
important componentin their purchase decisions, and 27% would be more likely to shop at the convenience store if
it has good reviews.

Seamless shopping experiences and delivery ‘on demand’ are also increasingly expected by consumers, with more
consumers using self-checkout (78%), mobile payment options (36%) and apps to pre-order food (25%) as more
convenient ways of shopping. Approximately a quarter of consumers say they would use self checkout services at a
petrol and convenience store, while 15% would use an app to pre-order for quick pick up of meals or other
takeaway items.

Delivery of take away food (39%) and use of ‘click and collect’ (35%) also provide more convenient ways to shop.
Fifteen percent (15%) of consumers would pick up a click and collect order from their local service station.



1. Fuel Monitor

Providing ongoing insight for the industry, the 2022 National Monitor
of Fuel Consumer Attitudes continues to track fuel purchase
behaviours and preferences.

Due to the COVID-19 pandemic, the way and frequency with which Australians travel and use their
vehicles has shifted dramatically. To understand these changes, the 2022 National Monitor of Fuel
Consumer Attitudes asked a series of questionsto track existing trends and test consumer behaviour at
the pump.

The research follows on from the Monitors conducted in 2015, 2017 and 2019. The tracking questions
were designed to monitor consumer purchase behaviours and the drivers of choice of fuel retailer, and
included frequency of visit, service station loyalty, average transaction values and perceptions of price.

Overall, the 2022 National Monitor of Fuel Consumer Attitudes found consumers are visiting a fuel
retailer less frequently, although most believe they are spending more on fuel now than in 2019.
Consequently, price remains the most important factor in fuel purchasingchoices. Further, most
consumers continue to remain loyal to the same few service stations, usually because they believe they
have lower prices.
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Fuel Purchase Behaviour

Australians are visiting the service station less frequently than in 2019.

Less than half (49%) of Australian drivers visit a service
station at least once a week in 2022, down from 55% in
2019. This group comprises 1% who visit daily, 13% who
visit every few days, and 35% who visit once a week.

While the proportion who visit daily or every few days
has remained consistent with 2019, fewer say that they
visit once a week thanin 2019.

By contrast, 51% visit the service station less than once
a weekin 2022, up from 45% in 2019.

Young consumers and those in inner city areas
visit service stations most frequently.

Sevenin ten (70%) respondents aged under 25, and
63% aged 25-39, visit a service station at least once a
week, with 35% and 21% respectively visiting every few
days. By comparison, 2% of consumers over 60 visit a
service station every few days, down from 5% in 2019.

Consumers living in inner city areas also make more
frequent visits to the service station, with 22% visiting
every few days. This comparesto 11% of consumersin
middle or outer ring suburbsand 13% in regional areas.

Figure 1.1: Visit Frequency, 2017 - 2022

40%

11% 13% 13%
0

" v .II
N

Daily Every few days

Once a week

Once a fortnight

Looking at behaviours over time, those living in the
outer suburbsare less likely to be visiting at least once a
week in 2022 than they were in 2019 (40%, down from
53%).

Convenience shopping continues to drive more
frequent visits to the service station.

Nearly three quarters (74%) of consumers who
purchase convenience items as well as fuel when they
go to a service station, visit at least once a week. This
comparesto only 42% of those who only purchase fuel.

Just 9% of motorists who buy fuel only visit every few
days, compared to 34% of consumers who purchase
convenience items when they visit. This suggests
convenience shopping may be driving visits to the
service station.

There has been a slight shift

towards less regular visits to
the service station.

N 2017 m2019 W 2022

36%

34%
31%

14% 129% 14%

IlI > -~ -
e s

Less than once a
month

Once a month

Q. Approximately, how often do you generally visit a service station? 2017 n= 1042 / 2019 n=1059 / 2022 n=1005



15 | 2022 ACAPMA Monitor of Fuel Consumer Attitudes

Unsurprisingly given rising fuel prices and cost of living pressures, price
remains the most important factor in decisions about where to purchase fuel.

Over half of Australian motorists (54%) say the most
important factor in their decision about where to buy
fuel is price, consistent with 56% in 2019.

Service station location (13%) and fuel quality (11%)
continue to round out the top three in similar
proportionsto 2019.

Price continues to be significantly less important
to inner city consumers.

Only 45% of consumersliving in inner city areas rated
price as the most important factor in their decision
about where to purchase fuel, although this is up slightly
from 41% in 2019.

While consumers aged over 60 remain the most likely to
say price has the biggestinfluence on their fuel
purchasing decisions (59%), this has dropped from 67%
in 2019. Location is more important to consumers aged
over 60 (17%) thanit is to those aged under 25 (6%).

Fuel only consumers remain more focussed on
price than those who also purchase items from
the convenience store.

Consumers who only ever purchase fuel are significantly
more likely to say the price of fuel is the most important
factor in their decision about where to purchase fuel.

Nearly six in ten (57%) consumers who only purchase
fuel rank price as their main influence on decisions
about which service station to use, compared with 44%
of consumers who also purchase other items at the
service station.

However, it should be noted the gap between the two
consumer types is narrowing, with the difference down
from a 20 percentage point difference in 2019 to 13

percentage pointsin 2022.

Table 1.1: Most important factors when deciding where to purchase fuel, 2015-2022

Price of fuel
Location of the service station
Quality / type of fuel

Brand

Ability to redeem supermarket fuel discount vouchers or use loyalty card

Ease of entry and / exit

Safety

Customer service

Opening hours

Availability of prepared food and coffee

Cleanliness

Range of grocery and food offerings in the convenience store

Availability of rest rooms

Q. What is most important to you when deciding where to purchase fuel?

Sample 1,005 1,059 1,042 1,000
54% 56% 48% 60%
13% 13% 17% 22%
11% 10% 11% -

4% 4% 4% 9%
4% 6% 6% -
4% 3% 4% 1%
3% 3% 3% 2%
2% 2% 2% 1%
2% 2% 2% 1%
1% 1% 1% -
1% 1% 1% -
1% 0% 0% 0%
0% 0% 1% -



Australian consumers remain
loyal to their favourite service
stations.

Loyalty to a single service station has remained consistent with 2019,

Behavioursin relation to specific service station usage consumers from all locations and ages. There is also
remain consistent with 2019. Close to nine in ten (87%) little difference between those who purchase ‘fuel only’
consumers purchase their fuel from the same outlet or and those who also purchase other items from the

the same few service stations. Loyalty to a single service convenience store at the service stations when they fill
station has remained consistent with 2019, at around up.

one quarter of consumers.
The only change over the last three years is that those

The proportion of consumers who use the most living in remote areas are significantly less likely to
convenient service station when they need fuel is also always purchase fuel from the same service station in
consistent, at 13%. 2022 (22%) than they were in 2019 (38%).

In general, these findings are consistent across

= 2015 w=2017 w=2019 m=2022
Figure 1.2: Fuel Purchase Patterns, 2015-2022

71%
60% 61%  62%
29%
26% 25%
19%
0 o,
. I = - . .
Always purchase fuel from the same service Generally purchase fuel from the same few Always go to the most convenient service
station petrol stations station when | need fuel

Q. Do you usually purchase fuel from the same service station? 2015 n=1000 / 2017 n=1042 / 2019 n=1059 / 2022 n=1005
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Table 1.2: Main Reason for Station Loyalty, 2015-2022

It usually has lower prices

One close to my work / home

Loyalty program associated with the brand
Quality / type of fuel

The brand of the fuel

Variety of items in the convenience store
Ease of entry & exit

Cleanliness and quality of convenience store

Layout of the service station

Q. What is the MAIN reason you usually purchase fuel from this service station(s)?

2022 2019 2017 2015
Sample 873 916 934 1000
30% 31% 27% 26%
27% 28% 29% 28%
20% 20% 21% 20%
11% 9% 10% 12%
4% 4% 5% -
3% 1% 1% 1%
2% 3% 3% 8%
1% 1% 1% 1%
0% 1% 1% 2%

Consumers are loyal to outlets with lower prices and a convenient location.

The importance of lower fuel prices has remained a
mainstay of fuel purchasing decisions, particularly for
those living in regional towns (38%).

Despite this, Australians in both middle (27%) and outer
(24%) suburbs are less likely to indicate they purchase
fuel from the same service station because it usually as
lower prices than in 2019 (down from 36% and 34%
respectively).

Loyalty programs remain important to one in five
consumers (20%), although this is lower among those in
NSW (13%) and those aged 18-24 (4%).

Location also continues to remain an important
factor for service station loyalty.

While consumers overwhelming give price as the main
factor they consider when they purchase fuel in general,
when asked why they are loyal to a specific service
station, location becomes more important.

Over a quarter (27%) of consumers choose the retailer
they buy fuel from because there is one on their daily
commute — although this is slightly less important to

motoristsin inner city areas, where there are likely to be
more service stations to choose from.

Around one in ten rate the quality of the fuel as
important (11%), with those living in the inner city more
likely than others to place importance on both the
quality (15%) and brand of fuel (9%) available.

The convenience offer has less influence on fuel
retailer loyalty.

While up slightly from 2019, only 3% of consumers cite
the variety of items in the convenience store as the main
reason they purchase fuel from a particular retailer.

However, the variety of items available in the
convenience store is significantly more important to
those who purchase additional items from service
stations (8%), than to those those who only purchase
fuel (1%).

Other reasons cited by consumers were the ability to use
discount vouchers, customer service, and a desire to
supportlocal businesses.
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The Impact of Higher Prices

While visit frequency has fallen, average spend on fuel per visit is up.

Over a quarter (26%) of Australian consumers are
spending over $75 per week on fuel, a 75% increase on
2019 when the proportion was 15%. Of these, 8% are
spending over $100, up from only 4% in 2019.

Most commonly, nearly a third (31%) of consumers are
spending $26-S50 per week on fuel, significantly less
than 2019 (37%)

Younger consumers spend the most at the
service station.

Australians aged 25-39 (14%) are significantly more
likely than others to be spending over $100 on fuel per
week — up from only 4% in 2019. Nearly two in five
consumers in this age group spend over $75 per week —
up from 21% in 2019.

Figure 1.3: Average Spend per Visit,2019 - 2022

37%

I 31%

26% 27%

$51-$75

21%

16%

$0-$25 $26-$50

Table1.3: Average Spend per Visit by Location, 2022

Those aged over 60 are the most likely to be spending
$25 or less (28%) - although this has fallen from 33% in
2019.

Spendingis up in both inner city and regional
areas.

Australians living in the inner city (31%) and middle ring
suburbs (24%) are more likely thanin 2019 to be
spending over $75 on fuel each week. This is up from
16% and 14% respectively in 2019.

Spending s also higherin regional areas, with 30% of
those in regional towns spending over $75 per week on
average, significantly higher than in 2019 when it was
just 14%.

W 2019 W 2022

26%

18%

15%

11%

8%

4%

Over $75

$76-5100

Over $100

133 325 166 288 93

Sample 1005
S0-5$25 16% 13%
$26- 550 31% 30%
$51-575 27% 26%
$76-100 18% 20%
More than $100 8% 11%

16% 17% 17% 19%
33% 33% 28% 34%
27% 33% 26% 22%
19% 13% 18% 15%
5% 5% 12% 10%

Q. Approximately, how much do you usually spend on fuel per week? 2019 n=1059 / 2022 n=1005
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With average cost per visit up, over sevenin ten
Australian consumers in this research say they are
spending more on fuel each week, a significantly higher
proportionthanin 2019.

These resultsare not only consistently high across all
consumer demographicsin 2022, but also consistently
higher than 2019 as well.

Consumers attribute increased spending on fuel
to higher fuel prices.

Nearly nine in ten consumers (89%) nominate higher
prices as the number one reason they are spending
more at the pump. This is up from only 69% in 2019.

While an increased focus on higher fuel pricesis broadly
consistentacross consumer groups, there are some
small differences.

Those living in inner city areas are less likely than others
to cite fuel price increases as the reason they are
spending more on fuel (80%). Instead, they are more
likely to attribute their increased spending to larger
family size (3%) or because their family is travelling
more (9%).

Figure 1.4: Changein AmountSpenton Fuel Overlast2 Years, 2019-2022

71%
12% 11%

49% I

Less More

Similarly, 18-24 year old consumers are also less likely
than older age groups to attribute higher spending to
increased prices (76%, compared with 96% of those
aged 60 or over), and more likely to indicate their travel
habits have changed (14%).

Conversely, with changing travel habits, some
consumers say they are spending less on fuel.

Consistentacross all groups, the most common reasons
for spendingless on fuel are because travel habits have
changed (39%) or because their family is travelling less
(33%).

Free text comments reinforce this, with some
consumers noting the increased price of fuel means
they avoid driving where they can, instead either
walking more, or staying at home.

Over seven in ten
consumers report

spending more on fuel
now than they were two
years ago.

m 2019
m 2022

36%

16%

2%

1%

About the same

Don’t know

Q. Thinking about your weekly expenditure on fuel, do you think you are spending more or less on fuel now than
you were two years ago? 2019 n=1059/ 2022 n=1005
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Price remains the main reason consumers are
spending more at the pump.

Table 1.4: ReasonsSpending More on Fuel by Location and Age

: Middle Outer :
_
717 93 232 112 212 68

Sample
The price of fuel has increased 89% 80% 92% 89% 90% 91%
My travel habits have changed 5% 6% 3% 4% 6% 6%
My family is travelling more 3% 9% 3% 2% 1% 1%
| have a different vehicle 1% 1% 1% 3% 1% 0%
1% 3% 0% 0% 0% 0%

My family size has increased
Q. Why do you think you are spending more on fuel? 2022 n=717 Significantly higher/lower than total



Shopping for Price

Fuel price apps are now the most popular method of fuel price shopping.

Consolidating the trend emergingin 2019, reliance on
street signage as a means of shopping for price
continues to decline.

In 2022, only 30% of consumers rely on street signage
to find the best fuel price —down from 34% in 2019 and
47% in 2017.

Use of street signage to shop for price drops to only
12% of consumersin WA. Reliance on street signage is
down significantly among consumersin middle suburbs,
from 33% in 2019 to only 24% in 2022.

Use of fuel price apps to shop for fuel has
increased significantly since 2019.

Instead of street signage, consumers are using fuel
price apps on their mobile phone, with usage increasing
significantly from 8% in 2017 and 19% in 2019, to 34%
in 2022.

Heightened sensitivity to fuel price increases or general
cost of living pressures may be factors influencing these
behaviours, as the significant increase in the use of fuel

price apps are across all age groups and locations, with

the exception of those in the inner cities.

At 44%, consumersin the outer suburbs are more likely
to be using fuel price apps, with consumersin regional
towns relying more heavily on street signage (39%).
Only 26% of consumersaged 60 or more use fuel price
apps, compared with 48% of the youngest consumers
(aged 18-24).

Nearly two thirds (64%) of 7-Eleven customers shop for
price using a fuel price app—up from 35% in 2019.

Use of discount vouchers, loyalty programs and
fuel cards have remained relatively stable
between 2019 and 2022.

Approximately one in five consumers use supermarket
fuel discount vouchers to help manage their fuel costs.
While consistent with 2019, this confirms the
downward trend from the peak of 30% in 2017.

Victorians are the most likely to rely on supermarket
fuel discount vouchers, while discount vouchers
generally hold less appeal for consumersin NSW (16%).
Discount vouchers are also being used less frequently
by consumersaged 18-24 than they were in 2019 (11%,
down from 23%).

Inner city consumers more likely than others to rely on
loyalty programs (31%, up from 16% in 2019) to help
when shopping for fuel prices.

Consumers who shop at Woolworths Petrol (47%)
Caltex (39%) and Shell Coles (37%) are the most likely
to say they use supermarket discount vouchers, while
use of loyalty programs is most common among Shell
Coles customers (38%).

Figure 1.5: Methods Consumers Use to Shop for Cheaper Fuel Prices, 2017 - 2022

47%

34%
19%
8%

Street signage

34%

Supermarket discounts
vouchers

Fuel price apps

0% 30%
I I |

Loyalty program

H2017 mW2019 2022

20% 20%

16% 16%
11% 11% 9% 10%
II 4% 4% 4%
.

Day of the week Fuel price websites Fuel card

Q. You indicated that price was an important factor in your decision to purchase fuel. How do you most regularly shop for price? 2017 n=796/ 2019 n=863/ 2022 n=825



22 | 2022 ACAPMA Monitor of Fuel Consumer Attitudes

Use of Government fuel price websites has also
remained stable.

Government fuel price websites hold the greatest appeal
for consumersin WA (25%) and NSW (15%) and the
lowest appeal for those in VIC (5%) or QLD (4%). Reliance
on these sites has increased significantly for consumersin
rural areas (9%, up from 0% in 2019).

Use of the ‘day of the week’ method of price
shopping droppedin 2022,

Down significantly from 16% in both 2017 and 2019 to
11% in 2022, few consumers time their fuel purchase
decisions on the day of the week. Consumersin middle
ring suburbs (15%, down from 22%) or aged 25 or over
(11%, down from 17%) are particularly less likely to rely
on this method in 2022.

Table 1.5: Distance Would Travelfor Cheaper Fuel, 2017-2022

In contrast, consumersin WA still use this method
regularly (26%), with this being the second most
commonly used method in this state, after supermarket
fuel discount vouchers.

Consistent with previous years, very few
consumers are willing to travel out of their way to
purchase cheaper fuel.

Around two in five (43%) would be willing to travel up to 5
minutes out of their way, and one in five (20%) would
never travel out of their way for fuel.

Only one in three consumers (34%) are willing to travel
more than 5 minutes out of their way for cheaper fuel.

825 863 796

Sample
| would never travel out of my way for fuel
Up to 5 minutes out of my way
Up to 10 minutes out of my way

More than 10 minutes out of my way

Don’t know

Q. How far would you travel out of your way to find a cheaper fuel price?

20% 20% 22%
43% 45% 42%
27% 26% 21%
7% 6% 11%
4% 3% 4%

Significantly higher / lower than the total



2. Convenience Monitor

As well as monitoring behaviours at the pump, understanding
consumer behaviours and preferences in store is a key focus of the
National Monitor of Fuel Consumer Attitudes.

Convenience stores provide consumers with choice and control. They allow consumers to make purchases
at a time and place that is convenient to them. Often, this means that they can make essential purchases
when refuelling, saving trips to different locations. With desires for social distancing still strong, being able
to make purchasesin convenience stores also offers an alternative to shoppingin a busy supermarket.

While service stations have always offered cold drinks, fast food and snacks, many now offer an expanded
product range. The availability of coffee, café style food and grocery products is relatively common.
Designed to provide retailers with insight into the consumer groups and locations most attracted by
convenience offerings, the research highlights that while a majority of consumers only purchase fuel when
they visit a petrol station, there are some who increasingly rely on the service station to buy convenience
items — with young, inner-city consumers continuing to be the most likely to use their fuel retailer for
convenience shopping.
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Convenience Purchase Behaviour

While there was only a small rise in convenience shopping along with fuel,

there are some consumer groups who increasing rely on the fuel outlet for
convenience items.

Consistent with previous years, around four in five Consumers livingin inner city areas are
consumers (79%) only purchase fuel when visiting a significantly more likely to purchase both fuel

. . o o
service station. The remaining 21% also purchase and convenience items than consumers living in

convenience items when they buy fuel, up slightly from h
18% in 2019. other areas.

The likelihood of purchasing both fuel and Unchanged from.2019,.a third of inner city consumers
. . . purchase convenience items when they buy fuel.
convenience items tends to decrease with age.

Consumersin regional towns are also becoming more
likely to do so, with 18% purchasing both fuel and
convenience items when they visit a service stationin
2022, up from 10% in 2019.

Up significantly from 24% in 2019, 40% of those aged
under 25 purchase both fuel and convenience items
when they visit a service station in 2022. There has also
been a significantincrease in this behaviourin
consumers aged between 40 and 59 years (22%, up
from 16%). This comparesto only 8% of consumers
aged 60 year or more.

Figure 2.1: Purchase Behaviour, 2017-2022

[ e| Only e[ e| & Convenience
30% 82% 79%
20% 18% 21%
2017 2019 2022

Table 2.1: Purchase Fuel and Convenience by Location, 2019-2022

. Middle Outer .
_
133 325 166 288 93

Sample 1005
2019 18% 33% 20% 13% 10% 14%
2022 21% 33% 21% 17% 18% 15%

Q. When you visit a service station to buy fuel, do you generally? 2017 n=1042 / 2019 n=1059 / 2022 n=1005 Significantly higher / lower than the total
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While a majority of consumers
continue to only purchase fuel when
8 they visit a service station, young
consumers are increasingly likely to
also buy convenience products.

Figure 2.2: Purchase Fueland Convenience by Age, 2019-2022

40%
27% 27%
24%
22%
16%
8%
6%
Under 25 25-39 40-59 60 or more

m2019 m2022

Q. When you visit a service station to buy fuel, do you generally? 2019 n=1059 / 2022 n=1005
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Three in five convenience shoppers frequently make additional purchases at
the service station.

While similar proportions of consumers purchase both Down from 56% in 2019, 49% often purchase

fuel and conveniencein 2022, the frequency with convenience items when buying fuel, while slightly

which consumers make convenience purchases has more now say they sometimes (36%) buy additional

shifted slightly. Down slightly from 64% in 2019, 60% items.

of consumers who make convenience purchases when

they buy fuel say they do so often or always. Consumers aged 25-39 are the most likely to have
changed their behaviour. Up from 5% in 2019, 12%

There has, however, been a 10% increase in the always purchase additional items.

proportion of consumers who always purchase
convenience items when they buy fuel (11%, up from
8% in 2019 and 6% in 2017).

Figure 2.3: Frequency of Convenience Purchases with Fuel, 2017 - 2022

56% 2017 m2019 m2022
49%

46%

36%

34%

11%
6% 8%
ml
I . —
Always Often Sometimes Rarely

Q. How often do you buy other items as well as fuel? 2017 n=212 / 2019 n=186 / 2022 n=208
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Consumers are spending more on convenience purchases in 2022.

Convenience spend per transaction continues to
increase year on year, with over half (52%) spending
more than $10 per transaction in 2022. This is up from
47% in 2019 and 35% in 2017.

Consumers also believe they are spending more. When
asked directly, a little under half (46%) of consumers
indicated they are spending more on convenience items
now than they were 12 months ago.

The proportion of consumers who indicate they are
spending more on convenience increases to 54% of
consumersin regional areas, where 52% say they
generally spend between $11 and $20.

The groups most likely to indicate they are spending
less at the convenience store are those in rural and

Figure 2.4: Convenience Spend per Transaction, 2017-2022

52%

12%

10%
7%

Less than $5

$5-$10

33%

25%

$11-520

remote areas (21%), and in outer suburbs (17%). Over
half of the respondents in these areas say they usually
spend $5-$10 on convenience items.

By age, consumers aged between 25 and 39 are the
most likely to say they are spending more, with 46%
indicating they usually spend around $11-520 on
convenience items.

Consumers aged over 60 were the most likely to say
they are spending less. Nearly half of respondentsin
this age group indicated that when they make
convenience purchases, they usually spend between $5
and $10.

H2017 mW2019 m2022

40%

10% 10%

7%
e

$21-550 More than $50

Q. Aside from fuel, approximately how much do you usually spend on other purchases when you visit a service station? 2017 n=212 / 2019 n=186 / 2022 n=208

Table 2.2: Proportion of Consumers Spending More on Convenience than 2 Years Ago, by Location and Age

. Middle Outer . Rural / 60 or
208 44 69 29 52 14* 32 74 79 23

Sample
Spending More 46% 43% 46% 39%
Spending the Same 38% 36% 41% 39%
Spending Less 13% 18% 9% 17%

Q. Thinking overall about your convenience spending aside from fuel, do you think that you are spending

more now than 12 months ago? * Small sample, results are indicative only

54% 36% 44% 58% 37% 39%
38% 21% 47% 26% 41% 52%
8% 21% 6% 11% 19% 4%

Significantly higher / lower than the total



el Consumer Attitudes

increased expenditure to higher prices, some say
it is because the range has improved or they are
visiting more often.

— -

With rising inflation and increased focus on the cost of living, two thirds of
consumers say they are spending more on convenience items because the
prices are higher, up significantly from 40% in 2019.

However, around a quarter (23%) indicated they are spending more because
the range of items has improved (up from only 9% in 2019), and a further 19%
attribute it to improved product quality.

In addition, 28% are spending more because it is convenient to purchase items
from the service station, and 22% because they are visiting more often.

Of those few who are spending less, it is most commonly because of budget
constraints (73%), although around one in three (27%) indicated it is because
they are visiting less often.

Figure 2.5: Reasons for Higher Expenditure, 2019 - 2022

Prices Have increased
Up from 40% in 2019

Prices More Competitive
Up from 12% in 2019

46% Convenience

Spending Up from 25% in 2019
More

Quality of Items Improved
Up from 12% in 2019

Visiting More Often Product Range Improved

New statement

Up from 9% in 2019

Q. What is the reason you are spending more? 2019 n=107 / 2022 n=95

28
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Impact of Convenience on Choice of Fuel Retailer

The availability of non-fuel products is increasingly likely to influence choice of fuel
retailer, with food and beverage products recording the highest growth since 2019.

Availability of Products Other than Fuel

Up from31%in 2019, 37% of consumers say the availability of
products other than fuel influences their choice of service
station

Layout of the Convenience Store

Consistent with 2019 (33%), just over a third (35%) of consumers
say the layout of the convenience store influences their choice of
service station

Availability of Coffee & Café Style Food

Up from22%in 2019, 32% of consumers say the availability of
coffee & cafe style food will influence their choice of service
station




An increasing number of
consumers are influenced by the
convenience offer when choosing

where to shop for fuel.

Product availability increasingly influences the choice of fuel retailer.

The proportion of consumers who say they are
influenced by the availability of products other than fuel
in their decisions about where to fill up has increased
year on year.

Up from three in tenin 2019, 38% indicate they are
sometimes, often or always influenced by the availability
of non-fuel items, while the proportion who are often or
always influenced by product choice doubled from 5% in
2019 to 10% in 2022.

Inner city consumers are the most likely to
choose a service station because it offers non-
fuel products.

The most likely group to choose their retailer based on
the convenience offer are urban dwellers, with nearly
20% of those living in the inner city saying it is often or
always a consideration.

There has also been an increase in the proportion of
those living in the middle suburbs who say it often or
always influences them (10%, up from 5%), while those
in regional towns are now more likely to say thatit is
sometimes a consideration (28%, up from 18%).

This may have been driven by the restrictions and
concerns about COVID-19, and will need to be
monitored, however anecdotal stories from P&C retail
owners suggest that there has been little reductionin
consumer habits since the easing of restrictions.

Again, age also determines the likelihood to be
influenced by the availability of other products.

Those aged 18-24 are more likely than other age groups
to say that product availability is often or always a

consideration (16%) in their choice of fuel retailer, while
a further 41% say it sometimes influences their decision.

Similarly, half of those aged 25-39 are sometimes, often
or always influenced by product availability when visiting
a service station. The proportion in this age group who
often or always take product availability into
consideration jumped from 8% in 2019 to 13% in 2022.

While consumers aged 60 or over are the least likely to
be influenced by the availability of other products at the
convenience store, with 83% rarely or never influenced
by availability of other items, the proportion who are
sometimes, often or always influenced by the choice of
products has increased from 12% in 2019 to 17% this
year.

Overall, a majority of consumers (63%) say they are
never or rarely influenced in their choice of fuel retailer
by the availability of products other than fuel, down
from 69% in 2019.
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Table 1.7: Influence of Product Availability on Choice of Retailer by Location and Age

Middle Quter _ Rural / 60 or

Sample 1005 325 166 288 93 81 277 356 291
Never 33% 22% 32% 39% 33% 38% 11% 21% 29% 54%
Rarely 30% 26% 30% 31% 32% 31% 32% 30% 31% 29%
Sometimes 28% 33% 29% 24% 28% 24% 41% 37% 29% 15%
Often 7% 14% 6% 4% 5% 4% 12% 10% 6% 1%
Always 3% 5% 3% 2% 2% 3% 4% 3% 5% 1%

Q. Does the availability of products other than fuel influence your decision about which service station to use? Significantly higher / lower than the total

Over a third of consumers are also influenced by the presentation of the
convenience store in their decision about where to shop.

Although a majority of consumers (65%) are rarely or Conversely, those in the outer suburbs are the most
never influenced by the lay out of the convenience store likely to say that it never or rarely influences their
when deciding where to buy fuel, a growing number do decision (74%).

take this into consideration.
Consumers aged 60 years or more are also more likely to

Up significantly from 6% in 2019, 9% of consumersare say they are rarely or never influenced by store layout,
often or always influenced by the layout of the however this has dropped to 77% this year, from 86% in
convenience store, with another 26% saying it 2019.

sometimes sways their decision.
Those who only purchase fuel from service stationsare

Consumersin the inner city are more likely to be less likely to consider store layout (73%) than those who
influenced by store layout (35% sometimes, 16% often generally purchase other items as well (36%).

or always). Those aged 25-39 are also more likely than

other age groups to say that it is often or always a

consideration (14%).

Table 1.7: Influence of Layout / Presentation of Convenience Store on Choice of Retailer by Age & Location

Middle Outer _ Rural /

Sample 1005 325 166 288 39 81 277 356 291
Never 35% 26% 31% 43% 39% 38% 16% 28% 31% 53%
Rarely 30% 23% 31% 31% 32% 30% 33% 29% 35% 24%
Sometimes 26% 35% 29% 20% 22% 23% 37% 29% 26% 19%
Often 6% 11% 7% 4% 6% 5% 10% 10% 5% 2%
Always 3% 5% 2% 2% 2% 4% 4% 4% 3% 2%

Q. Does the layout / presentation of the convenience store at a service station influence your decision Significantly higher / lower than the total

about which service station to use?
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Consumers are more likely to choose a service station because it offers coffee,

meals or café style foods in 2022.

Up from 21% in 2019, 32% of consumers say they are
likely or somewhat likely to choose a fuel retailer based
on the food offering.

Inner city consumers (54%) are generally more likely
than those in other locations to choose a particular
service station because of its coffee and meal offerings.

While consumers aged under 40 are the most likely to
be influenced by the coffee and meals available at the
convenience store, there have also been significant

increases among those aged under 25 (53%, up from
25%), 25-39 (44%, up from 36%), and 40-59 (34%, up
from 20%).

Unsurprisingly, consumers who purchase fuel and other
items are significantly more likely to chose a retailer
based on convenience offerings (37%), compared with
only 6% of those who only visit a service station to
purchase fuel.

Figure 2.7: Likelihood to Choose Fuel Retailer Due to Availability of Coffee, Café Style Food, Pre-prepared Meals and Other Grocery

Items, 2017-2022

46%
43%
39% m2017 m2019 m2022
19%  19% 19% 20%
16%  15%
129% 13% 12%
10% 10%

I I l l :

Unlikely Somewhat unlikely Neither Somewhat likely Likely

Table 2.5: Likelihood to Choose Fuel Retailer Due to Availability of Coffee, Café Style Food, Pre-prepared Meals and Other Groce

Items, by Location and Age

Middle Outer

Sample 1005 325 166
Unlikely 49% 37% 46% 53%
Neither 19% 9% 22% 21%
Likely 32% 54% 32% 26%

40-59
Remote
288 93 81 277

356 291
56% 55% 31% 37% 47% 70%
17% 23% 16% 19% 19% 18%
27% 23% 53% 44% 34% 12%

Significantly higher / lower than the total

Q. How likely are you to choose a particular service station because it offers items such as coffee, café-style food, pre-prepared meals or grocery items?

2017 n=1042 / 2019 n=1059 / 2022 n=1005
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Convenience Category Demand

Continuing to outperform other product categories,
over half of consumers who purchase other items when
buying fuel also purchase coffee or other hot drinks
(57%). While the increase is not significant wave on
wave, the proportion buying coffee in 2022 is
significantly higher thanin 2017 (43%).

There was also an increase in consumers who also

purchase fast food, with 39% doing so in 2022, up from
28% in 2017.

Table 2.6: Items Purchased from Convenience Stores, 2017-2022

Purchasing of other items is generally consistent with
patternsin 2019. Cold drinks (51%) continue to be a
popular convenience item purchased with fuel, while
around two in five purchase confectionary items (43%).

Around one in four purchase groceries (28%) or café
style food (23%) from convenience stores when also
purchasing fuel.

2022 57% 51%
2019 48% 49%
2017 43% 57%

43% 39% 28% 23%
39% 31% 28% 23%
45% 28% 29% 17%

Q. What other products do you purchase with your fuel? 2017 n=212 / 2019 n=186 / 2022 n=208



Most non fuel purchases are
planned or convenience buys.

The vast majority of non-fuel purchases from service Interestingly, age appears to have little impact on
stations are either planned (28%) or convenience whether consumers use the service station for
(50%) purchases. Only a little over one in five planned or impulse purchases.

purchases (22%) are done on impulse.
There has been little change over the last three years
While there are no significant differences between in the split between convenience or planned
groups, those living in middle suburbs are the least purchases, and those made on impulse.
likely to say they use service stations for planned
purchases (20%), instead using them for convenience
(57%). This compares to 64% and 14% for planned
and convenience purchases by rural based
consumers.

Table 2.7: Type of Convenience Purchase, 2019-2022

_ PIanned/Convenience RUEIEES Impulse RUIGICES

mple
2022 208 77% 22%

2019 186 80% 20%

Q. When you buy items other than fuel from the service station, is it most often a
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Convenience Only Shopping

Shopping for convenience items at the service station without buying fuel continues to be more common the closer
consumers live to the city, and less common as they get older. Consumers who purchase convenience products
with their fuel are also significantly more likely to later use the service station for convenience only shopping. While
25% of ‘fuel only’ consumers use the service station for convenience only shopping, this increases to 63% of
consumersin the habit of making convenience purchases when buying fuel.

Drinks and snacks are the main reasons consumers’ visit the service station for non-fuel purchases. Around two in
five (37%) go to purchase a cold drink, with almost three in ten buying hot drinks (29%) or snacks (26%).

The Australasian Association of Convenience Stores ‘State of the Industry Report’ 2018 showed coffee as the
fastest growing purchase area among consumers who visit service stations®. The proportion of consumers going to
the service station to purchase coffee in this researchis up 5 percentage points to 29% of ‘convenience only’
shoppers, and up 9 percentage points to 48% of consumers who also are also purchasing fuel.

However, in 2022 there has been a drop in the proportion of consumers purchasing ‘top up’ groceries, down 9
percentage points to only 15%, making it less common than snacks or takeaway meals.
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Convenience Only Purchases

Young consumers are increasingly visiting a convenience store to buy

something other than fuel.

In 2022, one in three consumers (33%) visited a
service station to buy items without purchasing fuel.
This is slightly higher than 29% in 2019, although not
significantly so.

Up significantly from 2019, over half of those aged
under 25 (54%) make purchases from service stations
without buying fuel — up from 37% in 2019. Although
not significant, more consumers aged 25-39 (46%) and
40-59 (34%) also visit the convenience store at the
fuel outlet without buying fuel (up 7% and 6% from
2019).

By region, consumers in rural areas are the least likely
to visit a service station to buy items without buying
fuel (17%, down from 26% in 2019), while inner city
consumers also visit less often without buying fuel
thanin 2019 (41%, down from 47%).

Figure 2.8: % Convenience Only Shoppersby Age, 2017 - 2022

54%
44% 44%
37%
33%
Il I I
Total Under 25

Table 2.8: % Convenience Only Shoppers by Location

2022 33% 41%

2019 29% 47%

Q. Do you ever visit a service station to buy items without buying fuel? 2017 n=1042 / 2019 n=1059 / 2022 n=1005

39%

26%
II 3 .15% 1
26-39 40-59 60 or over

Middle Outer
_

Of note, 33% of those in regional towns indicated they
visit service stations to buy items without purchasing
fuel in 2022, up significantly from 23% in 2019. While
not significant, there are also small increases in this
behaviour among consumers living in the middle and
outer suburban areas.

In addition, consumers who often purchase
convenience items when they do buy fuel are
significantly more likely to buy convenience items
without buying fuel (63%) than those who only rarely
make additional purchases when paying for their fuel
(25%).

m2017 m2019 m2022

46%

34%

29%

36% 31% 33% 17%

30% 24% 23% 26%

Significantly higher / lower than the total
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Cold drinks, coffee and snack foods remain the
most common convenience-only purchases from

a service station.

Cold drinks and coffee are the main drivers of
convenience only shopping.

With small increases across most categories, the most
common reasons for visiting a service station without
buying fuel in 2022 were to purchase a cold drink (37%),
hot drink (29%) or a snack (26%).

Around one in five (19%) indicated they purchased fast
food, with this trend increasing significantly among
consumers aged 18-24 (32%, up from 10% in 2019).

Top up groceriesis a less common reason for
shopping at convenience storesin 2022.

Down significantly from 24% in 2019, only 15% of
consumers visit a convenience store without purchasing
fuel in order to buy ‘top up’ groceries. The biggest falls in
this behaviour were noted in the middle suburbs (17%,
down from 34%), and consumers aged under 25 (7%,
down from 33%) or 25-39 years (11%, down from 21%).

Figure 2.9: Top Five Reasons for Convenience Only Visit

C - XA

Cold drinks
drink

Coffee / hot Snack

Inner city consumers increasingly visit a
convenience store for café style food.

In 2022, around one in ten consumers said they visit
convenience stores to purchase café style food (11%).
Consumersliving in inner city areas are significantly more
likely than others to purchase café style food (26%, up
from 18% in 2019), with little demand for this categoryin
other geographicareas.

Possibly because of COVID-19, visiting a service station to
use the facilities declined significantly from 18% in 2019
to 11% in 2022. The propensity of inner city consumers
to use service station facilities also dropped significantly
from 18% in 2019 to only 6% in 2022.

Interestingly, while only 8% of consumers overall visit a
service stationin order to purchase a newspaper, this
rises to 24% of those aged 60 years or more.

Top up
groceries

Fast food /
takeaway meal

Q. When you go to a service station without buying fuel, what is usually the reason for your visit? 2022 n=333
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Table 2.9: Reason for Convenience Only Visit by Locationand Age

Inner Middle Outer : Rural / 60 or

2oz City Suburban Suburban e Remote Ulielsrr 22 23 o more

Sample 333 54 116 51 96 16* 44 127 121 41

Cold drink 37% 30% 34% 33% 47% 38% 39% 43% 34% 24%
Coffee / hot drink 29% 33% 34% 27% 23% 31% 20% 28% 35% 27%
Snack 26% 30% 23% 24% 30% 25% 39% 26% 25% 20%
Fast food / takeaway meal 19% 22% 18% 27% 13% 25% 32% 15% 20% 15%
Top up groceries 15% 17% 17% 14% 10% 25% 7% 11% 19% 24%
Café style food / meal 11% 26% 7% 8% 9% 0% 14% 12% 10% 5%
Use facilities 11% 6% 14% 6% 11% 13% 9% 14% 7% 12%
Newspaper / magazine 8% 7% 9% 6% 9% 6% 5% 7% 6% 24%
Other non food items 6% 7% 10% 2% 1% 0% 11% 7% 5% 2%

* Small sample, results are indicative only
Figure 2.10: Reason for Convenience Only Visit, 2017-2022
37%
m2017 m2019 w2022
28% 28% 2%
26% 25%
24% 24%
21% 21%
19% 19% 18%
14% 15% 14%
12% 12%
11% 11% 10%
9% 8%
: II I

Cold drink Coffee / hot drink Snack Fast food / Buy ‘top up’ Café style food / Use facilities Newspaper /

takeaway meal groceries meals magazine

Q. When you go to a service station without buying fuel, what is usually the reason for your visit? 2017 n=310/ 2019 n=310 / 2022 n=333
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Most consumers report little change in their use of convenience stores over
the last 12 months.

When asked about shopping habits, one in ten Inner city residents report mixed behaviours,
consumers are shopping atfsmallgrocsry aL‘d 5 with many reporting higher usage than in other
convenience stores more often now than they were :

eographicareas.
months ago. Around one in seven (15%) are doing so geograp
less often, while the vast majority (73%) have not

. . . Interestingly, consumers living in inner city areas are
changed their shopping habits. EW. & v

shopping at small grocery and convenience stores both
more (17%) and less (23%) often than were consumers

Young consumers are the most likely to have living further out.

increased their use of service stations for

convenience purchases. One potential reason is this group were already using

convenience stores more regularly than consumers
Younger consumers were the most likely to be shopping living in suburban or regional areas, and so have been
at small grocery and convenience stores more often in less likely to change their behaviour.

the past 12 months (31% of those aged under 25).

However, those aged 25-39 years were significantly
more likely than all others ages to indicate they are
shopping at small grocery and conveniences stores less
often in 2022 (13%) than they were 12 months ago.

Figure 2.11: % Consumers Shoppingat Small Groceries/ Convenience Stores More Often

31%

11% 13% 11%
|
Total Under 25 25-39 40-59 60 or over

Table 2.10: % Consumers Shopping at Small Groceries / Convenience Stores More Often by Location

A Middle QOuter A Rural /
133 325 166 288 93

Sample 1005
More Often 11% 17% 10% 7% 13% 8%
Less Often 15% 23% 18% 13% 11% 12%
No change 73% 59% 71% 80% 76% 81%

Q. Which of the following best describes your grocery and convenience shopping habits over the

Significantly higher /| than the total
last 12 months? 2022 n=1005 fgnificantly higher /lower then the tota
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Figure 2.12: Reason for Shopping More Frequently at Small Groceries / Convenience Stores

Closer to home

Cheaper

Quicker to get what | need

To support local business

Support Australian owned business

Not as crowded

Service is more friendly / personal

Has brands | prefer 11%

37%

24%

21%

20%

19%

17%

17%

Q. What is the main reason you are shopping more at small grocery / convenience stores? 2022 n=114

Location and convenience are the main drivers of
more frequent shopping at service stations.

The most commonly cited reason for shopping at small
format stores more often is proximity to home (37%).
This increases to 48% of inner city consumers, and falls to
29% of those living in rural areas.

Around one in four are shopping more frequently at
convenience or small format grocery stores because it is
a cheaper option for them (24%), while one in five say
that they rely on convenience stores because it is quicker
to get what they need.

A desire to support local businesses is also evident, with
20% of consumers saying this is why they are shopping
more frequently at small format convenience stores

Price is the main reason other consumers avoid
shopping at convenience stores.

Consistent with other findings showing high price
sensitivity, the most commonly cited reasons for
shopping at small grocery or convenience stores less
often over the last 12 months are because they are more
expensive (61%) or because consumers have budget
related constraints (32%).

One in four (25%) note that smaller groceries are less
likely to stock the particularitems that they need. Less
than onin ten consumers indicated they are too small to
get around (9%), further to travel to (7%), have poor
customer service (5%) and no self checkout (3%).
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]

42% of consumers are willing to pay more for the
ease and convenience of shopping at small
format grocery and convenience stores.

Over twoin five consumers are willing to pay time (50%). By contrast, those in rural areas are the

more for products at convenience stores. least willing to spend more on items in convenience
stores (71%), likely because they have fewer options

While consumers are becoming more price sawvy, on where to purchase productsin their locations.

many are balancing this need with convenience. When
asked if they are willing to spend more on productsin a Young consumers are more likely to trade price
convenience store, 42% said they were, with 32% for time than older consumers.
specifically indicating it is because it saves them time.

A similar splitin willingness to spend more can be seen
Inner city consumers are the most willing to pay among different age cohorts. Consumers aged under

a higher price in return for convenience 25 are most likely to be willing to spend more on
products in convenience stores if will save them time

Consumers living in inner city areas are significantly (49%), with those aged over 60 are least likely (17%).

more likely to be willing to spend more on productsin
a convenience store (61%), particularly if it saves them

Table2.11: Preparednessto Pay More for Products at Convenience Stores by Location and Age

o | e | e |G| e | U s | s |

Sample | 1005 & 133 325 166 288 93 81 277 356 291

Yes, because it saves me time 32% 50% 30% 29% 33% 11% 49% 37% 36% 17%
Yes, it is easer than a supermarket | 12% 15% 13% 8% 10% 12% 16% 12% 13% 7%
Yes, other reason 3% 2% 3% 2% 2% 8% 2% 4% 3% 2%
No 58% 39% 58% 66% 59% 71% 41% 50% 54% 76%

Q. Are you prepared to pay a little more for products at a convenience store? Significantly higher / lower than the total

NB: Respondents could choose more than one reason
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Barriers to Convenience Shopping

Price remains the biggest barrier to non-fuel purchases at convenience stores

Consistent with 2019, seven in ten consumers who only
ever purchase fuel at the service station say price is the
biggest barrier to convenience purchasesin 2022.

Of interest, price is less likely to deter consumers under
25 from buying items than it was three years ago (71%
in 2019 to 63% in 2022).

Conversely, 71% of those over 60 consider price to be a
major barrierin 2022, significantly more than in 2019
(58%). Further, more consumersin rural areas (71%)
say price is a barrier, up from 54% in 2019.

Product range and quality are a barrier for some
consumers.

Other reasons (20%) is the next most common reason
for not purchasing other items, and on examination, a

majority of comments simply said they did not need
anything. Limited product range is the barrier for 18%
of consumers.

This is particularly the case for those aged 40-59, with
22% of this group saying that limited product range
prevents them from making convenience purchases, up
from 13% in 2019.

Customer serviceis a deterrent for onein ten
inner city consumers, potentially the largest
customer group.

While only 4% of consumers say poor customer service
prevents them purchasing, poor customer service is a
particularly strong detractor for those in the inner city,

with 11% of consumers rating this as a barrier for them.

Figure 2.6: Factors Preventing Purchases from the Convenience Store, 2017 - 2022

3%

60 or
more

268

70%

15%
4%
2%
2%

69% 68% /0%
H2017 mW2019 mW2022
19% 179 18%
[ - —— e I s
The prices Limited product range Poor product quality Poor customer service Poor store presentation /
layout
Table 2.2: Factors Preventing Purchases from the Convenience Store, by Location and Age
- i | s
Sample 797 89 256 137 236 79 49 203 277
The prices 70% 66% 71% 70% 71% 71% 63% 71% 71%
Limited product range 18% 22% 16% 15% 20% 19% 14% 18% 22%
Poor product quality 8% 9% 11% 7% 6% 3% 16% 10% 8%
Poor customer service 1% 11% 3% 0% 6% 3% 12% 6% 4%
Poor store presentation 3% 2% 5% 1% 4% 1% 6% 5% 3%
Other 20% 17% 20% 25% 19% 23% 12% 16% 19%

Q. What prevents you from buying other items when you purchase fuel? 2017 n=746 / 2019 n=873 / 2022 n=797

27%

Significantly higher / lower than the total
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What services would consumers visit
a service station for beyond fuel and
convenience items?

Beyond Fuel & Convenience

With product range a barriers to convenience shopping, the convenience monitor also asked about consumers
attitudes towards a wide range of other activities, services or products that could be offered by fuel and
convenience retailers.

While a majority would not consider activities like printing and scanning, high-speed internet connection, or collect
share cars, bikes or scooters, there is some interest in picking up online grocery orders, availability of self check-out
and the purchase of fresher or healthier food options.

This may be a reflection of changing habits during COVID-19, where consumers were not travelling as far, or
frequenting large, crowded shopping centres and supermarkets. Alternatively, it could be because of the trends
towards healthier lifestyles and that we have become accustomed to these services from other retailers, and
therefore would like them to be available at fuel outlets as well.

These trends will need to be monitored over time for a more definitive understanding of consumer attitudes
towards these activities.
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Demand for New Services

Younger, urban dwellers are more likely than Those aged 25-39, who roughly equate to the
others to say they will consider their service Millennial generation, are more likely than their older
station for activities or services beyond fuel and counterparts to consider using self-check out (31%),

. . ‘click and collect’ or delivery of convenience items
traditional convenience purchases. (24%)

In terms of product offering, reflecting trends towards a
healthier lifestyle, over three in 10 consumers will
purchase fresh bakery items (36%) or healthy food
options such as salads, sushi or sandwiches (30%) from
their fuel and convenience retailer.

Over a quarter (27%) of consumers aged between 25
and 39 will consider using a fuel and convenience
retailer to pick up an online grocery order, while those
aged 18 to 24 are the most likely to consider pre-
ordering food for a quick pick-up (28%) or to buy a pre-
Almost one in five would purchase fresh food like meat, packaged meal kit (26%).

fruit and vegetables (18%) — although this rises to over
a quarter of those in the 25 to 40 age bracket. A third
of those living in the inner city would consider
purchasing meat and fresh fruit and vegetables from a
service station.

Inner city dwellers are also more likely to think about
picking up an online grocery order (28%) or pre-
ordering food for quick pick-up (25%). Consumers living
in other areas less tempted by these services.

Of interest, only 38% of consumers are not interested

New services or in-store experiences are all in any of these services, perhaps suggesting that some

more likely to be used by younginner city of these services and activities are becoming more

dwellers. conventional, and therefore expected at more retail
outlets.

In terms of additional services, nearly a quarter would
use a self checkout service, 17% would consider picking
up an online grocery order and 15% would pre-order
food for a quick pick up.

Other services like printing and scanning, picking up a
share car or bike, or paying to connect to high-speed
internetare of little interest to consumers.

Purchase fresh bakery Purchase healthy food Use self checkout
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Table 2.7: % Consumers Would Consider Purchasing Products, by Age

Sample 1005

Purchase fresh bakery items 36% 43% 40% 41% 24%
Purchase healthy food options 30% 42% 36% 32% 19%
Purchase fresh food items (e.g. meat, fruit & vegetables) 18% 20% 27% 20% 8%
Purchase fresh produce, not just shelf items in store 17% 26% 24% 18% 8%
Purchase deli items 13% 21% 19% 12% 7%
Purchase pre-prepared meals 12% 23% 19% 12% 3%

Table 2.8: % Consumers Would Consider Using New Services or In Store Experiences, by Age

Sample 1005

Use a self-service checkout option 23% 32% 31% 26% 10%
Pick up an online grocery order 17% 23% 27% 19% 3%
Pre order food and skip the line for quick pickup 15% 28% 20% 17% 5%
Collect deliveries or ‘click and collect’ items 15% 19% 24% 15% 5%
Have convenience items delivered from a service station 13% 22% 19% 15% 3%
Pick up a pre-packaged meal kit 12% 26% 18% 11% 2%
Use printing / scanning services 11% 7% 17% 12% 4%
Use shopping baskets / trolleys 10% 11% 17% 10% 5%
Pick up a share car (such as Go-Get, or Flexicar) 9% 11% 14% 9% 2%
Connect to high-speed internet 8% 15% 13% 6% 2%
Collect a share bike 7% 12% 12% 6% 1%

Q: Which, if any, of the following would you consider from the convenience store at the service station? N=1005 Significantly higher / lower than the total
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The Customer Experience Framework

Customer satisfaction increased across all measures of the fuel purchase
experience in 2022.

In 2015, The National Monitor of Fuel Consumer Attitudes introduced a Customer Experience Framework to
measure overall satisfaction with fuel retailers in Australia. The purpose was to provide a methodology 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 on eight (8) key metrics that
underpin four (4) key areas of the customer experience when purchasing fuel —location, environment,
efficiency and service.

While many metrics dipped in 2019, findings from the 2022 monitor show a bounce back to 2017
results across most aspects, with stability maintained in satisfaction with the customer service
offering.

Positively, satisfaction with fuel retailers has bounced back in 2022, with significant increases noted across
six measures, and stability maintained in satisfaction with the convenience offering. While not significantly
higher, it is pleasing to see a small upward lift in satisfaction with customer service in 2022.

Location
* 89% agreed that there was a service station in a convenience location, up from 84% in 2019
* 88% agreed that it was easy to enter and exit the petrol station, up from 82% last survey

Environment
* 86% agree the service station was clean and well presented, up from 82% in 2019
*  87% felt safe at the service station, up from 83% last year, although still below the 90% obtained in 2017

Efficient
* 87% agree the amount of time that had to wait was reasonable, up from 82% in 2019
*  91% agree that their transaction was completed quickly and efficiently, up from 87% in 2019

Service

* 78% agree that staff were friendly and helpful, up slightly from 76% in 2019

*  42% agreed the convenience store had items they were interested in purchasing, however this rises to
83% when examined by fuel and convenience purchasers.

As with 2019, inner city consumers remain more likely to agree that the convenience store had items they
were interested in purchasing while consumers in rural areas were significantly less likely to find something
of interest in the convenience store.

Similarly, older consumers tended to rate most aspects of the customer experience more favourably than
their younger counterparts, with the exception of the convenience offering which younger consumers tend
to rate this aspect much higher. In fact, satisfaction with the convenience offering increased significantly
among consumers aged under 25, up from 40% in 2019 to 60% this year.
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Figure 3.1: Customer Experience Framework, 2017-2022
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3. Future Trends Impacting Convenience

Tracking the impact of broader trends on the fuel and convenience
market.

In an increasingly connected world, consumer behaviours are changing. From the way we shop, order and pay for
goods and services, through to attitudes towards health and wellbeing and engagement with digital technologies,
consumer expectations are shifting.

To better understand the effects of these trends in consumer behaviour on the convenience segment, and to set a
benchmark for future tracking, the ACAPMA 2022 National Monitor of Fuel Consumer Attitudes was expanded to
examine global trends that could impact the fuel and convenience industry in Australia.

This section of the research drew from work completed by Oliver Wyman? in the USA in 2017, looking at shifts in
consumer behaviour that provide guidance for convenience retailers looking to capture the digital consumer and
create a compelling retail destination.

» Digital Adoption, Personalisation and Competitive Transparency
* On Demand and Seamless Experiences
* Fresher Healthier Food and Changes in Eating Habits

With most of these trends being driven by young, affluent inner city dwellers, this research will monitor them over
time to provide the fuel and convenience industry in Australia with insights into the evolving expectations and
behaviours of consumers in Australia.
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The Digital Consumer

The driving force behind many of the trends impacting consumer preferences
and behaviour are the growing rates of digital adoption, with widespread

implications for the convenience sector.

Research by the Australian Media and Communications
Authority (ACMA) reported that 99% of Australians
accessed the internet in 2020, up from 90% in 20193.
Around three quarters access the internet from their
mobile phone every day, and often multiple times a day.

ACMA found that the top devices used to go online were
mobile phones and laptop computers, with significant
growth in the use of smart TVs to access the internetalso
reported. When it comes to what people do online, the
vast majority of Australians access the internet for email
(93%), general web browsing (88%), banking (83%) and
watching videos (67%). While this has grown since 2019,
these activities were already relatively high prior to the
pandemic3.

Social media use also continues to grow. Facebook
remains the most used social networking channel for
Australian consumers, followed by YouTube, Instagram
and WhatsApp3.

Email

Web browsing

Banking

Purchased products or services
Watched videos

Watched streaming services

Accessed news

Posted / engaged with content REV)

Work from home 28%
Video conferencing 27%
Sold goods / services 25%

Audio content 25%

“@
~

Of significance for convenience retailers, the
biggest growth was seen in shoppingand
purchasing products and services online.

Over four in five consumers shopped online in 2020
according to the ACMA, with 71% of consumers in this
study saying they purchased products or services online
in the last 12 months. In contrast to many other
consumer trends, online shopping is more widespread
amongst older consumers, and those in outer suburban
areas.

Research conducted by McKinsey & Co* suggests that
Australian consumers are using multiple channelsto
research and purchase products and services, from
traditional ‘bricks and mortar’ physical stores to online or
omnichannel. With the consultants indicating there is
“room for growth” in both online and omnichannel,
convenience retailers may need to assess the potential
for an omnichannel offer that enables them to take
advantages of the growth in online shopping.

93%
88%
83%
71%
%
61%

61%

Q: Over the last 12 months, which of the following online activities have you done? N=1005
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Of consumers use
ratings websites to help
them make purchase
decisions

As well as fuelling growth in online shopping,
widespread digital adoption has increased
competitive transparency, with nearly half of
consumers using price comparison and ratings
websites to help them make purchase decisions.

With price the biggest barrier to non-fuel purchases at the
service station, consumers’ propensity to compare prices
prior to purchase has implications for petrol and
convenience retailers. Reflecting their growing reliance on
price transparency provided by rating sites, 47% of
consumers indicate they look at rating and review sites to
help them make decisions about the companies they will
purchase from.

Price comparison sites are most regularly used for travel
and accommodation services, with over 64% of
consumers indicating they use these before booking a
holiday. A majority of consumersin this study also use
price comparison sites when purchasing a range of other
products, including fuel (55%), insurance (60%) and
utilities (55%). Over half use them when they shop for
groceries (52%).

While many questions have been raised about the
reliability of some online review sites, there are many
sites serving specific segments of the Australian market.

For example, in the financial services sector, Canstaris
Australia’s largest and most used product comparison
site. With over 10 million users each year, Canstar was
included in the Australian Financial Review’s ‘Fast 100" list
of the country’s fastest-growing companies based on
revenue in 2020°.

28%

Of consumers say A
ratings are an important

component of their

purchase decision

2 1%

likely to shop at a

had good reviews.

In the travel and accommodation category TripAdvisor is
used by millions of travellers worldwide and recently
announced that it had passed 1 billion reviews & opinions
posted to the site®. Research conducted by the company
indicates that three out of four respondents believe that
reviews are extremely or very important to their when
making travel decisions’.

Price comparisons are also widely used to compare fuel
prices, with over half of the respondents to this survey
indicating that they use price comparisons to compare the
price of fuel. Instead of street signage, consumersare
using fuel price apps on their mobile phone, with usage
increasing significantly from 19% in 2019 to 34% in 2022.

Suggesting these sites will be of increasing importance
over time, consumers aged between 25 and 39, who
broadly represent the millennial generation, are
significantly more likely to use price comparison and
rating sites across a range of categories. They are also
more widely used by females.

Australia consumers also increasingly check
company ratings prior to purchase, with over a
quarter of consumers saying they are more likely
to buy from a convenience outlet with good
reviews.

With many consumers indicating the barrier to non-fuel
purchases at the petrol station s price, and 27% of
consumersin this study indicating they would be more
likely to shop at a convenience outlet with good reviews,
the impact of customer satisfaction and maintaining good
ratings and reviews cannot be underestimated.

Of consumers are more

convenience outlet that



Increasing interaction online has also seen more
consumers share their personal information in
return for a more rewarding shopping
experience.

Initially through social media channels, and increasingly
across all forms of retail, consumers are providing their
personal data to sign up to loyalty programs.

In December 2021, Choice reported that nine in ten
consumersin Australia are signed up to at least one
loyalty programs. Supermarket schemes such as
Woolworths Everyday Rewards and Coles Flybuys are
the most popular, although more than half of
consumers also belong to an airline program and a third
have department store, clothing, beauty or cosmetics
loyalty cards.

While there is growing concern about the amount of
data being collected from consumersin the wake of

recent large scale cyber security breachesin Australia,
it appears from this research that Australian consumers

83% 83%

79%
75%m.
70% 7%
s8%  60%
53%
III37°/.

Loyalty discounts

Alerts about special Loyalty rewards /
offers gifts

m18-24

71%
56%  57%08%
46%
24%

Alerts about new
products / services

m25-39

are willing to share personal data to access loyalty
discounts and alerts about special offers and new
products.

Consumers are most likely to share their
personal data for personalised loyalty discounts,
rewards and offers.

Overall, sevenin ten respondents suggested that they
would share their personal information for access to
loyalty discounts. This grows to approximately three
quarters of consumersin metropolitan areas. Females
and consumers aged under 40 are also more likely to
sign up for loyalty discounts and rewards.

Of specific relevance to convenience retailers, 57% of
consumers indicated they would visit a fuel outlet more
regularly if it offered rewards and discounts — with
loyalty discounts the most popular form of
personalisation.

67%
°62% 64% 63%

55%
53%
49% 47%
41%
26% I . 25%
I | I

Ease of purchase / Personalised Product reviews /
repurchase recommendations ratings

W 40-59 ®mOver60

57%

I Would visit a fuel outlet
more regularly if it offered

Ik

rewards and discounts

~ :



On Demand and Seamless Experiences

Rising online activity is also fuelling a trend towards consumer expectations for on-
demand products and services and seamless in-store experiences.

Consumers increasingly want goods and services to be
deliveredto them. Recent research confirms the shift in
consumer behaviour towards online, on-demand.
IBISWorld reports that revenue in the online grocery
sales market has grown at an annualised 35.0% in the
five years between 2017 and 2022, to $9.9 billion®.

While the supermarket giants Coles and Woolworths
predominantly provide their own last mile delivery from
local stores, in response to this trend Woolworths has
also partnered with Uber Eats for delivery services?©.
Supermarkets are also moving to ‘immediate delivery’
as well as same day delivery options of one and three
hours. Woolworths launched Metro60 to offer grocery
deliveryin under 60 minutes.

Delivery expectations are highly dependent on where
people live. Over a third (38%) of consumers living in
the inner city expect same day delivery, while nearly
half (47%) of consumersin suburban areas expect
ordersto arrive within 2-3 days. Those in regional or
rural settings are prepared to wait a week for
deliveries.

Driven largely by the COVID-19 pandemic,
consumers have also turned to “click and collect’
services to shop for groceries and other items.

Over a third of respondents (35%) to this survey use

Total

Sample 1005

Have groceries delivered to your home 26%
Have restaurant or take away food delivered 39%
Organise ‘click and collect’ 35%
Mobile payment options (Apple Pay, Samsung Pay) 36%
Self checkout services 78%
Apps to pre-order food or convenience items 25%

Q. How often do you: n=1050 Proportions represent % Sometimes, Often or Always

click and collect services sometimes or always. This
rises to 49% of inner city consumers and 53% of those
aged under 40.

Post-COVID-19, this service is still popular, although the
reasons for using it have changed. According to
Deloitte, more consumers use click and collect because
it is cheaper and faster than standard delivery, and
faster than shoppingin-store!?.

Convenience and time savings are the major
reasons for the use of on-demand delivery and
clickand collect services.

While a third of consumers use online grocery delivery
to avoid crowded places, the overwhelming majority
(78%) do it because it saves time and is more
convenient. These are the same reasons that
consumers purchase items from the service station
when buying fuel.

While on-demand grocery delivery and click and collect
services have the potential to cut into purchases from
convenience retailers with a bricks and mortar only
presence, approximately a quarter of respondents to
this research suggested they would pick up an online
grocery order and 17% would pick up a pre-packaged
meal kit from their local service station:

[nner ity Middle Outer etz Rural /
Suburban Suburban Remote
133 325 166 288 93
47% 24% 18% 25% 24%
67% 47% 31% 30% 12%
49% 34% 31% 37% 13%
58% 41% 26% 32% 17%
90% 81% 74% 76% 65%
49% 27% 16% 23% 10%



With the rise in omnichannel shopping,
consumers also increasingly expect a seamlessin
store retail experience.

From mobile and wearable device payments options,
through to self checkout and apps to order and pay for
food and convenience items and ‘skip the queue’,
consumers now have more ways to control their retail
experiences.

Self checkout services that speed up retail transactions
have been widely adopted. Nearly four in five (78%)
respondentsindicate that they use self checkout
services. Convenience, speed and a desire to avoid the
queue are given as the main reasons for use.

Mobile payment options are also experiencing growing
use. Overall 36% of Australians use mobile payment
options such as Apple, Google or Samsung Pay. This
rises to 72% of consumers aged under 40.

The latest seamless shopping technologies, that
allow customers to scan items using a mobile
phone as they add them to the trolley, are also
beingintroduced in Australia.

This trend appears to enjoy greater adoptionin the USA
and the UK thanin Australia, with Amazon’s “Just Walk
Out” technology allowing shoppers enter a store, select
what they want, and leave — avoiding the checkout
altogether. When they take something off the shelf, it’s
added to their virtual cart, if they put the item back on
the shelf, it comes out of their virtual cart. After they

96%

79% 78%

56%
32%
19%

Mobile payment options

10%

92%

Self-checkout services

leave the store, they’re charged for the items they left
the store with?2,

To provide a more seamless payment experience for
their customers, Woolworths and 7-Eleven also have
some options in Australia. Woolworths have Scan and
Go technology on their app that allows shoppersto use
their mobile phonesto scanitems as they add them to
their basket?3. 7-Eleven is trialling cardless, cashless
convenience stores in Australia, with plans to make 28
percent of all transactions it processes digital by 20304

Several pre-order and pick up apps are also
available in Australia.

The Skip app?® allows a consumer to browse for coffee,
food and convenience items, select their choice, set a
pick up time and place their order. They then pick up
their order without waiting. Others are following suit,
with mypreorder®also available in Australia for food
and beverage orders.

While only a quarter of respondents say they have used
an app to pre-order food or convenience items using
services such as Skip, this rises to half of respondents
living in inner cities.

A quarter of consumersliving in the inner city, and 28%
of those aged under 24 would use the convenience
store at the service station if they could pre-order food
for a quicker pick up.

20
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city would pre-order meals for
quick collection at a service
station
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App to pre-order food or convenience items



Fresher, Healthier and Pre-Prepared Food

Looking to the product offerings of convenience retailers, the trend towards
adopting healthier diets is growing, with more people conscious of their

health and wellbeing.

According to Euromonitor International, Australian
consumers are more health conscious now than prior to
the pandemic, with health and wellness packaged food
experiencing growth during 2020 and 2021%.

When it comes to food availability at service stations
and convenience stores in Australia, there also appears
to be a move towards fresher, healthier offerings.
According to the National Association of Convenience
Stores (NACS) convenience retail in Australia grew
substantiallyin 2020, with sales totalling more than $9
billion8. Fuel only purchases at these outlets reportedly
dropped from 50% to 40% in 2020. While coffee
remains a staple item, there are also moves to
incorporate healthy food choices at more service
stations.

Responding to the 52% of Australian’s who indicate that
they try to choose healthy snacks when eating on the
go, Oliver’s is one example of nutritional food and meal
options being offered across many fuel outlets across
Australia®®.

Most consumers try to make healthy choices at
the supermarket.

Nearly three quarters of consumers are trying to make
healthy food choices when shopping for groceries. This
is consistent across all demographic and geographic
groups, with at least seven in ten consumers in both city
and regional areas looking out for healthy food when
shopping for groceries. Just over half of consumers also
indicate they look out for healthy snacks when on the go
— particularlyin inner city areas.

Further, with a majority of consumers trying to make
healthier food choices both at home and on the go, just
under half (49%) say they would be willing to pay more
for fresh, healthy food.

A majority of respondentsin households earning over
$150,000 (63%) or between $70,000-$150,000 (55%)
are willing to pay more for healthy food, falling to 39%
of those with an annual household income below
$70,000.

These shopping behaviours also translate to food
preparation habits. Nearly two thirds (65%) say they
spend time preparing health meals for themselves and
their families.

There has been massive growth in the pre-
prepared and online food delivery sector.

According to IBISWorld, the Australian online food
delivery market is worth $850 million, outperforming
the Australian economy to grow by 20.6% between
2017 and 2022%. Uber Eats holds the largest share of
the market, at 59.7%21.

Similarly, sales of semi or pre-prepared meals either
boughtin-store or delivered have increased over the
past five years as consumer demand for healthy and
convenient ready meals has grown. Companies like
YouFoodz or Lite’'n’Easy often sell directly to customers
through subscriptions, although the major supermarkets
and convenience outlets are increasingly stocking a
wider variety of pre-prepared meals?2.

Delivery of meal kits that provide ingredients to cook
meals at home or partially prepared meals is also
increasing, with market leader Hello Fresh reporting
revenue growth of 61.5% in 2020-202123.

These trends are evident in these survey results. A third
of respondents indicated they had bought a pre-
prepared meal over the last 12 months, increasing to
over half (52%) of those living in the inner city and 38%
in middle suburban areas. A quarter had a semi
prepared meal delivered, with the behaviour again more
evident amongst inner city consumers (48%)

Demand for pre-prepared meals at the
convenience store is also evident amongst young
consumersin the inner city.

Nearly a quarter of consumersin this group indicate
they would consider buying a preprepared meal at the
service station.

With the impacts of rising inflation and stagnant wages
on cost of living, it is hard to predict the short term
trends for eating out at restaurants and buying pre-
pared convenience meals. As with many of these
consumertrends, it remains to be seen if these habits
will continue in the future, and this will need monitoring
over time.



Willingto pay more for fresh, healthy
food

= Disagree = Neutral Agree

Choose healthy food when shopping for
groceries

o/

= Disagree = Neutral

I’'m willing to pay more for fresh, healthy food

| spend time preparing healthy meals /snacks

Total

Sample 1005

| try to choose healthy food options when eating out

| try to choose healthy food options when shopping for groceries

| choose healthy snacks when eating on the go
Pick up pre-prepared meals

Have semi / pre-prepared meals delivered

30

of Australian consumers
will consider purchasing

| 23.

49%

65%

56%

74%

52%

34%

26%

Agree

Inner City

133

61%

66%

63%

77%

60%

52%

48%

Choose healthy snacks when eatingon
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325

50%

64%

53%
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healthy food options from IS8 prepared meals from the
convenience store at a

a service station.

service station

thego
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46%

64%

58%

73%
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30%

16%
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Regional

288
47%
70%
57%
75%
53%
27%

21%

Rural /
Remote

93

38%

54%

44%

71%

34%

17%

11%







Methodology & Sample

The research was commissioned by the Australasian Convenience and Petroleum Marketers Association (ACAPMA), the
peak body representing the interests of fuel and convenience retail businesses.

It was conducted in July — August 2022 via an online survey. A nationally representative sample of 1005 consumers across
Australia provided their feedback. The online survey was open to respondents over the age of 18 who hold a driver’s
license and the sample is representative of the Australian populationin terms of age, gender and location.

ACT 19 2% Male 492 49%
NSW 317 32% Female 509 51%
NT 3 0% Prefer to self-describe 2 0%
QLD 198 20% Prefer not to say 2 0%
SA 85 8%
VIC 269 27% Less than $40,000 214 21%
WA 86 9% $40,000 - $70,000 240 24%
$70,001 - $100,000 199 20%
% $100,001 - $150,000 171 17%
Metro 624 62% $150,001 - $200,000 85 8%
Rural/ Regional 381 38% Over $200,000 38 4%
Prefer not to say 58 6%

25-29 103 10% Today 108 11%
30-39 174 17% In the last few days 375 37%
- 0,

40-49 188 19% In the last week 334 33%
50-59 168 17% )

In the last fortnight 135 13%
60-69 159 16%

In the last month 53 5%
Over 70 132 13%

Longer than a month ago 0 0%

58
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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.



