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Executive Summary

As the fifth iteration of this biennial study, the survey 

tracks changes in consumer preferences, emphasising 

the impacts of economic pressures, digital integration, 

and sustainability awareness. 

Tracking Fuel Purchase Behavior in a Changing 

Economic Landscape

Consumer behavior at the fuel pump reflects an 

economy under pressure. 

The majority of Australians continue to visit service 

stations weekly or fortnightly, with younger, urban 

consumers being the most frequent visitors. 

Price remains the most significant influence for 56% of 

consumers when deciding where to purchase fuel, with 

suburban and lower-income groups showing heightened 

sensitivity. The rising cost of living has intensified this 

focus, particularly for suburban and regional areas 

where around three in five consumers emphasise price 

as their primary consideration. 

In contrast, inner-city residents are less driven by price, 

with only 40% prioritising cost, highlighting an inner-

urban - regional divide in consumer motivations.

To Navigate Fluctuating Prices, Consumers 

Increasingly Turn To Digital Tools. 

The use of fuel price apps has surged, with 41% of 

respondents now relying on these platforms, up from 

34% in 2022. Notably, younger consumers and women 

are leading this digital shift, showing a significant 

inclination towards using technology to find the best 

deals. 

This reliance on digital platforms highlights the need for 

fuel retailers to engage with customers through apps and 

online tools, positioning their offerings to attract a tech-

savvy audience actively seeking savings.

The Evolving Role of Convenience Offerings in 

Consumer Decisions

As price sensitivity increases, the integration of 

convenience offerings in the product mix to influence 

consumer behaviour is increasingly important. 

Customers who buy convenience products when they 

are refuelling visit more frequently, with 32% of 

consumers who buy products alongside fuel visiting at 

least every few days. 

Younger and urban consumers are particularly 

responsive to convenience options, suggesting that 

these groups see value in accessing a broader range of 

products and services beyond fuel. This behaviour 

emphasises the need for retailers to expand and refine 

their convenience offerings to attract these frequent 

visitors and increase transaction values beyond fuel 

sales alone.

Despite these trends, there are indications that 

economic pressures are altering some behaviours. While 

convenience shopping remains strong, particularly for 

coffee and cold drinks, the proportion of consumers 

purchasing additional items when refuelling has stayed 

consistent at 20%, indicating that cost remains a barrier 

for many. 

For younger consumers, the propensity to buy other 

items has significantly declined from 40% in 2022 to just 

24% in 2024. The inner-city market has also seen a 

decrease in convenience purchases, suggesting that 

even in traditionally strong segments, rising living costs 

are influencing buying behaviours.

Navigating Consumer Loyalty and Shifts in Price 

Sensitivity

Consumer loyalty to specific service stations is 

becoming more fragmented. The proportion of 

respondents consistently using the same service station 

has fallen to 20% in 2024, reflecting a steady decline 

over recent survey iterations. Price remains the most 

critical driver of retailer loyalty, especially for those who 

purchase only fuel, with 59% of these consumers 

ranking it as the main reason for their loyalty to a specific 

retailer —up from 57% in 2022. This trend underscores 

the heightened price competition in the sector and the 

importance for retailers to maintain competitive pricing 

while also diversifying their revenue streams.

The 2024 National Monitor of Fuel Consumer Attitudes provides a comprehensive 

analysis of consumer behaviours and attitudes across Australia, offering insights 

into how the convenience and fuel retail industry can evolve to meet shifting 

expectations.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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Conversely, loyalty programmes still play a role for a 

significant segment of the market. One in five (20%) 

consumers cite loyalty rewards as a reason for returning 

to the same station, particularly among older and higher-

income consumers. 

However, this influence has not translated into higher 

overall loyalty rates, suggesting that while loyalty 

programmes retain their appeal, they are not enough to 

offset the dominant influence of price. ACAPMA’s 

members may benefit from rethinking how these 

programmes operate or integrating them with their fuel 

price apps.

Understanding Consumer Knowledge About Fuel 

Pricing

The 2024 Monitor also delves into consumer perceptions 

and understanding of fuel pricing, revealing a nuanced 

picture. 

While consumers demonstrate a strong awareness of 

the global and governmental factors influencing fuel 

prices with 85% attributing price fluctuations to global oil 

markets, and 84% acknowledging the role of 

government excise and tax, many overestimate the 

control fuel retailers have in setting prices. 

A significant proportion (75%) believe that local market 

cycles and retailer profit margins are substantial factors, 

highlighting a gap between consumer perceptions and 

the realities of fuel pricing.

This misalignment presents an opportunity for ACAPMA 

to bridge knowledge gaps. Enhanced communication 

efforts could focus on educating consumers about the 

complex, multi-layered factors that contribute to fuel 

costs, emphasising the limited control retailers have over 

prices. This could help to build trust and reposition the 

industry as a transparent and consumer-centric sector, 

while possibly increasing consumer loyalty through 

improved understanding.

Convenience-Only Visits on the Rise

A growing trend within the industry is the rise of 

convenience-only shopping at service stations. 

In 2024, 38% of respondents reported visiting service 

stations solely for convenience purchases, up from 33% 

in 2022. This behaviour is most pronounced among 

younger consumers and urban residents, particularly in 

inner-city areas where over half of respondents reported 

making convenience-only visits. This trend underscores 

the importance of evolving service stations into versatile 

retail hubs that can cater to non-fuel needs, tapping into 

the lifestyle of consumers who seek quick and 

accessible shopping options.

The products driving these convenience-only visits are 

primarily coffee, cold drinks, and snacks, aligning with 

broader trends in the convenience retail market. 

Cold drinks remain a dominant purchase, with 37% of 

respondents indicating it as a primary reason for their 

visit, particularly in suburban and rural areas. As 

younger consumers continue to embrace convenience 

shopping, service stations have an opportunity to 

expand their product ranges and position themselves as 

destinations for grab-and-go purchases. 

However, declining purchases of fast food and groceries 

signal a shift in consumer preferences, emphasising the 

need for fresh and high-quality offerings to maintain 

competitiveness.

The Impacts of Dining and Alcohol Sales on 

Consumer Perceptions

Expanding service offerings to include on-premise dining 

and alcohol sales remains a debated issue among 

consumers. 

While there is some interest in on-premise dining, 

especially among younger demographics, the overall 

uptake to date is limited. 

Alcohol sales generate mixed reactions; concerns centre 

around safety and appropriateness, with many 

consumers wary of the potential risks associated with 

selling alcohol alongside fuel. 

This suggests that while expanding service offerings 

could increase sales, careful management and clear 

communication strategies are necessary to align these 

services with consumer expectations.

The Role of Fuel Retailers in the Transition to a Low 

Carbon Economy

As environmental consciousness grows, consumers 

increasingly expect fuel retailers to play a role in the 

transition to a low-carbon economy. 

The survey indicates support for renewable fuel options 

and the integration of electric vehicle (EV) charging 

stations, particularly among younger consumers aged 

under 40, reflecting a shift in consumer expectations. 

2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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However, there is a notable gap in awareness regarding 

what the industry is currently doing to support this 

transition. Many consumers remain unaware of existing 

efforts, indicating an opportunity for ACAPMA to amplify 

its advocacy work and help its members communicate 

their sustainability initiatives effectively.

Further, although 68% of consumers report that fuel and 

convenience retailers should offer alternative low carbon 

fuel options and EV charging stations, few will reward 

these actions by prioritising an outlet that provides these. 

Only a third (33%) of consumers are slightly or much 

more likely to use a fuel retail outlet with these facilities, 

with 56% saying it would not make a difference in where 

they shopped. Younger, perhaps more climate 

conscious consumers, are more likely to use a retailer 

who offers these alternatives.

As the current younger generations age, there may be a 

decisive shift in support for fuel outlets demonstrating 

sustainable and low carbon practices. At the moment 

however, there is little evidence that investing heavily in 

low carbon products will result in higher sales.

Building and Sustaining Trust: Monitoring the Social 

Licence to Operate

Trust remains a central component of the consumer-

retailer relationship, with the survey establishing a Social 

Licence to Operate (SLO) Index as a benchmark for 

future tracking. 

The inaugural index shows that while consumers trust 

the quality and safety of fuel, there are concerns about 

pricing transparency and the broader social impact of 

fuel retailers. 

This discrepancy indicates a need for ACAPMA and its 

members to strengthen their communication efforts, 

focusing on building trust through transparency and 

social responsibility initiatives.

Efforts to bolster the SLO could include emphasising the 

economic contributions of fuel retailers to local 

communities, promoting sustainable practices, and 

highlighting consumer education programmes. 

By consistently tracking the SLO Index, the National 

Monitor of Fuel Consumer Attitudes can provide the 

industry with insights that enables it to respond 

proactively to shifts in public sentiment and build a 

strong social licence.

Conclusion

The 2024 National Monitor of Fuel Consumer Attitudes 

offers insights into how consumer behaviours and 

expectations are evolving amid economic and 

environmental challenges. 

ACAPMA and its members are presented with both 

opportunities and challenges: while price remains a 

dominant concern, expanding convenience offerings and 

integrating sustainability initiatives are key to maintaining 

consumer engagement. 

By leveraging these insights to advocate for industry 

transparency, refine service offerings, and strengthen 

communication strategies, the industry can align itself 

with consumer demands and remain a relevant, trusted, 

and competitive player in the Australian market.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes



01 Price Remains the Top Driver of Fuel Purchasing Decisions

Price continues to be the most influential factor in deciding where to buy fuel, with 56% of 

respondents stating it is their primary consideration when choosing a fuel retailer. Suburban and 

lower-income consumers are especially price-sensitive, indicating an ongoing emphasis on 

competitive pricing.

02 Increasing Use of Digital Tools for Price Comparison

The reliance on fuel price apps to shop for fuel has surged to 41%, up from 34% in 2022, 

demonstrating a growing trend toward technology-driven decision-making in the fuel market. In 

contrast, use of supermarket discount vouchers has declined to its lowest levels at just 18%.

03 Loyalty to Single Fuel Retailers Declining

Only 20% of consumers now consistently use the same service station, down from 25% in 2022. This 

emphasises the impact of the current economic climate where consumers are increasingly exploring 

multiple options for the best prices.

04 Convenience Purchases Are Key to Increasing Visit Frequency

Consumers who purchase convenience items visit more frequently, with 32% stopping at least every 

few days. This highlights the importance of expanding convenience offerings to drive higher foot 

traffic and diversify revenue beyond fuel sales.

05 Cost of Living Pressures Impacting Convenience Sales

Despite stable convenience purchase rates, younger and inner-city consumers are spending less, 

likely due to rising living costs. Price remains the primary barrier, with 77% of consumers citing it as a 

reason for not buying convenience products when refuelling.

Key 

Findings.
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06 Convenience-Only Visits on the Rise

Despite spend decreasing on convenience items, the proportion of consumers visiting service 

stations solely for convenience items increased to 38% in 2024, up from 33% in 2022. Younger and 

urban consumers are the most likely to engage in these convenience-only visits, presenting an 

opportunity for retailers to expand their product ranges.

07 Mixed Attitudes Toward Dining-In and Alcohol Sales

Younger consumers show some interest in dining-in options, particularly at a fast-food chain or 

roadhouse connected to the premises, but overall, only 8% of respondents have dined on-premise at 

a fuel station. Alcohol sales face stronger resistance, with 47% of Australian consumers opposing the 

sale of alcohol at fuel outlets due to drink driving concerns and the appropriateness of selling alcohol 

alongside fuel.

08 Retailers Have a Role to Play in Transition to Sustainability

Support for renewable fuel options and EV charging stations is growing, but awareness of the 

industry’s efforts remains low. Many consumers want to see fuel retailers visibly committing to 

sustainability to meet their expectations around environmental responsibility.

09 Trust in Fuel Quality is High, but Transparency Remains an Issue

While consumers express confidence in the quality and safety of fuel products, there is less trust in 

pricing transparency. Approximately 27% of respondents believe retailers have considerable or 

complete control over the pricing they set, highlighting a need for better communication and 

education about pricing processes.

10 Social License to Operate Index is 59.2

Fuel retailers in Australia maintain relatively strong levels of trust in core operations, ethical practices 

and economic contribution, however there is opportunity for improvement in the community 

engagement and environmental governance aspects of the Social License to Operate.

7
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The 2024 National Monitor of Fuel Consumer Attitudes 

asked a series of questions to track existing trends and 

test consumer behaviour at the pump.

The research follows on from the Monitors conducted in 

2015, 2017, 2019 and 2022. The tracking questions 

were designed to monitor consumer purchase 

behaviours and the drivers of choice of fuel retailer, and 

include frequency of visit, service station loyalty, 

average transaction values and perceptions of price.

Overall, the 2024 National Monitor of Fuel Consumer 

Attitudes found consistent with 2022, consumers are still 

visiting fuel retailers less frequently than in 2019 and 

price remains the most important factor in fuel 

purchasing choices. 

Further, fewer consumers say they are loyal to the same 

few service stations, with use of fuel price apps 

continuing to gain traction as the main way consumers 

shop for the best price for the fuel they purchase.

Fuel Monitor

Providing ongoing insight for the industry, the 2024 National Monitor of Fuel 

Consumer Attitudes continues to track fuel purchase behaviours and preferences.
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Most consumers visit a fuel station once a week or once 

a fortnight (both 35%). A smaller proportion visit every 

few days (12%), while daily visits remain uncommon, at 

only 2% of the population. 

Younger consumers are the most frequent 

visitors to service stations.

Weekly visits remain the most common for younger age 

groups, with 42% of 18-24-year-olds and 38% of 40-59-

year-olds visiting once a week. 

In contrast, only 26% of older consumers (60+) visit 

weekly, being far more likely to visit once a month 

(25%) or once a fortnight (43%) compared to other age 

groups. 

While both males and females most commonly visit a 

service station weekly or fortnightly, females are more 

likely to visit every few days (14%), than males (9%). 

Urban and suburban consumers visit more frequently, 

with 21% of inner-city consumers visiting every few 

days compared to 10% in regional towns. Fortnightly 

visits are more common for those residing in rural (32%) 

and regional areas (39%), compared to urban (26%). 

Consumers who buy convenience items visit 

more frequently than those who only buy fuel.

Fuel-only consumers are continuing to visit less 

regularly than five years ago, with the proportion of this 

group visiting every week remaining at 34% in 2024, 

compared with 40% in 2019. The largest proportion of 

fuel only consumers visit a service station once a 

fortnight (38%).

Conversely, those purchasing convenience items are 

significantly more likely to visit at least every few days 

(28%, compared to 8% for fuel only purchasers). 

Moreover, 4% of convenience item purchasers visit 

daily, compared to only 1% of fuel-only consumers. 

This highlights the role convenience offerings play in 

increasing the frequency of visits, encouraging more 

frequent stops for supplementary purchases alongside 

fuel.

Figure 1.1:  Visit Frequency, 2017-2024

Q. Approximately, how often do you generally visit a service station? 2017 n=1042; 2019 

n=1059; 2022 n=1005; 2024 n= 994

1%

11%

37%
36%

14%

2%2%

13%

40%

31%

12%

2%
1%

13%

35%
34%

14%

3%
2%

12%

35% 35%

14%

2%

Daily Every few days Once a week Once a fortnight Once a month Less than once a

month

2017 2019 2022 2024

Majority of consumers visit fuel stations once a week or fortnight, with 
differences by gender, age, and income levels.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Fuel Purchase Drivers and Behaviour

Significantly higher / lower than previous year



Q. What is most important to you when deciding where to purchase fuel? 2017 n=1042; 2019 n=1059; 2022 n=1005; 2024 n=1008

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

2015 2017 2019 2022 2024

Sample 1,000 1,042 1,059 1,005 1,008

Price of fuel 60% 48% 56% 54% 56%

Location of the service station 22% 17% 13% 13% 12%

Quality / type of fuel - 11% 10% 11% 10%

Brand 9% 4% 4% 4% 5%

Ability to redeem supermarket fuel discount vouchers or use loyalty card - 6% 6% 4% 4%

Ease of entry and / exit 1% 4% 3% 4% 4%

Safety 2% 3% 3% 3% 3%

Opening hours 1% 2% 2% 2% 2%

Customer service 1% 2% 2% 2% 1%

Cleanliness - 1% 1% 1% 1%

Availability of rest rooms - 1% 0% 0% 1%

Availability of prepared food and coffee - 1% 1% 1% 0%

Range of grocery and food offerings in the convenience store 0% 0% 0% 1% 0%

Table 1.1: Most important factors when deciding where to purchase fuel, 2017-2024

Price remains the most important factor for consumers 

when deciding where to purchase fuel. Up from 48% in 

2017, 56% of consumers make their decision about where 

to purchase fuel based on the price of the fuel they are 

buying. 

Service station location (12%) and fuel quality (10%) 

continue to round out the top three in similar proportions to 

2109 and 2022. However, while the quality or type of fuel 

has been important to approximately one in ten consumers 

since the inception of the Monitor, the importance of the 

location of the service station has declined from 22% in 

2015 to just 12% today.

Brand has fallen from being the most important factor for 

9% of consumers in 2015, to 5% in 2024. Other factors 

such as the ability to redeem supermarket fuel discount 

vouchers, ease of entry and exit, safety, customer service, 

and opening hours have remained relatively stable over 

the years.

Price is less important to inner city consumers 

than it was in 2022.

Only 40% of consumers living in inner city areas rated 

price as the most important factor in their decision about 

where to purchase fuel, down significantly from 45% in 

2022. 

 

Conversely, the importance of price when deciding where 

to purchase fuel is the number one factor for more 

consumers in outer ring suburban areas (62%). Price is 

also considerably important to consumers aged under 25, 

and those on incomes of less than $40,000 per annum. 

Three in five (60%) consumers in both groups say it is 

their number one consideration when choosing which 

service station to visit.

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 more likely to 

say the price of fuel is the most important factor in their 

decision about where to shop. 

Up from 57% in 2022, 59% of consumers who only 

purchase fuel rank price as their main influence on 

decisions about which service station to use. 

This compares to 47% of consumers who also purchase 

other items at the service station, although this is also up 

from 44% in 2022.

In a high cost of living environment, price remains the most important factor for 
consumers deciding where to purchase fuel.

11
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19%

71%

10%

26%

61%

14%

25%

62%

13%

20%

67%

13%

Always purchase fuel from same service

station

Generally purchase fuel from same few

petrol stations

Always go to the most convenient service

station

2017 2019 2022 2024

Figure 1.2: Fuel Purchase Patterns, 2017-2024

Q. Do you usually purchase fuel from the same service station? 2017 n=1042; 2019 n=1059; 

2022 n=1005; 2024 n=994

In 2024, one in five respondents always purchase fuel 

from the same service station, a decline from 25% in 2022 

and 26% in 2019.

   

By comparison, 67% of Australians generally purchase 

fuel from a few regular service stations, significantly up 

from 62% in 2022 and 61% in 2019. The proportion of 

Australians who simply go to the most convenient service 

station has remained stable at 13%.

Inner-city residents show higher loyalty to a single 

station, while outer-suburban consumers are more 

likely to favor convenience. 

A third (33%) of inner-city residents always purchase fuel 

from the same service station while nearly a quarter 

(23%) of outer-ring suburban consumers go to the most 

convenient service station, the highest proportion of any 

group.

Declining loyalty has been most pronounced in rural 

and regional areas. 

Over the last two years, loyalty to a single service station 

has experienced the most significant fall among 

consumers living in regional towns (19%, down from 28%) 

and rural and remote areas (14%, down from 22%).

This trend is also most pronounced among fuel only 

consumers, with the proportion of this group loyal to a 

single retailer failing from 25% in 2022  to 20% in 2024.

Fewer Australians are loyal to a single service station in 2024, with the tendency to 

shop across a few different retailers increasing.

Significantly higher / lower than previous year

Loyalty
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As living expenses rise across Australia, consumers are increasingly loyal to 
retailers who offer lower prices.

Q. What is the MAIN reason you usually purchase fuel from this service station(s)? 2015 n=1000; 2017 n=934; 2019 n=916; 

2022 n=873; 2024 n=865 

2015 2017 2019 2022 2024

Sample 1000 934 916 873 865

It usually has lower prices 26% 27% 31% 30% 35%

One close to my work /  home 28% 29% 28% 27% 25%

Loyalty program associated with the brand 20% 21% 20% 20% 20%

Quality / type of fuel 12% 10% 9% 11% 8%

The brand of the fuel - 5% 4% 4% 4%

Ease of entry & exit 8% 3% 3% 2% 2%

Variety of items in the convenience store 1% 1% 1% 3% 2%

Cleanliness and quality of convenience store 1% 1% 1% 1% 1%

Layout of the service station 2% 1% 1% 0% 1%

Table 1.2: Main Reason for Station Loyalty, 2015-2024

Price remains the most influential factor driving 

retailer loyalty

Over a third (35%) of respondents identify lower prices 

as their primary reason for staying loyal to a specific 

service station. This reflects an increase from 30% in 

2022.

The greatest growth in the proportion of consumers 

loyal to fuel retailers with lower prices is seen in middle-

ring suburbs (36%, up from 27%). Conversely, price 

sensitivity is lower in inner-city areas, where only 24% 

of respondents view price as the main reason for their 

loyalty.

Consumers in Sydney (39%, up from 24%) and regional 

Queensland (46%, up from 29%) are also much more 

likely than in 2022 to express loyalty based on price.

High-income earners are becoming more price-

conscious in their loyalty to fuel retailers. In 2024, 39% 

of consumers with household incomes over $200,000 

reported staying loyal to outlets with lower prices, a 

significant increase from 19% in 2022. For this group, 

the importance of location has dropped, from 45% in 

2022 to 17% in 2024.

Location remains the second most significant 

factor influencing retailer loyalty. 

A quarter (25%) of consumers return to stations for 

convenience. Younger consumers (18-24) are 

especially driven by location, with 29% citing it as a 

loyalty factor. Inner-city residents also show a similar 

trend, with 30% remaining loyal due to convenience.

Loyalty programs also play a role, with 20% of 

respondents highlighting rewards or brand loyalty as the 

primary reason for returning to the same station. This is 

especially true for higher-income earners (over 

$150,000), where 23% value loyalty programs, and 

older consumers (60+) who are more likely to be 

influenced by reward schemes.

Other factors such as fuel quality or type (8%), brand 

(4%), and the convenience store on-site have a smaller 

influence on retailer loyalty.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year
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“I have three servos near me - Metro, 

Coles Shell, BP. 

Metro is always the cheapest by 10 

cents per litre the other two are way 

too high, and yes, I have a rewards 

card I could use as points, but if I fill 

my car up it's $20 cheaper using 

Metro.”
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Fuel Spend

Q. Approximately, how much do you usually spend on fuel per week? 2019 n=1059; 2022 

n=1005; 2024 = 994

21%

37%

26%

11%

4%

15%16%

31%

27%

18%

8%

26%

15%

29%
28%

20%

8%

28%

$0-$25 $26-$50 $51-$75 $76-$100 Over $100 Over $75

2019 2022 2024

Figure 1.3:  Average Spend per Visit, 2019-2024

2024 18-24 25-39 40-59 Over 60

Sample 994 117 285 356 236

$0 - $25 15% 5% 9% 13% 28%

$26 - $50 29% 26% 29% 28% 34%

$51 - $75 28% 45% 28% 25% 22%

$76 - 100 20% 15% 22% 26% 11%

More than $100 8% 8% 13% 8% 4%

More than $75 28% 23% 34% 33% 16%

Table 1.3:  Average Spend per Visit by Age, 2024

The majority of Australians typically spend $26-$75 per 

week on fuel, with 29% spending $26-$50 and 28% 

spending $51-$75. 

Continuing the upward trend from 42% in 2019 and 53% 

in 2022, 56% of Australian consumers in 2024 spend 

more than $50 per week on fuel. The proportion 

spending more than $75 has also increased, from 26% to 

28% over the last two years, both well above 15% in 

2019.

Age and income have the biggest influence on fuel 

spend.

Consumers aged between 25 and 39 continue to spend 

the most on fuel, with 34% of this group spending more 

than $75 per week. This is up significantly from 22% in 

2019.

There has also been a significant increase in the 

proportion of 40-59 year-olds spending more than $75 

per week on fuel, from 15% in 2019 to 33% in 2024.

Conversely, the youngest consumers (aged under 25) 

are spending less, with fewer saying that they spend 

over $75 per week (23%, down from 30% in 2022)

Likely reflecting lower rates of travel, older Australians 

(60+) spend less, with 28% spending $0-$25

As expected, fuel spending also rises with income. 

Nearly two in five (38%) Australians earning over 

$100,000 spend more than $75 per week, compared to 

only 14% of those earning less than $40,000. While 

lower-income households are more likely to spend under 

$25 weekly (27%), this is down significantly from 42% in 

2019.

Of interest, there are no significant differences in fuel 

spending across different locations with all groups 

reporting significantly higher spend than two years ago.

Most Australians spend between $26 and $75 per week on fuel, with a clear trend 
to higher spending since 2019.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year
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Figure 1.4:  Change in Amount Spent on Fuel Over Last 2 Years, 2019-2024

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; 2024=994

A significant majority of respondents also 

feel that they are spending more on fuel 

now than two years ago. 

Only 13% report spending less, while 22% feel they are 

spending about the same. 

It is interesting to note, however, that there has been a fall in 

the proportion of consumers who report spending more than 

two years ago. In 2022, 71% of respondents reported 

spending more, up significantly from 49% in 2019. This 

increase appears to have moderated, with a larger proportion 

now indicating they spend the same as they did two years 

ago.

People living in middle-ring suburban areas (67%) and outer-

ring suburban areas (63%) are most likely to report spending 

more on fuel. This could reflect higher vehicle usage in 

suburban areas where public transport options are less 

available.

Interestingly, 72% of respondents earning $150,001-

$200,000 report spending more, significantly higher than 

other income groups. This may indicate that higher-income 

individuals or families are driving more or own larger vehicles 

with greater fuel consumption. At the other end of the 

spectrum, only 53% of those earning $40,001-$70,000 say 

they are spending more, possibly suggesting they have 

made efforts to cut back on fuel costs.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year

While 62% of consumers 

indicate they are spending 

more on fuel than two years 

ago, growth has moderated 

with around one in five 

spending about the same.

16



17Q. 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; 2024 n=842
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47%

17%

30%

16%

11%

19%

34%

20%

24%

16%

9%

34%

30%

20%
22%

11%
10%

41%

32%

20%
18%

12%
10%

Fuel price apps Street signage Loyalty program Supermarket

discounts vouchers

Day of the week Fuel price websites

2017 2019 2022 2024

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

Consumers in Australia predominantly rely on digital 

tools to shop for fuel, with fuel price apps being the most 

common way to determine where to buy fuel. 

Over two in five consumers use fuel price apps, up 

significantly from 34% in 2022 and 19% in 2019. 

There are notable differences however, across gender, 

age, location, and income levels. 

Women (46%) are significantly more likely than men 

(36%) to use apps, while younger consumers, 

particularly those aged 18-24, are the most active app 

users, with 55% relying them to find the best fuel prices. 

In contrast, only 31% of people over 60 use apps, 

possibly highlighting a generational gap in technology 

adoption for fuel price shopping.

Those living in NSW (47%) and QLD (51%)  are also 

more likely to use fuel price apps than their Victorian and 

Western Australian counterparts at 32% and 24% 

respectively.

Interestingly, income level influences preferences in this 

area. Those earning under $70,000 are less likely to use 

fuel price apps compared to higher-income earners. 

Approximately one in three consumers with incomes of 

less than $40,000 (35%) or between $40,001 - $70,000 

(31%) report the use of apps to shop for price, compared 

to 50% of those earning over $200,000.

The use of street signage remains a common 

method for shopping for fuel.

Aside from mobile apps, street signage remains a 

popular option for 32% of consumers across Australia, 

especially for those who may not rely heavily on digital 

tools. 

Street signage to find the best prices, is favoured by 

those in regional (35%) or rural or remote locations 

(41%). This suggests that consumers in regions where 

mobile coverage could be less reliable, turn to visible, 

real-time price indicators like street signage to help them 

decide where to buy fuel.

The steady decline in the use of discount 

supermarket vouchers has continued in 2024.

In 2017, three in ten (30%) consumers used supermarket 

discount vouchers to reduce the price at the pump. This 

year, just 18% rely on the use of discount vouchers to 

shop for fuel. Although not significant, at 22% older 

consumers (60+) use discount vouchers more than their 

younger counterparts.

​This changing behavior suggests that traditional retail 

strategies focused on location or supermarket vouchers 

are becoming less effective, particularly in inner-city 

areas, where convenience and digital tools influence 

purchase decisions more heavily than in the past.

The use of fuel price apps is the most common method for Australian consumers 
to shop for price, continuing the upward trend in use since 2017.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year



Knowledge of Fuel Pricing
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The price of petrol at fuel stations in 

Australia is influenced by a range of global, 

national, and local factors. 

At the global level, the price of crude oil plays a 

significant role. Crude oil prices are affected by supply 

and demand dynamics, often driven by geopolitical 

events such as conflicts in oil-producing regions, 

decisions made by the Organisation of Petroleum 

Exporting Countries (OPEC), and the global economic 

climate. 

Similarly, global economic downturns can reduce 

demand, lowering prices. Exchange rates also influence 

petrol prices, as crude oil is typically traded in U.S. 

dollars, and fluctuations in the Australian dollar can 

impact the cost of importing oil.

Other significant influences include government policies 

such as fuel excise taxes, which directly add to the cost 

per litre, and environmental regulations that can increase 

the cost of refining fuel.

At the national and local levels, the Australian fuel 

market operates in a cyclical pattern, known as the "fuel 

price cycle." This cycle sees regular fluctuations in prices 

over a period of days or weeks, driven largely by the 

pricing strategies of fuel retailers. Local competition 

among stations, proximity to refineries, transportation 

costs, and regional fuel taxes can also impact prices.

The 2024 National Monitor of Fuel Consumer 

Attitudes tests consumers understanding of the impacts 

of these factors on the price they pay for fuel. 

It also sought to understand the level of control that fuel 

and convenience retailers have in setting the price at the 

pump, as well as the percentage of the price per litre that 

is revenue for the fuel retailers.



Don’t 

know
No impact

Small 

impact

Moderate 

impact

Major 

impact
Top 2

Global oil prices 2% 2% 11% 31% 54% 85%

Taxes, government excise / levies 4% 2% 10% 27% 57% 84%

Transportation and logistics costs 5% 3% 21% 43% 28% 71%

Operational costs of the retailer 5% 3% 24% 45% 23% 67%

Competition from other fuel outlets 3% 5% 24% 40% 28% 68%

Local market fuel cycle / timing 5% 4% 16% 41% 34% 75%

Profit margin of retailer 6% 3% 16% 38% 37% 75%
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Consumers appear to be well-informed about global and governmental influences 

on fuel prices, although they overestimate the control that local retailers have on 

price-setting.

Q. How much do you think each of the following factors impacts the price of fuel at your local fuel and convenience outlet? 2024 n=994

Consumers appear to have a reasonable understanding 

of the factors driving fuel prices, with 85% attributing it to 

global oil prices and 84% acknowledging taxes, 

government excise, and levies as key contributors to the 

price per litre at the fuel outlet.

Other factors, such as transportation and logistics costs 

(71%) and the retailer's operational costs (67%) are also 

cited as having a moderate or major impact on price, 

though it appears that these are not as significant in 

consumers’ minds. 

Interestingly, 75% of consumers believe local 

market fuel cycles and the profit margins of retailers 

have a moderate or major impact on the price of fuel 

at the retailer.

 

This suggests that while consumers are well-informed 

about global and governmental influences, they may 

overestimate the control that local retailers have on 

price-setting, reflecting a potential area for consumer 

education.

There are few differences in opinions across 

demographics, although females are significantly more 

likely than males to indicate operational costs of the 

retailer and competition from other fuel outlets (both 

73%) have a moderate or major impact on the price of 

fuel. For Australian males, 61% believe operational costs 

have an impact, while 62% think competition is an 

influencing factor.

Table 1.4: Consumer Perceptions of Impacts on Fuel Price, 2024

“It is not the retailers that are the problem, it is the petroleum 

companies and the federal government.”

2024 ACAPMA National Monitor of Fuel Consumer Attitudes



Q. Thinking about the manager/owner/operator of the fuel and convenience outlet you 

visit, how much control do you think they have in setting the price they charge for fuel? 

2024 n=994

2024 18-24 25-39 40-59 60 and over

Sample 994 117 285 356 236

No control 9% 3% 6% 8% 18%

Minimal control 25% 21% 19% 25% 35%

Some control 32% 40% 33% 34% 24%

Considerable control 22% 26% 30% 21% 10%

Complete control 5% 4% 6% 5% 4%

Don’t know 7% 5% 7% 6% 9%

NET Considerable / Complete Control 27% 31% 36% 27% 14%

NET No / Minimal Control 34% 24% 24% 33% 53%

13%

31%
28%

18%

5% 6%6%

20%

36%

26%

5%
8%

No control Minimal control Some control Considerable control Complete control Don’t know

Male Female

Opinions are somewhat divided about the amount of control the owner or manager 
of a fuel and convenience retailer has on the price of fuel.

Driven by older 

consumers, just over a 

third of respondents 

believe the manager or 

owner of the outlet has 

little control over the price 

of fuel at the pump.

Just over a third of consumers believe owners of fuel outlets have no 

or minimal control over fuel pricing.

Despite indicating that the profit margin of the retailer has a moderate or 

major impact on the price of fuel at the bowser, overall, 34% of consumers 

believe the owner or manager of the fuel and convenience outlet has either 

no control (9%) or minimal control (25%) of the price charged for fuel at the 

bowser. 

Conversely, 27% think the owner/manager of the outlet has either 

considerable or complete control over fuel pricing, and another 34% believe 

they have at least some control. 

There are distinct differences across demographics about the 

responsibility for the price of fuel.

At 43%, Australian males are more likely to believe the owner of the outlet 

has little or no control over the price of fuel, compared to a quarter of 

females. In contrast, females are much more likely to think the owner or 

manager has considerable control over pricing than their male counterparts 

(26% and 18% respectively).

Similarly, older Australian consumers (53%) are far more likely to say 

owners have little or no control over pricing strategies than those aged 18-

24 or 25-39 (both 24%).

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Figure 1.6: Influence of Owner/Manager on Fuel Price by Gender, 2024

Table 1.5: Influence of Owner/Manager on Fuel Price by Age, 2024

Significantly higher / lower than previous year 20
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2024 Inner City
Middle 

Suburban

Outer 

Suburban
Regional

Rural / 

Remote

Sample 994 131 332 180 280 71

Less than 1% 2% 1% 2% 5% 1% 1%

1% - 5% 19% 16% 18% 18% 23% 24%

5% - 10% 22% 24% 20% 27% 21% 20%

10% - 15% 15% 19% 17% 10% 15% 14%

15% - 20% 10% 15% 11% 10% 9% 7%

20% - 25% 5% 5% 5% 4% 5% 8%

More than 25% 6% 6% 6% 6% 5% 6%

Don’t know 20% 15% 22% 21% 22% 20%

Q. Thinking about the cost per litre of the fuel you buy, approximately what percentage of 

the price per litre do you think is revenue for the manager/owner/operator of the fuel 

outlet? 2024 n=994 

For most fuel retailers today, the profit margin per litre 

of fuel is modest, often ranging from 2 to 5 cents per 

litre1. 

While many consumers believe that between 1% and 

15% of the price per litre of fuel at the bowser is 

revenue for the manager or owner of the outlet, one in 

five consumers have no idea.

Overall, 19% of respondents think the revenue 

component of the price per litre is between 1% and 5%, 

with another 22% estimating that it is between 5% and 

10%.

A further 15% of consumers believe the revenue 

percentage of the price of fuel is between 10% and 

15%.

The wide spread of estimates about the percentage of 

the price per litre that results in revenue for the owner 

or manager of the outlet, coupled with the 20% who do 

not know, indicates a general lack of understanding of 

the factors influencing fuel pricing and the revenues 

retailers derive.

There is a general lack of understanding about retailer profit margins on fuel.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Table 1.6: Percentage of Price per Litre of Fuel Assumed to be Revenue by Location, 2024

Significantly higher / lower than previous year

1. https://www.accc.gov.au/by-industry/petrol-and-fuel/fuel-and-petrol-monitoring 

https://www.accc.gov.au/by-industry/petrol-and-fuel/fuel-and-petrol-monitoring


Convenience 

Monitor
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Convenience stores have long provided consumers with 

choice and control. They offer an alternative to visiting 

large format grocery stores that are often not close by 

and provide opportunities to make purchases at a time 

and place that is convenient. 

Often, this means that they can make essential 

purchases when refuelling, saving trips to different 

locations. 

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. Driven by the 

need to diversify revenues, fuel retailers are increasingly 

focussing on their in-store offering and other ways to 

attract a share of the consumer wallet beyond fuel.

Designed to provide fuel and convenience retailers with 

insight into the consumer groups and locations most 

attracted by convenience offerings, the National Monitor 

of Fuel Consumer Attitudes examines consumer 

behaviours for convenience, including propensity to visit 

without buying fuel, and the convenience products that 

attract them.

Convenience Monitor

With convenience an increasingly important component in the business mix for 

fuel and convenience retailers,  understanding consumer behaviours and 

preferences in store has become a key focus of the National Monitor of Fuel 

Consumer Attitudes.



The proportion of consumers who purchase convenience items when they are 
buying fuel has been steady over the past seven years.

24Q. When you visit a service station to buy fuel, do you generally? 2019 n=1059; 2022 

n=1005; 2024=994

80%         82% 79% 80%

20%         18% 21% 20%

2017 2019 2022 2024

Purchase Fuel Only Purchase Fuel & Convenience

Total Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote

2024 20% 28% 23% 15% 15% 21%

2022 21% 33% 21% 17% 18% 15%

2019 18% 33% 20% 13% 10% 14%

Figure 2.1:  Purchase Behaviour, 2017-2024

Table 2.1: Purchase Fuel and Convenience by Location, 2019-2024

Consumer purchase behaviour when buying fuel is 

virtually unchanged since the inception of the National 

Monitor of Fuel Consumer Attitudes. 

Overall, 20% of responding consumers generally buy 

other items alongside their fuel purchase. 

Urban inner-city consumers remain more likely than 

others to indicate they also purchase other items 

when re-fuelling.

However, amid rising cost-of-living pressures, fewer 

are doing so compared to previous years. In both 

2019 and 2022 a third (33%) of this cohort purchased 

other items when buying fuel - in 2024 this has fallen to 

28%.

Outer-suburban and regional consumers remain less 

likely to buy non-fuel items (both 15%), but more rural 

and remote consumers purchased convenience items 

this year (21%) compared to 15% in 2022 and 14% in 

2019.

The propensity of young consumers to buy other 

items alongside fuel has fallen significantly. 

In 2022, possibly because of COVID-19 restrictions, two 

in five (40%) consumers aged under 25 indicated they 

also bought convenience when filling up with fuel. This 

has fallen to just 24% in 2024, returning to levels last 

seen in 2019.

Up slightly from 16% in 2019 and 22% in 2022, 24% of 

consumers aged between 40 and 59 also purchased 

additional items when buying fuel. 

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Convenience Purchase Behaviour

Significantly higher / lower than previous year



24%

27%

16%

6%

40%

27%

22%

8%

24% 24% 24%

7%

Under 25 25-39 40-59 60 or more

2019 2022 2024

Figure 2.2:  Purchase Both Fuel and Convenience by Age, 2019-2022

Possibly as a result of the 

end of COVID-19 

restrictions, or because of 

increased price sensitivity, 

consumers aged under 25 

are significantly less likely 

to buy convenience items 

when buying fuel in 2024 

than in 2022.

Q. When you visit a service station to buy fuel, do you generally: 2024 n=994

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year 25



Q. How often do you buy other items as well as fuel? 2017 n=212; 2019 n=186; 2022 

n=208; 2024 n=198

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

4%

46%
44%

6%

1%

34%

56%

8%

3%

36%

49%

11%

3%

39%

48%

10%

Rarely Sometimes Often Always

2017 2019 2022 2024

Figure 2.3: Frequency of Convenience Purchases with Fuel, 2017-2024

The proportion of consumers who consistently buy 

convenience items along with fuel has declined.

In 2022, 60% of consumers often or always made additional 

purchases when refuelling. By 2024, this figure has dropped 

by 2 percentage points to 58%, with more consumers now 

reporting that they only sometimes make extra purchases 

(39%, up from 36% in 2022).

Behaviour patterns also differ noticeably across age groups. 

In 2022, younger consumers under 25 were the most likely to 

frequently buy convenience items with their fuel (66%). This 

figure has now fallen to 57% in 2024. Similarly, 78% of older 

consumers (aged 60 and above) frequently purchased 

convenience items in 2022, but this has decreased 

significantly to 53% in 2024.

Interestingly, consumers aged 25–39 years have become 

more likely to buy additional products when refuelling. Their 

purchasing behaviour increased from 55% in 2022 to almost 

two-thirds (64%) frequently purchasing additional products in 

2024.

While the proportion of consumers who shop at fuel and convenience retailers is 
steady, purchase frequency appears to have fallen.  

2024 18-24 25-39 40-59 60 and over

Sample 198 28 67 86 17

Rarely 3% 4% 3% 3% 0%

Sometimes 39% 39% 33% 42% 47%

Often 48% 54% 51% 43% 53%

Always 10% 4% 13% 12% 0%

Significantly higher / lower than previous year

Table 2.2: Frequency of Convenience Purchases with Fuel, 2017-2024
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While price has always been the primary 

barrier preventing additional purchases, 

this been exacerbated by cost-of-living 

concerns in 2024. 

Since 2017 around seven in ten consumers have 

indicated that high prices at convenience outlets 

deter them from purchasing other items when 

buying fuel.

This year, up 7 percentage points, 77% of consumers 

cite high prices at the outlet as the main barrier to 

purchasing convenience items.

Interestingly, though not significantly, consumers aged 

18–24 are the most likely to feel this way, with just over 

four in five (81%) citing prices as the primary reason for 

not making extra purchases.

Beyond prices, other barriers to purchasing 

convenience items have remained relatively 

consistent across the last four National Monitors.

While prices are the main barrier across all 

demographics—gender, age, and location—there are 

some variations in opinions regarding other factors that 

prevent additional purchases. 

Inner-city consumers, for example, are significantly more 

likely than those in other locations to point to poor 

product quality (16%) and poor store layout (11%) as 

reasons for not buying more. This suggests that fuel and 

convenience retailers in inner suburbs could boost 

spending on convenience items by improving store 

appearance or offering higher-quality products.

Inner-city consumers also tend to cite a limited product 

range (30%) as a barrier, possibly reflecting their closer 

proximity to larger grocery chains, making them less 

willing to compromise on preferred brands for 

convenience. 

Notably, Australian males are significantly more likely 

than females to say that a limited product range prevents 

them from buying additional items (25% vs. 13%).

69%

19%

7% 4% 3%

68%

17%

5% 3% 3%

70%

18%

8%
3% 4%

77%

19%

6% 5% 4%

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

layout

Poor customer service

2017 2019 2022 2024

Q. What prevents you from buying other items when you purchase fuel? 2017 n=746; 

2019 n=873; 2022 n=797; 2024 n=796

Figure 2.4:  Barriers to Convenience Shopping, 2017-2024

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year



Spending on convenience items when refuelling has 

decreased in 2024.

In 2022, 53% of shoppers spent more than $10 on non-

fuel purchases, but this has fallen to 47%, returning to 

2019 levels. Meanwhile, the share of consumers 

spending between $5 and $10 has increased to 44%, up 

from 37% in 2022.

Inner-city residents outspend suburban and rural 

consumers, with 68% typically spending between $11 

and $50 per visit. In contrast, only 27% of rural or remote 

consumers report spending within that range.

In 2024, 43% of respondents reported spending 

more on convenience items, down from 46% in 2022, 

while those spending the same rose from 38% to 

41%. 

The proportion spending less saw a minimal increase, 

from 13% in 2022 to 14% in 2024. 

Despite younger consumers being less likely to purchase 

additional items alongside fuel, those who do say they 

are spending more than 12 months ago. Among 18 to 

24-year-olds, 54% report increased spending compared 

to 44% in 2022.
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Figure 2.5: Convenience Spend per Transaction, 2017-2024

12%

52%

25%

7%

3%

7%

45%

33%

10%

4%

10%

37%
40%

10%

2%

9%

44%

33%

12%

2%

Less than $5 $5 - $10 $11 - $20 $21 - $50 More than $50

2017 2019 2022 2024

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; 2024 n=198 / Q. Thinking overall about your convenience spending aside from fuel, do you think that you are spending 

more now than 12 months ago? 2022 n=208; 2024 n=198 / Q. 

The share of wallet at fuel and convenience stores is also falling.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

2022 2024

Sample 208 198

Spending More 46% 43%

Spending the Same 38% 41%

Spending Less 13% 14%

Table 2.3: Change in Spend on Convenience 

Items over Last 12 Months, 2022-2024

Convenience Spend
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40%

25%

12%
9%

12%

67%

28%

15%

22% 23%
19%

72%

29%

21%
17%

15%

10%

Prices have increased Convenience Prices are more

competitive

Visiting more often Range has improved Quality has improved

2019 2022 2024

Rising prices are the main driver of increased convenience 

spending, with 72% of consumers citing it in 2024, up 

substantially from 40% in 2019. This again highlights the 

growing impact of inflation and current economic conditions 

on consumer spending behaviours. 

Convenience perceptions have remained stable, rising slightly 

from 25% in 2019 to 29% in 2024, suggesting stores are 

maintaining their appeal. 

In contrast, views on product range and quality have 

fluctuated—those citing improved range peaked at 23% in 

2022 before falling to 15% in 2024, and quality improvements 

dropped from 19% in 2022 to 10%, returning to 2019 levels.

Visit frequency has also decreased, with 17% visiting more 

often in 2024 compared to 22% in 2022, reflecting post-

COVID behaviour shifts and cost-of-living pressures. 

This could also reflect changes in shopping habits or 

adjustments to consumer routines because of cost-of-living 

pressures, suggesting that while some still frequent 

convenience stores, there may also be a conscious choice to 

reduce spending.

Rising prices are driving increased 
convenience spending, as visit frequency 
and quality perceptions shift.

Figure 2.6: Reasons for Higher Convenience Spend, 2019-2024

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous yearQ. What is the reason you are spending more? 2019 n=107; 2022 n=95; 2024 n=86

Of consumers who 

indicated they are 

spending less on 

convenience items than 

12 months ago, 78% say 

it is because of budget 

constraints. 
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“Just the price of fuel is 

costly enough to make me 

not want to buy other 

things.”
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Influences on Choice of Retailer

For most fuel retailers today, the profit margin per litre of 

fuel is modest, often ranging from 2 to 5 cents per litre1. 

As a result, it is unsustainable to only sell fuel, and so 

retailers need to attract additional sales when consumers 

stop to fill up. 

The convenience component of fuel retailer’s businesses 

has evolved over time, from initially providing essential 

grocery items, snacks, and drinks, to now include barista 

coffees, fresh food, and ready-to-eat meals. 

This appeals to busy consumers looking for quick and 

convenient options, in a ‘one-stop-shop’ environment. 

Today, many retailers have transformed into mini 

supermarkets, combining convenience with a focus on 

fresh and premium products to enhance customer 

experience and profitability beyond traditional fuel sales.

To understand consumers behaviours and decisions 

about where to shop for fuel, the National Monitor of Fuel 

Consumer Attitudes examines their likelihood to choose a 

specific fuel and convenience retailer based on other 

products and offerings and the appeal of the layout and 

presentation of the outlet.

1. https://www.accc.gov.au/by-industry/petrol-and-fuel/fuel-and-petrol-monitoring 

Fuel and convenience retailers in Australia have a long history of providing 

products and services other than fuel.

https://www.accc.gov.au/by-industry/petrol-and-fuel/fuel-and-petrol-monitoring


36% 

Availability of Products Other than Fuel

Q. Does the availability of products other than fuel influence your decision about which service station to use? 2024 n=994

Q. Does the layout / presentation of the convenience store influence your decision about which service station to use? 2024 n=994

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? 2024 n=94

32% 

Availability of Coffee & Café Style Food

34% 

Layout of the Convenience Store

In a price-sensitive market, it might be expected that factors like product range, store layout, and café-

style food and coffee would have less impact on consumers' choice of where to buy fuel. However, it is 

encouraging that over a third of consumers still consider these factors at least some of the time when 

making their decisions.

Impact of Convenience on Choice of Fuel Retailer

2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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Consumers remain influenced by the 

availability of products beyond fuel when 

choosing a service station.

Overall, 36% of consumers are sometimes, often or 

always influenced by the availability of non-fuel products 

when deciding which service station to use, similar to 

37% in 2022. 

Younger consumers show a higher propensity to be 

influenced by other product offerings 

Over two in five (42%) consumers aged under 25 and 

more than half (51%) in the next age bracket between 25 

and 39 are influenced in their choice of retailer by the 

availability of other products. 

At 18%, older consumers aged over 59 are much less 

likely to place any importance on the availability of other 

products in their decisions on where to shop.

By location, inner-city respondents are the most likely to 

be influenced, with 52% indicating that product offerings 

sometimes, often, or always influence their decisions 

about which service station to visit. 

In contrast, outer suburban and regional respondents are 

significantly less likely to be influenced by product 

availability, with a higher proportion indicating they are 

never or rarely influenced by other product offerings 

when deciding where to shop for fuel (77% and 71% 

respectively). 

Just over a third (34%) of consumers are 

also influenced by presentation in their 

choice of service station. 

The most notable segment is those aged 25-39, with 

45% saying store layout influences their decisions, 

significantly higher than the average. 

The 60+ age group, conversely, reveals that the 

presentation of the store has minimal influence on 

their decisions, with 48% reporting it never impacts 

their choice of outlet.

At 47%, inner-city respondents are more likely to 

consider store layout when choosing a service station, 

whereas presentation is less likely to influence 

decisions for those in regional (26%) and rural/remote 

locations (31%). This is possibly a reflection of lower 

choice in where to shop for these consumers, or that 

urban consumers are more concerned with store 

aesthetics than their rural counterparts.

Propensity to shop at a fuel retailer that 

offers coffee, café-style food, pre-prepared 

meals and other grocery items is consistent 

with 2022.

While over half of consumers do not prioritise 

coffee, food, or groceries when choosing a 

service station, over 30% prefer stations that 

offer more than just fuel.

Inner-city residents (49%) are significantly more likely 

to make their choice of fuel retailers based on the 

availability of coffee, food, pre-prepared meals or 

groceries than their counterparts, particularly regional 

consumers (25%). 

Consumers aged between 25 and 39 are also more 

likely to seek out stations offering these products 

(49%), while those aged 60+ are significantly less 

interested, with 68% indicating they are unlikely to be 

influenced by these offerings.

Interestingly, while young, urban consumers continue 

to place greater value on additional product offerings, 

their likelihood to choose an outlet because of this has 

fallen since 2022.

In 2022, 54% of inner-city residents and 53% of those 

aged under 25 preferred fuel outlets offering coffee, 

food and other amenities. By 2024, this dropped to 

49% for inner-city residents and 30% for younger 

consumers.

While this may also be a reflection of the current 

economic climate, it will be interesting to compare this 

in future ACAPMA National Monitor surveys.



Table 2.4: Influence of Product Availability on Choice of Retailer by Location and Age, 2024
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2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote
Under 25 25-39 40-59 60 or more

Sample 994 131 332 180 280 71 117 285 356 236

Never 29% 21% 24% 36% 35% 25% 15% 18% 30% 47%

Rarely 35% 27% 34% 41% 36% 34% 43% 32% 36% 34%

Sometimes 29% 37% 31% 20% 25% 38% 35% 39% 26% 17%

Often 6% 10% 8% 3% 3% 1% 6% 8% 6% 2%

Always 2% 5% 3% 0% 1% 1% 1% 3% 3% 0%

Table 2.5: Influence of Layout / Presentation of Convenience Store on Choice of Retailer by Location and Age, 2024

2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote
Under 25 25-39 40-59 60 or more

Sample 994 131 332 180 280 71 117 285 356 236

Never 32% 23% 30% 38% 35% 35% 23% 23% 32% 48%

Rarely 34% 30% 32% 31% 40% 34% 38% 32% 35% 32%

Sometimes 25% 33% 27% 25% 19% 23% 22% 33% 25% 16%

Often 7% 10% 7% 6% 5% 6% 14% 9% 5% 3%

Always 3% 5% 4% 1% 1% 3% 3% 3% 3% 1%

2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote
Under 25 25-39 40-59

60 or 

more

Sample 994 131 332 180 280 71 117 285 356 236

Unlikely 51% 40% 48% 62% 56% 37% 54% 38% 49% 68%

Neither 17% 11% 17% 14% 19% 30% 16% 14% 18% 19%

Likely 32% 49% 36% 24% 25% 34% 30% 49% 33% 12%

Table 2.6: Likelihood to Choose Fuel Retailer Due to Availability of Coffee, Café Style Food, Pre-prepared Meals or Other 

Grocery Items by Location and Age, 2024

Q. Does the availability of products other than fuel influence your decision about which service station to use? 2024 n=994

Q. Does the layout / presentation of the convenience store influence your decision about which service station to use? 2024 n=994

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? 2024 n=94

Significantly higher / lower than others

Significantly higher / lower than others

Significantly higher / lower than others
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43%

12%

19%

16%

10%

46%

13%

19%

15%

6%

39%

10%

19%
20%

12%

38%

13%

17%

21%

11%

Unlikely Somewhat unlikely Neither Somewhat likely Likely

2017 2019 2022 2024

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

Items, 2017-2024

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? 2024 n=94

Significantly higher / lower than others



36

“Factors influencing my choice 

[of fuel outlet] include distance, 

quality of the fuel, price of the 

fuel and facilities that the 

building may have.  The variety 

of products further influences 

where I shop for fuel.”



Category Demand 

1: https://pditechnologies.com/  

2: https://convenienceworldmagazine.com.au/retailer-and-shopping-trends-for-2024/ 

Shifts in behaviours over time provide fuel retailers with 

valuable information that can be used to help them 

make decisions around product categories that are 

growing or reducing in demand. 

Globally, PDI Technologies1 report the fastest-growing 

product categories in fuel and convenience retailers are 

energy drinks, foodservice offerings, and packaged 

beverages. 

Foodservice offerings, including ready-to-eat meals and 

snack options, are also cited as one of the fastest-

growing product categories for convenience stores in 

Australia by Convenience World2. 

This growth is driven by the rising demand for grab-and-

go food items, particularly among younger consumers 

who prioritise convenience and accessibility.

The National Monitor of Fuel Consumer Attitudes has 

traditionally identified cold drinks, snacks, chips, and 

lollies as the top product categories. 

However, since tracking began in 2017, preferences 

have shifted, with coffee becoming the most popular 

item in 2022 and matching cold drinks in popularity by 

2024. Demand for café-style food and fast food has 

steadily increased, while grocery staples have declined. 

As the transition to a low-carbon economy progresses, 

including rising electric vehicle sales, fuel and 

convenience retailers face increasing uncertainty about 

the mix of products they need to offer to attract 

customers. 

Understanding the product categories that drive 

consumer shopping behaviour beyond fuel provides 

some guidance on the product areas to focus on. 

The ACAPMA National Monitor of Fuel Consumer Attitudes tracks consumers 

purchasing behaviour alongside fuel, to provide indications of changes in buying 

preferences over time and across age and location demographics.

37
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Figure 2.8: Items Purchased from Convenience Stores, 2017-2024

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

2022 n=208; 2024 n=198

43%

57%

45%

28%

17%

29%

48% 49%

39%

31%

23%

28%

57%

51%

43%

39%

23%

28%

56% 56%

41%

35%

26%
23%

Coffee Cold drinks Chips, lollies Fast food Café style food Groceries

2017 2019 2022 2024

2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote

Sample 198 37 78 27 41 15

Coffee / hot drink 56% 54% 60% 78% 46% 27%

Cold drinks 56% 46% 59% 48% 56% 73%

Chips, lollies and snacks 41% 38% 46% 33% 44% 33%

Fast / takeaway food 35% 32% 37% 37% 29% 47%

Café style food / meals 26% 27% 27% 33% 24% 7%

Groceries / other convenience 23% 22% 23% 22% 22% 27%

Newspapers / magazines 13% 19% 9% 7% 17% 13%

Non-food items 7% 19% 5% 4% 2% 0%

Table 2.7: Items Purchased from Convenience Stores by Location, 2024

More than half of consumers purchase either a 

coffee or a cold drink when they are refuelling.

Similar to 2022, 56% of responding consumers 

purchase a coffee when they are buying fuel, rising to 

60% of those living in mid-suburban locations and 

78% of those in the outer suburbs. 

Up 5 percentage points from 2022, 56% buy a cold 

drink when they are filling up with fuel, with 

consumers in rural or remote areas (73%) more likely 

to buy a cold drink than those in other locations.

Chips or lollies remain a popular purchase with 

around two in five adding these items to their basket 

when refuelling.

Interestingly, purchase of fast food has dropped from 

39% in 2022 to 35% in 2024, while café-style food has 

increased slightly to 26% in 2024. Café-style food has 

overtaken grocery items (23%) as the more common 

product purchased when buying fuel.

Coffee and cold drinks continue to outperform other product categories. 

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year



This shift is largely due to the evolving role of 

convenience stores as destinations for quick food options, 

including fresh meals, snacks, and beverages. In many 

cases, convenience stores are seen as an alternative to 

traditional quick-service restaurants (QSRs), offering a 

variety of grab-and-go meals and high-quality coffee, 

which attracts customers regardless of whether they need 

to refuel. 

According to the National Association of Convenience 

Stores (NACS)1 the increasing availability of healthier and 

more premium food options has enhanced the appeal of 

convenience stores as standalone food destinations.

Globally, PDI Technologies2 report that stores that have 

integrated electric vehicle (EV) charging stations are 

particularly successful in attracting customers who visit for 

services beyond fuel, such as shopping for snacks and 

meals while waiting for their vehicles to charge. 

This integration aligns with a broader trend of 

convenience stores becoming multi-service hubs that 

cater to various consumer needs in one stop.

In Australia specifically, convenience retailers are 

leveraging foodservice offerings to build customer loyalty 

and increase foot traffic, even among those who do not 

require fuel. This focus on expanding food options and 

enhancing the shopping experience is helping them 

compete effectively against other retail and foodservice 

channels.

Convenience Only Shopping

1: Global Convenience Store Industry Report | NACS

2: Insights on Convenience Store Industry Trends for 2024 | PDI Technologies, Inc.

Globally and in Australia, there is a growing trend of consumers visiting fuel and 

convenience stores without purchasing fuel. 

https://www.convenience.org/Research/Retail-Trends-and-Category-Resources/Global-Convenience-Store-Industry-Report
https://pditechnologies.com/blog/2024-convenience-store-industry-trends-insights/
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Q. Do you ever visit a service station to buy items without buying fuel? 2017 n=1042; 

2019 n=1059; 2022 n=1005; 2024 n=1008

Total Inner city
Middle 

Suburban 
Outer Suburban Regional Rural / remote

Sample 1,008 138 335 183 281 71

2024 38% 51% 40% 26% 35% 44%

2022 33% 41% 36% 31% 33% 17%

2019 29% 47% 30% 24% 23% 26%

30%

44% 44%

26%

12%

29%

37%
39%

29%

15%

33%

54%

46%

34%

14%

38%

53%

46%

35%

22%

Total Under 25 25-39 40-59 60 or over

2017 2019 2022 2024

Figure 2.9:  % Convenience Only Shoppers by Age, 2017-2024

Table 2.8:  % Convenience Only Shoppers by Location, 2019-2024

Since 2017, there has been a steady increase in the 

number of consumers visiting service stations 

without filling up with fuel.

In 2017, three in ten consumers (30%) visited a fuel 

retailer without buying fuel, rising to 33% in 2022, and a 

further 5 percentage points to 38% in 2024. 

This trend is most evident among younger consumers 

and inner-city residents, indicating a shift towards using 

these locations as convenient spots for quick shopping.

Possibly reflecting a lifestyle more inclined toward 

frequent, spontaneous purchases, younger 

consumers are more likely to visit service stations 

for convenience shopping alone.

Relatively consistent with 2022, 53% of consumers aged 

under 25 and 46% of those aged 25-39 used the 

convenience outlet at the service station without buying 

fuel. In contrast, the 40-59 age group shows moderate 

growth, while the 60+ group, despite an increase from 

14% in 2022 to 22% this year, remain significantly less 

likely to visit without the need to purchase fuel. 

This disparity highlights a generational divide, where 

younger consumers view service stations as convenient 

shopping destinations, while older consumers engage 

less frequently. 

Inner-city residents are more likely to visit for 

convenience only.

More inner-city residents are also visiting a fuel outlet for 

convenience shopping only, with over half (51%) doing so 

in 2024, up from 41% in 2022. In contrast, those in outer 

suburbs (26%) are much less likely to visit without the 

need for fuel.

Interestingly, 44% of responding consumers from rural 

and remote say they visited a fuel outlet without buying 

fuel in 2024, up from just 17% in 2022.

Consumers are more likely to visit retailers to buy products without purchasing 
fuel than in 2022.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous years

Significantly higher / lower than previous year
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Cold Drink

Consistent with 2022, buying a cold drink is the most 

popular reason for visiting a fuel retailer without 

purchasing fuel.

Figure 2.10:  Top Five Reasons for Convenience Only Visit, 2024

Purchases of coffee and snacks continue to grow 

as reasons to visit without buying fuel, while top-up 

groceries and fast-food purchases are declining.

37%

Coffee

Coffee is the next most popular reason for 

consumers to visit for convenience only, up 6 

percentage points since 2019.
30%

Snack

The purchase of snacks has grown in popularity over 

the years, up from 21% in 2017. 29%

Use Facilities

Interestingly the use of an fuel and convenience 

retailer to use the facilities has increased 

significantly, up from just 11% in 2022. 
17%

Top-up Groceries

The purchase of essential items like top-up groceries 

as a reason to visit without buying fuel is at its lowest 

level since the inception of the monitor.
14%

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; 2024 n=378 



42Q. 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; 2024 n=378

28%

21% 21%

14%

25%

12%

5%

12%

28%

24%

19%
18%

24%

14%

9%
10%

37%

29%

26%

11%

15%

19%

11%

8%

37%

30%
29%

17%

14%
12%

10%
8%

Cold drink Coffee / hot

drink

Snack Use facilities Buy ‘top up’ 

groceries

Fast food /

takeaway meal

Café style food /

meals

Newspaper /

magazine

2017 2019 2022 2024

Figure 2.11: Reason for Convenience Only Visit, 2017-2024

2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote
Under 25 25-39 40-59 60 or more

Sample 378 70 133 47 97 31 63 135 127 53

Cold drink 37% 26% 38% 40% 38% 45% 48% 39% 35% 21%

Coffee / hot drink 30% 33% 36% 38% 24% 10% 17% 31% 40% 21%

Snack 29% 49% 23% 30% 26% 19% 40% 39% 23% 8%

Use facilities 17% 17% 19% 15% 16% 16% 21% 21% 13% 15%

Buy ‘top up’ groceries 14% 13% 14% 6% 19% 16% 11% 13% 16% 19%

Fast food / takeaway meal 12% 14% 15% 6% 8% 19% 13% 13% 11% 13%

Café style food / meals 10% 10% 11% 6% 9% 6% 5% 12% 10% 8%

Newspaper / magazine 8% 9% 5% 2% 11% 13% 2% 4% 6% 28%

Other non-food items 7% 4% 8% 11% 5% 13% 5% 7% 8% 11%

Table 2.9: Reason for Convenience Only Visit by Location and Age, 2024

Over time, these categories have grown in popularity, 

while other items like top-up groceries and newspapers 

have declined.

There has been a noticeable increase from 2017 to 2024 

in the purchase of coffee (30%, up from 21% in 2017) 

and snacks (29%, up from 21%). 

In contrast, categories like top-up groceries and 

takeaway food have declined and are at their lowest 

levels since the survey inception at just 14% and 12% 

respectively, suggesting a shift in consumer behaviour 

toward quicker, and possibly healthier options, rather 

than essential items or fast food. 

In 2024, a notable trend is the rise in the use of facilities 

compared to 2022, indicating perhaps a growing need for 

service stations to offer more than just products.

Inner-city residents (49%) and those aged between 25 

and 39 (39%) are most likely to buy snacks when 

visiting, while older consumers lean more towards coffee 

(40% of 40–59-year-olds) or newspapers or magazines 

(28% of 60+). 

The primary reasons consumers visit service stations without purchasing fuel 
are to buy cold drinks, coffee, and snacks. 

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous years

Significantly higher / lower than previous year
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2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote

Sample 1008 138 335 183 281 71

Visiting More Often 11% 20% 11% 5% 9% 8%

Visiting Less Often 21% 25% 26% 14% 17% 23%

No change 69% 54% 63% 81% 74% 69%

11%

31%

13%
11%

4%

11%

19%
16%

7% 6%

Total Under 25 25-39 40-59 60 or over

2022 2024

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

habits over the last 12 months?  2022 n=1005; 2024 n=1008

Figure 2.12:  % Consumers Shopping at Small Groceries / Convenience Stores More Often, by Age 2022-2024

Table 2.10:  Frequency of Shopping at Small Groceries / Convenience Stores , by Location

Grocery and convenience shopping habits have 

remained largely stable, with 69% of respondents in 2024 

reporting no change in where they shop, slightly down 

from 73% in 2022. 

The proportion of consumers using small grocery or 

convenience stores more often remains unchanged at 

11%., while there has been a rise in those shopping less 

frequently at small stores, from 15% in 2022 to 21% in 

2024.

While overall consumer grocery and convenience 

shopping habits are broadly unchanged, there are 

interesting shifts around the type of consumer 

driving visits. 

Younger consumers are more likely to have changed 

their shopping habits, with 19% of those aged 18-24 

shopping more often at small grocery and convenience 

stores – although this is down from 31% in 2022. Further, 

31% of 18-24-year-olds and 28% of 25-39-year-olds are 

shopping less at these stores.

In contrast, older age groups (40-59 and over 60) report 

more stability, with up to 85% of those over 60 indicating 

no change in their shopping habits.

Location also plays a big role with urban dwellers 

still the most frequent visitors.

Up from 17% in 2022, one in five inner-city residents are 

visiting convenience and small grocery stores more often 

in the past 12 months. This is significantly higher than all 

other locations.

In contrast, over a quarter (26%) of consumers in middle 

suburbs say they are using small grocery and 

convenience stores less often, perhaps indicating that 

financial pressures are being felt more acutely in these 

areas.

Outer suburban and rural and remote areas lag behind, 

with just 5% of outer suburban consumers and 8% of 

rural residents shopping in small convenience stores 

more frequently in the past year, hinting at the impact of 

accessibility and store presence on consumer behavior.

While 69% of consumers have not changed their shopping habits, one in five 
say they are using convenience stores less often.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year
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Table 2.11:  Reason for Shopping More Frequently at Small Groceries / Convenience Stores, 2022-2024

2022 2024

Sample 114 107

It’s closer to home 37% 41%

It’s quicker to get what I need 21% 30%

It’s cheaper 24% 21%

To support local business 20% 21%

It’s not as crowded 17% 19%

The service is more personal / friendly 17% 17%

To support Australian owned business 19% 16%

They have the brands I prefer 11% 9%

Location and speed are the primary motivators for 

shopping more often at small grocery or 

convenience stores. 

When examining these trends by gender, both men 

(43%) and women (40%) indicate that proximity to home 

is the leading reason for their visits, suggesting a shared 

value in convenience. 

Consumers aged between 25 and 39 and 40 to 59 also 

prioritise convenience and proximity, with 48% and 46% 

respectively shopping more often at smaller stores 

because it is closer to home and, 33% and 27% 

respectively because it is quicker to get what they need.

Location-wise, those residing in inner cities also visit 

smaller stores because they are closer to home, and it is 

faster to get the items they need (both 43%). 

Just over one in five consumers indicate that shopping at 

smaller stores is cheaper overall than large format retail, 

although this is down slightly from 2022, when 24% 

believed it was cheaper.

Overall, 21%  of those who are visiting small retail stores 

more frequently do so to support local business in their 

area. This rises to 27% of consumers aged between 40 

and 59.

When asked what would attract them to visit 

convenience stores more often, consumers across 

all areas prioritise a greater variety of grocery items 

over food and dining options at convenience outlets.

On average, 67% of respondents prefer more grocery 

variety, with the highest preference in middle-ring 

suburban areas (71%) and rural or remote areas (69%). 

In contrast, 33% of respondents prefer more food and 

dining options, with slightly higher interest in outer-ring 

suburban areas (39%) and regional towns or cities 

(34%). Overall, the preference for groceries remains 

dominant across all regions.

Q. What is the main reason you are shopping more at small grocery / convenience stores? 2022 n=114; 2024 n=107

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Convenience and proximity drive shopping habits at small format retail stores. 
With a greater range of grocery items more likely to attract consumers than food 
and dining options .



Three in five respondents say that the price of the products at 

convenience stores is more important to them than the quality. 

The remaining 40% rate product quality as most important. 

This trend is reversed for consumers residing in the inner cities, 

with 54% indicating the quality of the products is more important 

to them than the price they have to pay.

Positively, one in five consumers (20%) rate product quality at 

fuel and convenience outlets as better than large grocery 

retailers, with just over half (53%) saying there is no difference.  

Only 26% view it as worse, with no significant differences across 

age, gender, or location.

Although 30% are willing to pay more for convenience to save 

time, 60% are not willing to compromise on price, and only 12% 

prefer convenience over a supermarket trip. 

Consumers under 60 are significantly more likely to be willing to 

pay for convenience (34%) compared to those over 60, three-

quarters of whom are unwilling to spend more to shop at a 

convenience store.  

Inner city residents are also far more prepared to pay more 

because it saves them time (44%) or because it is easier than a 

supermarket (28%).

2024

Much worse 3%        

Slightly worse 22%        

About the same 53%        

Slightly better 14%        

Much better 7%        

Don’t know 1%        

NET Worse 26%

NET Better 20%

Table 2.12: Comparison of Quality Between Fuel & 

Convenience and Other Grocery Retailers, 2024

Q. Thinking about food and convenience items more broadly, how would you rate the quality of the convenience/food items available 

at fuel and convenience outlets, compared to other grocery retailers? 2024 n= 487 / Q. Which is more important to you? 2024 n=487

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

While price takes priority for most consumers, convenience and quality still matter to 

a large segment of the market.

Price Versus Quality

40%

54%
42% 42%

27% 31%

60%

46%
58% 58%

73% 69%

Total Inner city Middle ring

suburban area

Outer ring suburban

area

Regional town / city Rural or remote area

Quality Price

Figure 2.13:  Relative Importance of Price versus Quality, by Location 2024

Price is more important 

than quality for two in five 

customers. 
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While price is more important to 

a majority of consumers, over 

two in five consumers are 

prepared to pay a bit more at 

convenience stores because it 

is easier and saves them time. 

 

2024 Inner City
Middle 

Suburban 

Outer 

Suburban 
Regional

Rural / 

Remote

Yes, it saves me time 30% 44% 32% 24% 26% 24%

Yes, easier than supermarket 12% 28% 10% 7% 11% 6%

Yes, other reason 4% 1% 3% 4% 4% 10%

No 60% 41% 59% 68% 63% 63%

Table 2.15:  Preparedness to Pay More for Products at Convenience Stores, 2024

Figure 2.14:  Relative Importance of Price versus Quality, by Age 2024

Q. Are you prepared to pay a little more for products at a convenience store? NB: 

Respondents could choose more than one reason 2024 n=1008 

Significantly higher / lower than total

Q. Which is more important to you? 2024 n=487

40%

29%

43% 40% 39%

60%

71%

57% 60% 61%

Total 18-24 25-39 40-59 60 and over

Quality Price



Beyond Fuel and 

Convenience
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Globally, convenience retailers are expanding their food 

service offerings1. Traditionally, these stores were known 

for quick snacks and beverages, but there has been a 

shift towards restaurant-quality meals, including made-

to-order and fresh food options. 

This evolution is aimed at attracting a diverse customer 

base seeking quick yet quality meal solutions. Fuel and 

convenience outlets are increasingly embracing the 

foodservice model, with brands investing in fresh, high-

quality meals and gourmet coffee options to attract and 

retain customers. 

According to CStore Decisions2, many fuel and 

convenience stores now serve as quick meal 

destinations, providing convenience without 

compromising on quality. The focus on fresh food aligns 

with broader consumer demand for healthier, fresher 

food options.

To test Australian consumers willingness to dine on-

premise at fuel and convenience outlets, the ACAPMA 

National Monitor for Fuel Consumer Attitudes asked if 

they had ever dined at an fuel and convenience outlet 

and the circumstances that drove the decision. 

It also canvassed what would encourage consumers to 

dine in at a fuel and convenience retailer.

Dining on Premise

1: https://www.intouchinsight.com/blog/top-trends-from-c-store-report/

2: https://cstoredecisions.com/2023/11/30/how-foodservice-will-shape-2024/

With a retailers expanding foodservice with restaurant-quality options to attract 

diners, the National Monitor tested consumer attitudes and preferences in relation 

to dining on premise.

https://www.intouchinsight.com/blog/top-trends-from-c-store-report/
https://cstoredecisions.com/2023/11/30/how-foodservice-will-shape-2024/
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Q, Have you ever eaten a meal / dined-in at a fuel and convenience retailer? 2024 n=1008 / Q. When have you eaten a meal / 

dined in at a food and convenience retailer? 2024 n=546

Over half (54%) of responding consumers have dined on-

premise, with fast-food chains connected to fuel premises 

(25%) the most popular option, followed by 21% having 

eaten at a roadhouse.

Unsurprisingly, consumers who generally purchase 

other items when buying fuel have a higher 

propensity to dine at a fuel outlet. 

Almost two thirds (65%) of those who buy convenience 

when refuelling have also eaten a meal at the premises.

Younger consumers aged under 39 (29%), are more likely 

to have eaten at a fast-food chain connected to the 

premises than other age groups.  In contrast, older 

demographics (60+) are more likely to indicate they have 

eaten at a roadhouse (31%) than the fast-food outlet 

connected to the premise (14%).

Consumers in the inner-cities (33%) or living in rural or 

remote areas (31%) are more likely to have eaten a meal 

at the fast-food outlet than those in other locations.

The primary reason for eating on-premise for a vast 

majority of consumers is to have a break during a 

long trip.

Overall, four in five respondents have stopped for a meal 

while on a long drive, and this rises to 93% of older 

consumers aged 60 or more.

Eaten at fast-

food chain 

connected to the 

premises, 25%

Eaten at a 

roadhouse, 21%

Eaten 

within the 

F&C 

outlet, 8%

Only purchased 

food to take 

away, 22%

Never buy food at 

fuel and 

convenience 

outlets, 24%

A notable proportion of Australian consumers have dined at fuel and convenience 
retailers, particularly younger individuals and those residing in urban areas. 

2024

Sample 546

On a long trip / drive 80%

After filling up my vehicle 18%

When craving a meal or snack 17%

During a work break / lunchtime 12%

On the way to / from work 12%

When attending an event / visiting nearby 5%

There was a promotion of new food offerings 5%

While I was waiting to charge my vehicle 4%

Inner city residents and those in rural 

or remote areas show a higher 

propensity to eat at a fast-food outlet 

connected to the fuel retailer.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Table 3.1: When Dined at a Fuel and Convenience Retailer, 2024

Figure 3.1: Whether Ever Eaten a Meal / Dined at a Fuel and 

Convenience Retailer, 2024



A focus on fresh and healthy meal options, along 

with an environment that is welcoming and 

pleasant to dine in would attract consumers to eat 

more often at a fuel and convenience retailer.

Almost half of consumers (49%) would consider dining 

at a fuel and convenience outlet more often if it offered 

high quality, fresh food and meal options. This rises to 

almost six in ten (59%) consumers who also purchase 

convenience items when they are refuelling.

A further 44% indicate that a pleasant atmosphere that 

provides enough comfortable seating would encourage 

greater visitation. Again, consumers who also purchase 

convenience when buying fuel are more likely to 

indicate that an enticing eating environment would 

attract them to eat in than those who purchase fuel only 

(55% and 41% respectively).

Convenient locations (28%) and special offers or 

discounts (27%) would also encourage greater 

frequency of dining in at the fuel outlet.

Over two in five consumers perceive the cost of 

on-premise dining as too expensive, and therefore 

they would not consider eating at a fuel and 

convenience retailer.

Another 23% say they would never consider eating at a 

fuel outlet, rising to 40% of consumers aged 60+ and 

28% of males.

Encouraging Greater Dining on Premises

More high quality, freshly cooked meal options 49%

A pleasant environment to dine in with sufficient, 

comfortable seating
44%

A larger variety of food options 29%

Convenient location near my travel route 28%

Special promotions or discounts 28%

Availability of WIFI / charging stations 14%

Efficient table service 13%

Recommendations or positive reviews 9%

Vegetarian / vegan options 9%

Ability to buy alcohol with my meal 5%

Q. Which of the following would encourage you to consider dining / dining more often on the premises at a fuel and convenience retailer? 2024 n=1008

Q. What are the main reasons you don’t eat at a fuel and convenience premises? 2024 n=462

42% 

Will not eat at a convenience 

store because it is too 

expensive

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Table 3.2: Factors Encouraging On Premises Dining, 2024
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“I’ve eaten several times. Because 

sometimes if I go on a road trip you stop 

by large fuel stations which have a 

seating area attached to it, to be able to 

enjoy a meal there. What I liked was the 

availability of the food they had and also 

the area was not in a busy place and 

you can enjoy your meal.”



Globally, the availability of alcohol at fuel and 

convenience retailers is growing, especially in markets 

where convenience and ready-to-drink (RTD) products 

have surged in popularity. In regions like North America 

and Europe, where the regulatory environment is more 

permissive, the trend of selling alcohol at fuel and 

convenience outlets is on the rise.

In the United Kingdom, fuel and forecourt retailers are a 

key part of the convenience sector, contributing 

significantly to retail sales outside of fuel1 . This model 

supports alcohol sales as part of a diversified product 

offering, which has become central to the strategy of 

forecourt retailers looking to boost non-fuel revenue 

streams. 

This trend indicates that consumers are opting for 

convenience-based options when purchasing alcohol​.

The sale of alcohol at fuel and convenience outlets in 

Australia is a more complex issue, influenced by state-

specific regulations and community interests. 

In Australia, the general stance is more restrictive, with 

most states requiring a specific off-premise liquor 

license to sell alcohol. This means fuel and convenience 

outlets typically cannot sell alcohol. 

Consumer attitudes towards the sale of alcohol at fuel 

outlets was tested for the first time in this years’ National 

Monitor of Fuel Consumer Attitudes to determine the 

publics’ appetite for an extended product offering 

specifically targeting alcohol sales.

Attitudes to Alcohol Sales

1: https://www.mckinsey.com/industries/oil-and-gas/our-insights/fuel-retail-in-the-age-of-new-mobility/

The National Monitor of Fuel Consumer Attitudes also tested Australian consumer 

appetite for alcohol sales at fuel and convenience outlets.

https://www.intouchinsight.com/blog/top-trends-from-c-store-report/


Nearly half of Australian consumers do not support alcohol sales at fuel 
retailers, with restrictions on quantity and trading hours key to gaining support.

Q. Would you support fuel and convenience retailers expanding their product range to sell alcohol? 2024 n=1008 / * Don’t 

know / no opinion = 19% / Q. What additional restrictions do you think should be in place? 2024 n=209

13%

Yes, with no restrictions

21%

Yes, with restrictions

47%

No, do not support

Feedback highlights divided consumer opinion 

regarding alcohol sales at fuel stations. 

A notable 47% of respondents do not support alcohol 

sales, primarily due to concerns about increased drink 

driving.

On the other hand, 34% of respondents support alcohol 

sales, with 21% of this cohort more cautious in their 

support, saying sales should only be allowed with certain  

restrictions. A further 19% either do not have an opinion or 

don’t know if they would support sales of alcohol.

When those without a firm opinion are excluded, 58% of 

consumers are against sales of alcohol at convenience 

stores.

Interestingly, Australian males are significantly less likely 

to support the sale of alcohol than their female 

counterparts. 

Over half of men (52%) do not support alcohol sales at 

fuel and convenience outlets, compared to 43% of 

females. However, females are also more likely to provide 

conditional support, with over a quarter (26%) indicating 

restrictions would need to be applied.

Additional restrictions on alcohol sales include a 

separate section of the convenience store, or limits 

on either quantities sold or trading hours.

Almost half of respondents (47%) who support the sale of 

alcohol with restrictions want it to be sold in a separate 

section of the outlet, while just over two in five prefer that 

the quantity of alcohol in each sale is limited.

Three in ten (31%) believe that the trading hours for the 

sale of alcohol would need to be limited.

There are no significant differences in opinions about 

restrictions across age, location, or gender.

Additional Restrictions with Alcohol Sales

Sample 209

Within the store, in a separate section 47%

Limits on product quantities 41%

Limits on trading hours 31%

In a connected store with a separate entry 25%

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Figure 3.2: Level of Support for Alcohol Sales, 2024

Table 3.3: Additional Restrictions with Alcohol Sales

53



Concern about drink driving the main reason for opposition to alcohol sales at fuel 
and convenience outlets. 

“Well, it makes it easier to access 

and ‘cause you’re already on the road 

makes more people want to start 

drinking and driving right away.”

54

The primary reasons consumers oppose alcohol 

sales at fuel retailers in Australia is a concern 

about increased drink driving, as well as a belief 

alcohol should only be sold at dedicated liquor 

stores.

A majority (56%) of Australians are concerned about 

increased instances of drink driving, with slightly higher 

concern among those in inner cities (63%), regional 

(60%), and rural or remote areas (61%). 

Additionally, 43% believe that alcohol should only be 

available at dedicated liquor stores. This rises to 54% 

of those aged 60 and over, whereas only 21% of those 

under 25 hold this view.

Additional concerns include the potential for 

increased anti-social behavior, staff safety, and 

theft. 

Gender differences reveal that women are slightly more 

likely than men to cite staff safety (24% versus 21%) 

and personal safety concerns (19% versus 12%) as a 

concerning aspect of sales of alcohol. 

Notably, young consumers are more worried about 

their own safety and that of staff at the outlet than 

older consumers.

While overall, 22% of consumers are concerned about 

the safety of staff at the retailer or their personal safety 

when visiting (15%), these concerns are significantly 

more pronounced for young consumers aged under 25 

(38% and 31% respectively). 

While concerns about the sales of alcohol to minors 

was a prominent theme in the qualitative interviews 

conducted for this Monitor, this does not appear to be a 

significant factor for consumers, with just 15% 

indicating this was one of their biggest issues around 

alcohol sales. 

Do Not Support Alcohol Sales at Fuel and Convenience 

Concerns about increased drink driving 56%

Should only be sold at dedicated liquor stores 43%

Encourages greater alcohol consumption 31%

Increased anti-social behaviour around the outlet 31%

The safety of staff 22%

Increased risk of theft from the retail outlet 17%

Negative impact on the area / community 16%

Concerns about sales to under-age people 15%

Concerns about my safety when visiting 15%

Extended availability of alcohol 12%

Q. Of the following, which best describes the main 

reasons you do not support the sale of alcohol at 

these outlets? 2024 n=478

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Table 3.4: Reasons Consumers Do Not Support Alcohol Sales at 

Fuel Outlets, 2024
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Consumers who support the sale of alcohol at fuel 

retailers value the convenience of location and the 

ability to complete multiple tasks in one stop. 

The proximity of fuel and convenience outlets is the primary 

reason 38% of consumers support the sale of alcohol, with 

consumers aged 60+ (45%) most likely to say convenience 

of location is a reason for their support. 

Just over three in ten also appreciate the convenience of 

one-stop shopping, rising to 38% of those living in outer 

suburban areas or aged between 40 and 59.

Meeting last-minute needs and perceptions of 

competitive pricing are also among the biggest 

reasons for consumer support of alcohol sales. 

Women are more likely than men to value meeting last-

minute or unexpected needs (37% versus 20%) and the 

ease of parking at the outlet (24% versus 18%). Men, on 

the other hand, place more value on competitive pricing 

than women (30% and 17% respectively).

Extended opening hours compared to other retailers and 

the fact that alcohol is sold in other western countries 

around the world are also reasons for supporting sales of 

alcohol at fuel and convenience outlets for just over one in 

five (21%) consumers.

Convenience and the ability to meet last minute needs are the primary reasons 
for supporting the sale of alcohol. 

Support Alcohol Sales at Fuel and Convenience Retailers

Convenience of location 38%

Convenience of one-stop shopping 31%

Meeting last-minute or unexpected needs 29%

Competitive pricing 23%

Ease of parking and shopping 21%

Extended opening hours 21%

Available at these retailers in other countries 21%

Helps the retailer diversify their revenue 19%

Trust that they will follow all regulations 17%

More choice / variety of products available 16%

Supporting a local retailer 15%

Q. Of the following, which best describes the main reasons you support the sale of alcohol at these 

outlets? 2024 n=341

“For consumers, it's convenient to 

grab a beer or wine while filling up, 

especially for casual gatherings or 

last-minute needs.”

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Table 3.5: Reasons for Supporting Alcohol Sales at Fuel and 

Convenience Retailers, 2024



The survey reveals divided opinions on the impact of alcohol availability on fuel and 

convenience retailer choice.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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2024 18-24 25–29 30-39 40-49 50-59 Over 60

Sample 1008 118 102 192 186 174 236

Much less likely 16% 7% 11% 14% 12% 20% 23%

Slightly less likely 12% 14% 4% 14% 12% 7% 16%

It wouldn’t make any difference to me 50% 50% 53% 41% 51% 57% 51%

Slightly more likely 13% 22% 22% 15% 13% 7% 5%

Much more likely 6% 6% 6% 10% 9% 4% 2%

Don’t know 4% 2% 5% 6% 3% 4% 3%

Q51. Would the availability of alcohol at your fuel and convenience retailer make you 

more or less likely to shop / buy fuel there? 
Significantly higher / lower than previous year

Table 3.6: Impact of Alcohol Sales on Choice of Fuel and Convenience Retailer, By Age 2024

16% 18% 18% 19% 16%

12%

14%

11% 13% 14%
9%

52%

50%

51%
54% 53%

55%

13%

21%

14%
10% 9% 15%

6% 11% 7% 5% 5% 4%

Total Inner city Middle suburban Outer suburban Regional town / city Rural or remote area

Much less likely Slightly less likely It wouldn’t make any difference to me Slightly more likely Much more likely

Figure 3.3: Impact of Alcohol Sales on Choice of Fuel and Convenience Retailer, by Location 2024

While half of respondents (52%) say it would make no 

difference in their decision to shop there, others express 

both positive and negative sentiments. 

On the positive side, convenience and time-saving 

benefits appeal to some respondents, particularly 

younger age groups (22% of 18-29-year-olds are slightly 

more likely to shop there). They value the one-stop-shop 

concept, especially for late-hour purchases or special 

occasions.

Conversely, safety concerns and moral objections are 

key deterrents. Overall, 16% of respondents are much 

less likely to shop at these outlets if alcohol is sold, with 

older consumers (20% of 50-59-year-olds and 23% of 

those over 60) expressing stronger opposition. 

Regional differences are also evident. Inner-city 

respondents are more open to alcohol sales, with 21% 

slightly more likely to shop at outlets offering alcohol, 

compared to lower enthusiasm in outer suburbs and 

regional areas. However, across all regions, concerns 

about safety and values persist, with respondents calling 

for alcohol to remain separate from essential services like 

fuel.

These insights highlight the challenge for retailers: 

balancing the appeal of convenience with the need to 

address safety, moral concerns, and community 

expectations.



Q. Would the availability of alcohol impact your decision to shop at fuel and convenience retailers? N=100 qualitative 

interviews 57

Positive Impact on Consumer Behaviour

Convenience and Time-Saving / One Stop Shop

Some respondents view the availability of alcohol at fuel and convenience retailers as having a positive impact 

their decision to shop. They appreciate the convenience and time-saving aspect, as it offers a one-stop shop 

solution, aligning with busy lifestyles. 

• "It adds convenience because you can do your shop in one store instead of various stores."

• "Yeah, it would cause of easy access and less stops."

• "Yes, it would make the retailer more appealing because it would save me significant time.”

Late Hours, Special Occasions, and Specific Needs

Some respondents find the availability of alcohol at fuel and convenience retailers more appealing to meet specific 

needs, such as late-hour purchases or special occasions.

• "More appealing. Especially at the end of the week. I would be more likely to purchase alcohol if I also needed 

fuel at the same time,“

•  "Yes, it would be appealing for people on the way out to dinner or heading to a get-together/party."

•  "An example would be... Friday afternoon driving home from work. I'd stop to get petrol and to save me from 

going to a bottle shop I'd purchase alcohol from the petrol station."

Negative Impact on Consumer Behaviour

Safety Concerns, Drink Driving Risk, Anti-Social Behaviour, and Atmosphere Change 

A significant number of respondents voiced concerns about safety, fearing that the availability of alcohol might 

lead to increased crime, drink driving, and an unsafe atmosphere.

• "Less appealing as it’s dangerous. Encourages drink driving."

• "It would be less appealing because of the chance of drunks in the area."

• "I just don’t think it’s a good idea because of potential anti-social behaviour."

• "Alcohol adds an element of vice and danger that is a bit unsavoury to some people."

Personal Values, Family Concerns, and Moral Concerns

This theme includes respondents who are against the sale of alcohol at fuel and convenience retailers due to 

personal values family concerns, or moral reasons.

• "I don’t drink and I would feel uncomfortable if I walked in and there was alcohol placed where I could see it."

• "I wouldn’t enjoy it as much. It would feel out of place. I would feel uncomfortable bringing my grandson in."

• "I don’t think it’s a good idea for family-friendly service stations to sell alcohol."

“

”
The convenience and time-saving aspect would encourage many consumers to 

shop at retailers that offer alcohol, as it offers a one-stop shop solution and aligns 

with busy lifestyles. Safety concerns and the perceived negative impact on the 

atmosphere and community are strong deterrents.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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“I probably wouldn't buy alcohol from 

a service station, so it wouldn't affect 

me. I guess it would be accessible, 

but the negative outweighs the 

positive. The risk of encouraging 

drink driving or the likelihood of 

unsavoury people in the store too 

often.”
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The Australian government’s focus on reducing carbon 

emissions, particularly through initiatives like the National 

Electric Vehicle Strategy1 and incentives for renewable 

energy, has started to set the groundwork for Australian 

consumers in moving towards a low carbon economy. 

Increasingly, consumers expect business to contribute to 

lowering emissions and adopting sustainable practices. 

McKinsey2 research on sustainability and consumer trust 

highlights how industries like fuel retailers are 

increasingly judged by their environmental practices. In 

Australia, 55% of consumers expect fuel retailers to 

focus on sustainability efforts, and 47% say they trust 

retailers that are transparent about their sustainability 

efforts more than those that are not. 

Reports from NAB’s Consumer Sentiment Survey3 also 

highlight growing consumer concern about 

environmental sustainability. Consumers are increasingly 

prioritising companies that demonstrate a commitment to 

reducing their environmental footprint. 

The 2024 National Monitor of Fuel Consumer Attitudes 

sought consumer opinions about the role of fuel and 

convenience retailers in the transition to a low carbon 

economy, if these retailers are moving fast enough to 

support the transition and whether they would prioritise 

visits to fuel retailers who demonstrate sustainable 

practices in their operations.

Supporting the Transition to a Low Carbon Economy

1: https://www.dcceew.gov.au/energy/transport/national-electric-vehicle-strategy/

2: https://www.mckinsey.com/industries/retail/our-insights 

3: https://business.nab.com.au/tag/consumer-insights/

Understanding consumer attitudes to the role of fuel and convenience retailers 

amid the shift to a low-carbon economy is a new focus for the National Monitor of 

Fuel Consumer Attitudes.

https://www.dcceew.gov.au/energy/transport/national-electric-vehicle-strategy/
https://www.mckinsey.com/industries/retail/our-insights
https://business.nab.com.au/tag/consumer-insights/


27%

They are doing enough

43%

They are not doing enough

31%

Don’t know

While there is consensus that retailers can and should 

contribute to the transition, fewer see them as bearing 

significant responsibility, with many ambivalent about 

the importance of their role.

While 46% said these outlets can either contribute to (34%) 

or play a major part in the transition (13%), just over one in 

five (22%) believe it is not fuel retailers’ responsibility or 

there is not much they can do, while the remainder are 

either equivocal (20%) or unsure (12%).

Women are more likely to believe fuel retailers have a role 

to play in the transition, with 53% saying they can either 

contribute or should play a major role. In contrast, men 

(30%) and consumers aged over 60 (35%) are more likely to 

indicate fuel and convenience outlets have low or no role in 

the transition.

From an age perspective, younger respondents under 25 

(54%) and aged between 25 and 39 (55%) are the most 

likely to believe the industry has an important role in the 

transition, compared to just 34% of older consumers aged 

60+. 

Opinions on whether fuel and convenience retailers are 

progressing fast enough to support the transition to a 

low carbon economy are mixed, with uncertainty being 

a common sentiment.

Over two in five (43%) do not think the industry is doing 

enough, with no significant differences in opinion across 

gender, age or location. 

However, while just over a quarter (27%) believe fuel and 

convenience outlets are moving fast enough, another three 

in ten are unsure.

Consumers are divided on whether fuel and convenience retailers are doing enough 
to support the low carbon transition, but many agree they have a role to play.

Role of Fuel Retailers in the Transition to a Low Carbon 

Economy

It is not their responsibility 9%

There is not much they can do 13%

Neither important nor unimportant 20%

They can contribute to the transition 34%

They should play a major role 13%

Unsure 12%

Q. How important is the role of fuel and convenience retailers in the 

transition to a low carbon economy? 2024 n=1008

Q. Do you think fuel and convenience retailers are moving fast enough to support the transition to a low carbon economy? 

2024 n=1008

Younger generations are more 

likely to believe the industry has an 

important role to play in 

transitioning to a low carbon 

economy 

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Figure 3.4: Satisfaction with the Speed Fuel and Convenience Retailers are Transitioning to a Low Carbon Economy, 2024

Table 3.7: Role of Fuel Retailers in the Transition to a Low 

Carbon Economy, 2024

60
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In qualitative interviews conducted before the National Monitor Survey, some consumers indicated they believe  

fuel and convenience retailers can play a role in supporting the transition to a low-carbon economy. Most 

commonly, these consumers suggested they should offer more environmentally friendly fuels and alternatives, 

such as biofuels and electric vehicle (EV) charging stations. Other respondents suggest they could raise 

environmental awareness or support carbon offset initiatives, encourage sustainable practices, and minimise 

waste by reducing plastic use and promoting recycling. However, there are mixed opinions, with some 

respondents believing that the responsibility for the transition lies more with the government or larger corporations.

Provision of Better Fuels and Alternatives

A number of respondents suggest that fuel and convenience retailers should offer more environmentally friendly 

fuels and alternatives, such as biofuels.

• "Better fuels... Pretty important.“

•  "I think they should sell more healthy fuel to help the carbon economy"

• "Sell fuel that is better for the environment“

• "Retailers can increase their supply of low-carbon fuels (such as biofuels, electric vehicle charging facilities) 

and sustainable products to meet consumer demand for environmentally friendly options."

Install EV Charging Stations

Many respondents believe that fuel and convenience retailers should play a significant role in supporting electric 

vehicles by installing EV charging stations. 

• “Have electrical outlets for EV and hybrid users"

• "Providing sustainable alternatives to regular fuel, electric charging stations run on solar..”

• "They should play a big role by adding a sufficient number of charging stations for electric and hybrid vehicles.“

Raising Environmental Awareness and Transparency

Some respondents believe that fuel and convenience retailers should play a role in raising environmental 

awareness and being transparent about their efforts to reduce carbon emissions. 

• "Awareness spreading and transparency..."

• "Inform people what is going on... It is good to know."

• "Awareness and transparency." 

Involvement in Carbon Offset Projects and Sustainable Practices

Other respondents mentioned that fuel and convenience retailers could support carbon offset initiatives and 

encourage sustainable practices. Suggestions include participating in projects like tree planting, funding renewable 

energy projects, minimising waste, reducing plastic use, and providing sustainable products. 

• "Ethically sourced fuel and participation in carbon emissions offset projects like planting trees and funding 

electrical energy projects."

• "Meaningful carbon offsets or investment in renewable or certified green infrastructure should be a priority for 

fuel retailers."

• "Minimise waste"

• "Retailers can encourage behaviours that minimise pollution such as store credits from recycling."

“

”
2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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“Start from actionable and achievable 

initiatives, like reconsidering transport 

and energy options, assessing your 

product range or changing some supply 

partners to ones with clear emissions 

data, will all slowly help reduce retailer 

emissions.”
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68%

Of consumers believe fuel and 

convenience retailers should offer 

alternative, low carbon fuels, or 

electric vehicle charging stations 

Q. How much do you agree that fuel and 

convenience retailers should offer 

alternative, low carbon fuels, or electric 

vehicle charging stations to support the 

transition to a low carbon economy? 2024 

n=1008

Figure 3.5:  Likelihood to use Fuel and Convenience Retailer Who Offers Alternative Fuels / Charging Stations, 2024

4% 4% 3% 4% 6%4% 8% 4% 3% 4%

58%
43% 51% 64%

67%
71%

23%

33%
26%

23%
19%

13%
11% 15% 15% 9% 7% 6%

NET Inner city Middle ring suburban

area

Outer ring suburban

area

Regional town / city Rural or remote area

Much less likely Slightly less likely It doesn’t make any difference to me Slightly more likely Much more likely

Q. Are you more or less likely to use a fuel and convenience retail outlet that offers 

alternative, low carbon fuels or provides electric vehicle charging stations? 2024 n=1008 

(Don’t Know responses excluded)

Offering alternative, low carbon fuels or EV charging 

stations will not change the behaviours of almost three in 

five respondents (58%). 

Overall, only a third of consumers are more likely to use 

fuel and convenience outlets that provide these low 

carbon offerings, with just 11% indicating they would be 

much more likely to support a fuel retailer who did.

Younger consumers are more likely to support service 

stations who do offer these alternatives, with 45% of those 

aged between 25 and 39 saying they are either slightly or 

much more likely to do so. Inner city residents (48%) are 

also more likely than others to visit a retailer with these 

products.

This places retailers in a difficult position. While demand is 

unlikely to shift immediately, as consumer behaviour 

moves slowly toward sustainability, fuel and convenience 

retailers may need to expand low-carbon offerings and 

increase public awareness to attract younger and inner-

city consumers.

Despite a belief that fuel and consumer retailers should offer alternative, low 
carbon options, few consumers will reward these actions by visiting more often.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year



Q. Are you more likely to visit a fuel and convenience outlet that supports clean energy, operates sustainably and/or offers 

alternate energy sources such as EV charging stations? Why or why not?  - Qualitative interviews, 100 repsonses

64

Positive Impact on Consumer Behaviour

Many respondents favour sustainable outlets due to their environmental and ethical values, seeing it as a way to 

contribute to the environment and future generations. Those who already own or plan to purchase electric vehicles (EVs) 

are particularly inclined to visit outlets with EV charging, aligning these choices with their lifestyle needs and values.

• "Yes, support clean energy stations, electric car bays and charging which may encourage more sustainable practice.“

• "Yes. I’ll support because as a citizen of this country it’s my responsibility to protect earth for next generations"

• "Yes, to support their positive environmental impact.“

• "Definitely because I already owned an EV" 

• "Yes, because I have an EV" 

Limited or Neutral Impact on Consumer Behaviour

Price sensitivity is a major factor for many consumers. They support sustainable practices only if prices are competitive, 

expressing that affordability takes precedence over sustainability. Similarly, convenience and proximity are critical 

considerations, with respondents indicating they prefer easily accessible outlets over sustainable ones if the latter is out 

of their way.

• "The price is more important. Rich people with their jets should help the environment themselves."

• "Possibly but my main concern would be the price of the petrol.“

• "I’m not going out of my way to use a different facility if the nearest facility meets my needs I’d go there."

• "Convenience and proximity to my location at the time.“

•  "No, because they will probably be more expensive than a normal outlet."

Neutral or Indifferent Views

A segment of respondents shows indifference or scepticism towards sustainability initiatives, indicating they prioritise 

price and availability over environmental considerations. These individuals express little interest in sustainability unless it 

offers tangible benefits, such as lower costs or direct convenience.

• "No I don’t care for that I just go for my fuel and if it’s cheap.“

• "No, I don't drive an EV so adds no value to me."

• "No, because it doesn’t matter to me."

“

”
Qualitative interviews conducted before the survey reveal diverse attitudes towards visiting fuel and convenience outlets that 

support clean energy, sustainability, or offer EV charging. While some consumers express strong support for these 

initiatives, others prioritise price and convenience over sustainability, and a segment remains indifferent. This range of 

responses highlights the challenges and opportunities for fuel retailers in promoting sustainable practices while balancing 

consumer expectations for affordability and convenience.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes



Assessment of the 

Fuel and Convenience 

Industry
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In 2015, The National Monitor of Fuel Consumer 

Attitudes introduced a Customer Experience Framework 

to measure overall satisfaction with fuel and 

convenience retailers in Australia. Its purpose is to 

provide a methodology to track consumer satisfaction 

with the whole 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.

Retailers can use this data to ensure operational 

strategies continue to meet evolving customer 

expectations. Additionally, the framework enables 

benchmarking over time, helping businesses track the 

effectiveness of initiatives and respond to market 

changes proactively. 

Customer Experience Monitor
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The ACAPMA Customer Experience Monitor provides fuel retailers with a 

framework for optimising customer satisfaction.



Customer Experience Framework, 2017-2024

The customer experience monitor remains consistently high across the key 
metrics of location, environment, efficiency and service. 

Q Thinking about the last time you purchased fuel, please tell us how much you agree 

that: 2015 n=1000; 2017 n=1042; 2019 n=1059; 2022 n=1005; 2024 n=994 - % 

Agree/Strongly Agree

Overall, consumers report positive experiences 

when visiting fuel and convenience retailers, 

highlighting ease of access, cleanliness, and safety. 

Most consumers also found stations convenient and 

accessible, with smooth purchase transactions.

Location

From a location perspective, 89% of consumers agree the 

access to the forecourt is easy and there was a service 

station conveniently located, unchanged from 2022. 

Interestingly however, inner-city residents are significantly 

less likely than their counterparts to agree there is a 

petrol station in a convenient location (80%).

Environment

A vast majority (87%) feel safe when refuelling, although 

at 77%, consumers aged between 18 and 24 are less 

likely to agree with the safety aspect. Eighty four percent 

(84%) also agree the station was clean and well laid out, 

rising to 89% of consumers aged over 60. In contrast, 

those aged between 25 and 39 show lower satisfaction 

with the cleanliness and presentation of the outlet (79%).

Efficiency

Wait times to refuel and transaction efficiency remains 

high, with no change from the 2022 results. Older 

consumers are significantly more satisfied with the speed 

of transactions than their younger counterparts, with 93% 

and 97% respectively agreeing wait times at the pump 

was reasonable and their transaction at the counter was 

completed quickly.

Service

Up 1 percentage point since 2022, 79% of consumers 

agree the staff serving them are friendly and helpful. 

While the ratings for the convenience offerings are lower, 

this is because both fuel only and fuel and convenience 

buyers are included in the question. When examined by 

consumers who purchase products when they refuel, 

83% agree the outlet had products they were interested in 

purchasing. 
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Table 4.1:  Customer Experience Index, 2015-2024

83% consumers who buy 

both fuel and convenience

Customer Experience Index 2015 2017 2019 2022 2024

Location

There is a petrol station in a convenient location 88% 87% 84% 89% 89%

It is easy to enter and exit the forecourt 86% 88% 82% 88% 89%

Environment

The petrol station is clean and well presented 86% 87% 82% 86% 84%

I feel safe at the petrol station 87% 90% 83% 87% 87%

Efficiency

The time I had to wait to access a pump was reasonable 86% 88% 82% 87% 87%

My purchase transaction was completed quickly 91% 91% 87% 91% 91%

Service

Staff were friendly and helpful 81% 80% 76% 78% 79%

Products I was interested in purchasing - 37% 42% 42% 41%

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Significantly higher / lower than previous year
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The concept of the Social License to Operate (SLO) 

originated in the mining industry in the late 1990s1 and 

has evolved into a broader framework used across 

various sectors today. 

In its early development, the SLO was a response to the 

growing power of environmental movements and civil 

society organizations that challenged mining projects on 

social and environmental grounds. The industry 

recognized that obtaining community approval, beyond 

mere regulatory compliance, was crucial for project 

success and stability2.

Today, SLO is widely used across industries to navigate 

stakeholder relations and foster public trust. It has 

become especially relevant for companies involved in 

environmentally sensitive sectors, where community 

support is critical for long-term operations. The 

framework intersects with Environmental, Social, and 

Governance (ESG) criteria, highlighting its evolution from 

a risk management tool to a key element in corporate 

sustainability and ethical business practices .

As concerns about climate change, environmental 

justice, and corporate ethics grow, the SLO continues to 

be a central aspect of corporate governance. Companies 

increasingly see it as not only a means of mitigating 

opposition but as a strategic asset that enhances their 

value proposition and competitive advantage in the 

market.

Fuel and convenience retailers’ social license to operate 

is evaluated in this edition of the ACAPMA National 

Monitor of Fuel Consumer Attitudes. Designed as an 

index score to be tracked over time, it assesses the 

industry’s performance over five key metrics – Trust and 

Credibility; Ethical Practices; Community Engagement; 

Environmental Governance and Economic Contribution.

Trust and Social License to Operate

1: Cooney, J. (1997). Reflections on the Concept of the “Social License.” Presented at the World Bank Conference, Washington, D.C

2: Boutilier, R. G., & Thomson, I. (2011). Modelling and Measuring the Social License to Operate: Fruits of a Dialogue Between 

Theory and Practice. Social License

A Social License to Operate reflects public approval and trust in a business or 

industry to act responsibly and in the best interest of the community.
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While 37% of consumers view the industry positively, 

36% are neutral or unsure, indicating a lack of strong 

opinions. Meanwhile, 27% hold negative views, revealing 

that some believe the industry needs to improve.

Trust levels are similarly divided, with 36% trusting the 

industry to act in the community’s best interest, 35% 

remaining neutral or unsure, and 28% expressing distrust. 

This even distribution suggests that public perception of, 

and trust in, the industry is fragile, presenting both a 

challenge and an opportunity for improvement. 

The large proportion of neutral or unsure respondents 

also suggests ambivalence, indicating that many 

consumers may not feel strongly engaged with the 

industry.

To build trust, improving transparency emerges as a 

key priority. 

Nearly half of those surveyed (46%) indicated that  

clearer pricing strategies would increase their trust in fuel 

retailers. This suggests some dissatisfaction with current 

practices and a need for greater openness in pricing.

Additionally, some respondents highlight sustainability 

and product quality as important factors for trust-building. 

While these are secondary to pricing, they reflect growing 

consumer expectations for responsible business 

practices.

The National Fuel Consumer Attitudes Survey indicates the public holds mixed 
perception of fuel and convenience retailers.

37%

Fuel Retailers Viewed Positively 

by Australian Consumers

36%

Fuel Retailers are Trusted by 

Australian Consumers

Strategies for Building Trust with Consumers

Ensure transparent pricing strategies 46%

Demonstrate commitment to sustainability 11%

Focus on product quality 10%

Improve customer service 7%

Engage with the local community 7%

Enhance communication with the community 4%

Q. Overall, how do you think fuel and convenience retailers are viewed by the Australian public? 2024 n=1008

Q. How much do you trust fuel and convenience retailers to act in the best interests of the community? 2024 n=1008

Q. What is the most important thing fuel and convenience retailers could do to enhance your level of trust in them? 2024 n=1008

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Figure 4.1: Consumer Perceptions of Fuel and Convenience Outlets, 2024

Table 4.2: Strategies for Building Trust with Consumers, 2024

Industry Trust



Q. Why do you trust or distrust fuel and convenience retailers to act in the best interests of the community? 2024 n=561 comments

Transparency and Trust in Service

Many consumers have a positive view of fuel and convenience retailers, believing these businesses are committed 

to operating fairly and transparently. These respondents appreciate the ethical practices and regulatory oversight 

that fuel and convenience retailers are subject to and trust the businesses to be honest and transparent.

• “I have no reason not to trust them, they are providing a community service.”

• “They wouldn’t get away with being untruthful.”

• “They are part of the community and have a responsibility; otherwise, they don’t have a business.”

• “I trust them to provide high-quality fuel and products and to have excellent customer service.”

• “I am sure that they follow all safety procedures and follow the standards that they are set.”

Distrust Due to Inconsistent or Unjustified Pricing

Other consumers called out inconsistencies in fuel pricing across time periods and between locations. This 

inconsistency fosters suspicion about whether retailers are being transparent with their pricing or engaging in 

unethical pricing practices, leading to a lack of trust.

• “Prices vary way too much, and this must be down to the service stations, their owners, and managers.”

• “Pricing can be quite varying in different areas with little to no explanation as to why.”

• “The price cycles of petrol can’t be seen as anything but opportunistic.”

• “They are not transparent in any way. The price increases are way too big to be true.”

• “They put fuel prices up when there are holidays or special occasions when they know people are travelling.”

Perception of Price Gouging and Profit-Driven Behaviour

A large number of respondents perceive fuel retailers to be price gouging, especially during holidays or high-

demand periods. Many believe that the primary motivation of retailers is profit maximisation, often at the expense of 

consumers, which undermines trust in their actions.

• “They price gouge with their fuel prices.”

• “I don't trust retailers who participate in the weekly fuel cycle that happens in many parts of the country. This is 

price fixing and as long as that goes on, I won't trust them.”

• “All they want is profit at the expense of the consumer and environment.”

• “Their prices are crazy, and it is so wrong that they increase prices for fuel drastically before a public holiday.”

• “Because I feel some of them are marking their prices a lot higher than what it needs to be especially in a cost of 

living crisis.”
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“

”
Responding consumers were asked to explain in their own words their reasons for their rating of 

trust in the industry to act in the best interest of the community. Many respondents indicated 

positive trust in fuel and convenience retailers, noting that they are subject to regulatory 

oversight. However, others expressed distrust due to perceptions of price manipulation, lack of 

transparency, and profit-driven motives.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes
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“It appears to be a hamster wheel 

situation — people need fuel to travel to 

work, school, etc., it feels that we have 

no choice but to pay whatever price the 

fuel rises to, as it’s a necessity. 

It comes across as price gouging and 

the public (including myself) don’t 

completely understand who is setting 

these prices and who is profiting.”



While not a formal or legal requirement, a social licence 

to operate (SLO) reflects the perceived legitimacy and 

trustworthiness of a business or sector in the eyes of the 

public and other relevant groups, such as customers, 

employees, and local communities. 

Gaining and maintaining a social license requires 

engaging with stakeholders and being responsive to their 

concerns, particularly in areas of ethical business 

practices, environmental stewardship, and social 

responsibility.

To measure the SLO of the fuel industry in Australia, 

the ACAPMA National Monitor of Fuel Consumer 

Attitudes asked consumers a series of statements 

specifically relevant to the industry. 

Designed as an index score to be tracked over time, it 

assesses the industry’s performance over five key 

metrics – Trust and Reputation; Ethical Practices; 

Community Engagement; Environmental Governance 

and Economic Contribution.

Fuel retailers in Australia maintain relatively strong levels 

of trust in core operations, however there is room for 

improvement, particularly in community engagement and 

environmental governance.

Over seven in ten consumers trust fuel retailers to supply 

the advertised type of fuel (77%) in the advertised 

quantities (71%). They are more sceptical about pricing 

practices (37%) and offering quality food at fair prices 

(45%)

A majority also believe that retailers operate ethically 

(54%), treat their employees fairly (56%) and comply 

with relevant regulations (70%).

Most consumers also agree that fuel retailers contribute 

positively to the Australian economy (57%) and provide 

valuable opportunities for employment in the industry 

(69%).

However, fewer agree the industry is committed to 

sustainable practices (42%) or that it invests in 

sustainability to reduce carbon emissions (33%).

There are mixed feelings about retailers' community 

engagement. Two in five (40%) agree fuel and 

convenience retailers actively support the community in 

times of need, and/or consult regularly with consumers to 

understand needs (35%). 

Of note, it is consumers residing in inner urban areas 

who are most likely to agree the industry supports 

communities in times of need (50%) and consult with 

their local community (54%).

Factors measured for social license to operate include:

1.Trust & Reputation - The level of trust stakeholders place in the organisation or industry, based on transparency, 

honesty, and reliability. Public perception of the industry or company, including how its actions align with community 

values and expectations.

2. Ethical Practices – Adherence to ethical business conduct, including corporate governance, compliance with 

legislation and regulation, and the treatment of workers and suppliers.

3.Community Engagement – How effectively the organisation communicates and involves the community in its 

operations and decision-making processes.

4.Environmental Governance – The organisation’s approach to managing environmental risks, such as 

sustainability practices, resource management, and pollution control.

5.Economic Contributions – The perceived benefits the organisation brings to the community, such as job creation, 

local investments, and economic development.

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Social Licence to Operate
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The inaugural industry SLO index shows that while consumers trust the quality 

and safety of fuel, there are concerns about pricing transparency and the broader 

social impact of fuel retailers. 



Q Overall, thinking about the fuel and convenience retailers you visit, how much do you agree that: 2024 

n=1008 (Don’t Know excluded)

It is easy to enter and exit the forecourt

The petrol station is clean and well presented

I feel safe at the petrol station

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

Staff were friendly and helpful

Social License to Operate, 2024
NET 

Disagree
Neutral

NET 

Agree

Trust & Credibility - Index Score  62.1

Always supply the type of fuel I select at the pump 6% 17% 77%

Volume of fuel shown at the pump matches the volume delivered 9% 20% 71%

Provide quality food at a fair price 26% 28% 45%

Transparent in their pricing practices 36% 27% 37%

Ethical Practices - Index Score 65.7

Operate ethically 10% 36% 54%

Treat their employees fairly and with respect 10% 34% 56%

Comply with the relevant laws and regulations 4% 26% 70%

Community Engagement – Index Score 50.6

Actively support the community in times of need (e.g. bushfires, floods) 22% 37% 40%

Regularly consult with community members to understand needs and expectations 35% 30% 35%

Take part in charitable activities and local events that benefit the community. 33% 33% 34%

Environmental Governance - Index Score 50.7

Committed to sustainable practices, such as recycling and reduction of waste 22% 36% 42%

Keep customers informed about measures they are taking to transition to low-carbon 38% 32% 30%

Investing in initiatives to improve sustainability and reduce carbon emissions 30% 37% 33%

Economic Contribution - Index Score 64.4

Contribute positively to the local economy 13% 30% 57%

Provide valuable job opportunities 8% 24% 69%

Support local businesses and suppliers 18% 33% 50%

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Table 4.3: Agreement with Factors of Social License to Operate, 2024
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Figure 4.2: Social License to Operate (SLO) Index Score, 2024

Fuel & Convenience Retailers Social License to Operate Index Score - 2024

Fuel retailers in Australia maintain relatively strong levels of trust in core 

operations, however there is room for improvement, particularly in community 

engagement and environmental governance.

59.2

SLO Index 

Score 2024

62.1

64.4

65.750.7

50.6

Trust and Credibility

• Always supply type of fuel 

selected at the pump (77%)

• Volume shown matches the 

volume delivered (71%)

• Provide quality food at a fair 

price (45%)

• Transparent in their pricing 

practices (37%)

Ethical Practices

• Operate ethically (54%)

• Treat employees fairly and with 

respect (56%)

• Comply with laws and regulations 

(70%)

Environmental Governance

• Committed to sustainable 

practices (42%)

• Keep customers informed about 

transition to sustainability & low-

carbon (30%)

• Investing in initiatives to 

improve sustainability and 

reduce carbon emissions (33%)

Community Engagement

• Actively support the community 

in times of need (40%) 

• Regularly consult with 

community to understand needs 

and expectations (35%)

• Takes part in activities that 

benefit the community (34%)

Q Overall, thinking about the fuel and convenience retailers you visit, how much do you agree that: 2024 

n=1008 (Don’t Know excluded)
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Methodology and 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 August 2024 via an online survey. A 

nationally representative sample of 1008 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 population in terms of 

age, gender and location. 

Location Count %

ACT 14 1

NSW 331 33

NT 5 0

QLD 171 17

SA 87 9

TAS 33 3

VIC 268 27

WA 99 10

Last visited Count %

Today 107 11

In the last few days 443 44

In the last week 289 29

In the last fortnight 109 111

In the last month 60 6

Longer than a month ago 0 0

Gender Count %

Male 501 50

Female 502 50

Prefer to self-describe 5 0

Age Count %

18-24 118 12

25-29 102 10

30-39 192 19

40-49 186 18

50-59 174 17

60-69 146 14

Over 70 90 9

Income Count %

Less than $40,000 121 12

$40,000 - $70,000 210 21

$70,001 - $100,000 197 20

$100,001 - $150,000 220 22

$150,001 - $200,000 129 13

Over $200,000 81 8

Prefer not to say 50 5

Region Count %

Inner City 138 14

Middle Suburban 

Ring
335 33

Outer Suburban 

Ring
183 18

Regional 281 28

Rural or Remote 71 7

2024 ACAPMA National Monitor of Fuel Consumer Attitudes

Last visited Count %

Petrol 817 81

Diesel 141 14

Electric 14 1

Hybrid 32 3

Plug-in Hybrid 3 0

LPG 1 0
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Survey Matters is a research and strategic insights agency specialising in member-based organisations and 
associations. 

Our work goes beyond surface-level insights to unearth the core truths that drive organisational success. Whether 
it's understanding retention rates, engagement levels, advocacy efforts, designing policy, raising awareness or 
changing behaviour, our insights serve as the cornerstone of meaningful impact and change.

What truly distinguishes Survey Matters is our relentless commitment to our client’s strategies. We don't just deliver 
reports, we forge enduring partnerships grounded in trust and reliability that grow and change as our clients do. Our 
reputation has been built on consistently helping associations drive their goals and mission further. 

As specialists in the association sector, we've dedicated ourselves to supporting organisations to achieve their 
missions. By leveraging our expertise, we deliver insightful research that fuels strategic growth and equips 
organisations with the evidence they need to pursue their strategic agendas.  

For further information about this report, please contact:

Rebecca Sullivan

Co-founder and Research Director

Survey Matters

rsullivan@surveymatters.com.au 

www.surveymatters.com.au

T: 61 3 9452 0101

Mark McKenzie

CEO

ACAPMA

mark@acapma.com.au 

www.acapma.com.au

1300 160 270

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

mailto:rsullivan@surveymatters.com.au
mailto:mark@acapma.com.au

	Cover options
	Slide 1: 2024 National Monitor of Fuel Consumer Attitudes

	Intro pages
	Slide 2: Contents.
	Slide 3: Executive Summary
	Slide 4
	Slide 5

	Key findings
	Slide 6: Key  Findings.
	Slide 7

	Fuel Monitor
	Slide 8: Fuel Monitor 
	Slide 9
	Slide 10
	Slide 11
	Slide 12: Loyalty
	Slide 13: As living expenses rise across Australia, consumers are increasingly loyal to retailers who offer lower prices.
	Slide 14
	Slide 15: Fuel Spend
	Slide 16
	Slide 17: The use of fuel price apps is the most common method for Australian consumers to shop for price, continuing the upward trend in use since 2017.
	Slide 18
	Slide 19
	Slide 20: Opinions are somewhat divided about the amount of control the owner or manager of a fuel and convenience retailer has on the price of fuel.
	Slide 21

	Convenience Monitor
	Slide 22: Convenience Monitor
	Slide 23
	Slide 24
	Slide 25
	Slide 26: While the proportion of consumers who shop at fuel and convenience retailers is steady, purchase frequency appears to have fallen.  
	Slide 27
	Slide 28: Convenience Spend
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46

	Beyond Fuel and Convenience
	Slide 47: Beyond Fuel and Convenience
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64

	Assessment of the Industry
	Slide 65: Assessment of the Fuel and Convenience Industry
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70
	Slide 71
	Slide 72
	Slide 73
	Slide 74

	Methodology
	Slide 75: Appendix
	Slide 76: Methodology and Sample

	Back end pages
	Slide 77: About  Survey Matters.


