«JACAPMA

Austra!aaan Convenience and Petroleum
Marketers Association

2026 National Monitor of
Fuel Consumer Attitudes

Prepared by Survey Matters

matters.

September 2026



Contents.

Introduction 03
Executive Summary 05
Key Findings 07
Detailed Results
Fuel Monitor: The year the fuel crisis hit household budgets (1]
Fuel Security: Fuel security became everyone’s problem 20
Electric Vehicles: The long uneven road to electric 26
The Potential of Forecourt Charging: The forecourt of the future 36
Convenience Monitor: Has the crisis changed the value of convenience 42
Fuel Prices: What consumers understand 53
Trust and Customer Experience: The trust dividend from a tough year 60
Appendix
Methodology and Sample 66
References 67
About 68

I Imatters.



)ACAPMA

N Australasian Convenience and Petroleun
Marketers Association

Introduction

The National Monitor of Fuel Consumer Attitudes has tracked Australian fuel consumers since 2015. Commissioned by the
Australasian Convenience and Petroleum Marketers Association (ACAPMA), the peak body representing fuel and convenience
retailers, it asks the same core questions each wave so that genuine shifts in behaviour can be separated from noise.

The 2026 wave is the sixth, and it arrives at an unusual moment. The research started in May 2026, after the most severe fuel
price event in two decades and the largest excise cut in the tax’s history. Consumers were asked about their habits at a point
when almost none of them had been able to ignore the price of fuel for months.

The research was conducted in two phases. One hundred consumers took part in in-depth Al facilitated online interviews in May
2026, while the impact of the crisis on fuel supply and prices was still recent, and their words appear throughout. A further 1,179
licensed drivers completed the national survey in June 2026, with quotas set to reflect the Australian population by age, gender

and location. A full breakdown of the sample is provided at the end of this report.

This report tells the story those results describe. It is written for a general audience including consumers, media, policymakers
and the wider industry. A companion technical appendix presents data for every question in full, with demographic breakdowns
and significance testing, and is available from ACAPMA.

We trust this report provides information of value to the industry and if you would like further information about this report,
please contact Rowan Lee, CEO ACAPMA via rowan@acapma.com.au.

About ACAPMA

The Australasian Convenience and Petroleum Marketers Association (ACAPMA) is the national industry body that
champions the reasonable interests of all the businesses that operate in the fuel supply chain — from refinery gate to service
station forecourt.

The association activity is geared towards achieving this through meaningful engagement with all Australian Governments on
regulatory issues affecting the industry so that the community’s expectations of our industry are comprehensively
accommodated at least cost to market participants (and ultimately customers).

ACAPMA supports the industry via the delivery of a range of business support services that are specifically designed for the fuel
industry, including: employment compliance, industrial relations, safety compliance, environmental compliance and workforce
skills.

Most importantly, ACAPMA is a staunch supporter of the Australian fuel industry. The association works to promote increased
stakeholder understanding of the way our industry operates and the fact that, for the most part, the industry comprises of
Australian businesses (of all sizes), that are diligently working around the clock to ensure that the transport fuel needs of all
Australians are met in an economically viable and ecologically sustainable manner.

ACAPMA
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Executive
Summary

A market under pressure: tracking consumer attitudes

through the 2026 fuel crisis.

The 2026 National Monitor of Fuel Consumer Attitudes
provides a comprehensive analysis of consumer behaviours
and attitudes across Australia at a pivotal moment for the fuel
and convenience industry.

As the sixth wave of this biennial study, the 2026 Monitor

tracks long-run behavioural trends while examining consumer
responses to the 2026 fuel crisis, attitudes to fuel security and
tax reform, and the accelerating transition to electric vehicles.

An extraordinary market backdrop

The 2026 research was conducted against the most volatile
market conditions since the study began in 2015. Following the
outbreak of conflict in the Middle East in late February 2026,
Brent crude traded above US$100 per barrel and average retail
petrol prices reached 257.2 cents per litre during the week
ending 31 March ', an increase of more 50 cents per litre in
under a month.

Australia drew on strategic reserves for the first time since
2022, the Government reduced fuel excise by 32 cents per litre
from 1 April 2 and in May announced the $14.8 billion
Australian Fuel Security and Resilience Package.? At the same
time, supported by the New Vehicle Efficiency Standard 4 and
the price shock itself, battery electric vehicles reached a record
20% of new vehicle sales across the country in May 2026. °

The fuel crisis has hardened price discipline

Consumers experienced the fuel crisis first and foremost as a
cost-of-living shock. More than half of fuel consumers (55%)
drove less often, 23% increased their use of public transport,
and around one in seven cancelled holidays (16%) or work and
social plans (14%).

As a result, purchasing has become tactical. Forty four percent
(44%) now fill a full tank when prices seem lower, a quarter rely
more on fuel price apps and signage, and one in five switch
between service stations more frequently to manage costs.

These behaviours reinforce long-run trends. Visit frequency
has softened, with 22% of consumers now visiting once a
month or less often, compared to 16% 2 years ago. Price
remains the most important factor in deciding where to buy fuel
(53%), and use of fuel price apps has reached a new high of
44%. Weekly fuel spend has risen, nearly one in three (29%)
now spend more than $75 per week, reflecting higher prices

rather than higher volumes.

Loyalty patterns are stable. One in five consumers (21%)
always use the same service station and 67% rotate between a
few regular stations. Price is the leading loyalty driver (34%),
while the influence of loyalty programs has fallen sharply, from
20% in 2024 to 13%, suggesting rewards points struggle for
relevance when the cost of fuel itself dominates decisions.

Fuel security Is now a mainstream consumer concern

Consumer concerns about the fuel crisis are led by
affordability. Forty five percent (45%) rank rising prices as their
single biggest concern about fuel and 82% place it in their top
three. But security of supply is now firmly on the consumer
agenda, with around half including running out of fuel locally
(49%) or supply disruption (41%) in their top three concerns
arising from the fuel shock.

Consumers views on the best response are to increase
domestic refining capacity (44%), support more domestic fuel
storage (40%) and create larger national fuel reserves (39%).
Four in five consumers (80%) agree the government should
fund an increase in fuel storage capacity, among the strongest
consensus results in this Monitor, and 54% would pay at least
something extra per litre for greater supply certainty.

The qualitative research suggests these views are framed
through both affordability and national vulnerability. Consumers
worry that import dependence leaves Australia exposed to
global conflict, and that the next shock will again arrive at the
household budget.

Consumers back reform in principle, but the road-user
charge divides

Understanding of fuel taxation remains limited. Only 33%
identify that fuel excise flows to general government revenue
and 15% do not know.

Views on a potential road-user charge are finely balanced
(34% support and 29% oppose) with support skewing male and
older, and opposition highest among rural consumers (39%)
and EV drivers (42%). Concerns centre on unfair impacts on
regional Australians (43%), flow-through to the cost of goods
(37%), double taxation during transition (32%) and monitoring
of vehicle use (30%).



Consumers also continue to overestimate retailer economics.
Nearly a third (32%) believe the local retailer has considerable
or complete control over pump prices (up from 27% in 2024),
and 37% believe retailer profit exceeds 10% of the price per
litre.

The EV transition is real, uneven and likely to be gradual

In 2026, a majority of consumers (53%) find electric or hybrid
vehicles more attractive than petrol and diesel cars. But
interest is conditional. A quarter (25%) say EVs are
unaffordable and 29% impractical for their needs and,
subsequently, intentions for the next purchase still favour
petrol (57% likely) and hybrids (50%) over full EVs (39%).

The divide is geographic and generational. The proportion
rating EV’s more attractive than petrol or diesel vehicles
reaches 68% in inner cities but just 30% in rural areas. Nearly
two thirds (64%) of respondents aged 25-39 rate EV’s as more
attractive, compared to just 44% of the over 60 age group.
Barriers are practical, not ideological, with up-front cost (40%),
battery life (36%) and charging access (28%) the main
concerns.

Critically for the industry, consumers already see fuel and
convenience retailers in the charging ecosystem. Among EV
and PHEV drivers, 69% have already charged at a fuel and
convenience outlet, while 46% of other consumers would be
likely to use one. Site choice will be won on the cost of
charging, fast charging and convenient locations, the key
considerations for consumers choosing a charging location.

Convenience is resilient but spend is more cautious

The proportion of consumers who purchase other items when
buying fuel or charging has edged up to 22% (from 20% in
2024) but underlying spend behaviour is cautious.

Price remains by far the biggest barrier to attaching
convenience to fuel purchases (79%, a new high), and
complaints about limited range (25%) and product quality
(14%) have both risen.

Among convenience buyers, purchase frequency has softened
(46% buy often or always, down from 58%), while transaction
values have held, with 39% spending $11-$20.

Convenience-only visits have retracted to 34% of consumers
(from 38%), with the decline concentrated among under-25s
and inner-city consumers, consistent with the qualitative
finding that discretionary top-up visits were an early casualty of
the fuel crisis. Cold drinks (37%), coffee (33%) and snacks
(29%) remain the leading reasons for a convenience only visit.

Of interest, there also remains a meaningful premium
segment. Nearly half (47%) are willing to pay a little more for
convenience, largely for time-saving. Consumers preferences

around the focus of the convenience offer are split almost
evenly between quality (49%) and price (51%), with quality
clearly winning among 25-39s and inner-city consumers.

To improve the convenience offer, consumers’ main
preference is greater variety and more grocery items (32%).
Support for alcohol sales remains a minority position (31%
support versus 51% oppose), concentrated among those aged
under 40 and conditional on restrictions.

Trust Is improving and transparency will consolidate It

Perceptions of the industry improved markedly in 2026.
Excluding those unsure, 51% believe the public views fuel and
convenience retailers positively (up from 39% in 2024), and
46% trust retailers to act in the community’s best interests (up
from 38%).

Customer experience fundamentals remain strong, and while
the retail offer continues to be the weakest experience metric,
it is improving.

Consumers are clear about what would deepen trust with
transparent pricing strategies (45%) far ahead of any other
action.

Conclusion

The 2026 Monitor captures an industry at an inflection point.
The fuel crisis has intensified price sensitivity and elevated fuel
security to a mainstream concern on which consumers back
decisive action, including for domestic refining, storage and
reserve capacity.

The EV transition is accelerating but looks like it will be long
and geographically uneven, and consumers already expect
fuel and convenience retailers to be part of the charging
network - provided the fundamentals of speed, availability,
location and price are right.

Convenience demand is resilient but value-conscious and will
reward retailers who improve prices while lifting range and
quality.

And with trust rising from its 2024 base, pricing transparency
remains the single most powerful lever for consolidating the
industry’s social license.
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Key Insights
01

55% of consumers drove less often, 23% used

more public transport, 44% tactically fill the tank

when prices dip and 29% now spend more than
$75 per week on fuel.

)%

Price remains the top driver of station choice
(53%) and loyalty (34%). Fuel price app use
hit a record 44%, while loyalty program
influence fell sharply to 13% (from 20%).

03

82% rank rising prices in their top three concerns
about fuel and around half worry about shortages
or supply disruption. Consumers back more
refining, storage and reserves and 80% support
government-funded storage.

04

Only a third know where fuel excise goes.
Support for a road-user charge (34%)
narrowly exceeds opposition (29%), with
concerns centred on regional fairness, double
taxation and monitoring.

05

53% find EVs attractive and 45% expect to
consider one within six years but cost, battery life
and charging access hold buyers back. Hybrids
are the favoured stepping-stone.

06

69% of EV and PHEV drivers have already
charged at a fuel and convenience outlet and
46% of others would consider it. Fast,
available, fairly priced charging are the top
priorities while amenities could monetise the
wait.

07

Positive perception of the industry is up from 39% to 51%, and trust from 38% to 46%. Consumers’
clearest request to further enhance trust is transparent pricing (45%).




The year fuel hit
the household

The 2026 fuel crisis was not only experienced as an energy crisis, it was
experienced as a household budget crisis - and it changed the way
Australians drive, shop and think about fuel.

matters.
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The 2026 National Monitor of Fuel Consumer Attitudes provides a clear view of
changes in consumer behaviours during a time of significant upheaval and

uncertainty.

Following the outbreak of conflict in the Middle East in late
February 2026, global oil prices spiked and Australian retail
petrol prices rose by almost 50 cents per litre in under three
weeks, peaking near $2.57 per litre at the end of March- !

Consumers experienced localised shortages and queues, the
Government halved fuel excise from 1 April 2 and drew on
strategic reserves for the first time since 2022, and in May
announced a $14.8 billion national fuel security package. 3

The 2026 National Monitor of Fuel Consumer Attitudes
examines how consumers responded. Interviews were
conducted in May 2026, and the survey was conducted in
June 2026, both in the aftermath of the fuel shock, with
results reflecting a consumer base that has just experienced
record pump prices, government excise relief and renewed
debate about the security of Australia’s fuel supply.

The research follows on from the Monitors conducted in 2015,

2017, 2019, 2022 and 2024 and tracking questions monitor
consumer purchase behaviours and the drivers of choice of
fuel retailer, including frequency of visit, service station
loyalty, average transaction values and perceptions of price.

Against this backdrop, the 2026 Monitor finds consumers
visiting fuel retailers slightly less often, spending more per
week, and applying sharper price discipline to every
purchase, with fuel price apps increasingly the dominant way
consumers shop for price.

Qualitative research tells us that the crisis was experienced
primarily as a cost-of-living shock. As a result, consumers cut
discretionary trips, shopped harder for price, traded off
convenience purchases and, for a substantial minority, kept
driving simply because they had no alternative.
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How consumers responded to the fuel crisis.

The 2026 fuel crisis was experienced as a household budget shock, and it
changed how Australians drive and buy fuel.

In both the interviews conducted in May, and again in the
survey in June, the fuel crisis was primarily described as a
cost-of-living shock. Fuel became too expensive. Specific
prices were frequently cited, but the deeper concern was fuel
arriving on top of every other rising expense and the impact
this had on the family budget.

Consumers reported tighter household budgets, with higher
fuel prices and supply disruption leading to reduced
discretionary spending and more deliberate travel decisions.
Many described genuine trade-offs, driving less to afford
groceries or weighing whether a shift at work was worth the
fuel to get there.

“It affected me a lot with the price of fuel and the cost of
living especially groceries”

“Not being able to put or afford fuel for my car when having
to travel long distances to see my GP or other health
professionals.”

The impact also extended into retail behaviour, with
discretionary in-store purchases often reduced or dropped
altogether as people prioritised fuel over snacks, drinks, and
other extras.

“It was costing me $50 more to fill up, so that's $50 less |
had to spend on things | wanted or needed.”

Beyond price, supply anxiety was widespread. Many
described queues, empty bowsers and the hunt for the right
fuel, particularly in regional areas, particularly for diesel.

“Going to multiple petrol stations to and from home to fill up
my car, and none of them had any fuel at all.”

“Living in a small town worrying about supply”

A substantial group directed their frustration at other
consumers, describing panic buying and jerry-can hoarding
with real anger, while others turned to the structural question
of Australia's reserves, refining capacity and reliance on
imports.

“People filling storage containers and not being responsible
about minimising their driving habits”

In response to fuel price volatility, consumers
changed the way they drive.

When asked specifically about the impact of the fuel crisis on
their driving habits, the dominant response was not a
complete change but a practical tightening of behaviour
through fewer trips, fewer leisure journeys, and more
reliance on public transport.

More than half of fuel consumers (55%) drove less often.
People described combining errands into a single trip,
staying local and cutting the journeys that could be cut,
because the journeys that mattered could not be.

“It limited me to pretty much just traveling to and from work
and to go out and get basic living needs”

Responses to the Fuel Crisis
% Consumers

(0] of consumers drove less
55 A) often

23%
6%
cancelled work or social

(0]
4 A) plans
worked from home more

2 0/ (0] often

switched trips to public
transport

cancelled or changed
holiday plans

\

\

\

Q26. Which of the following have you done in response to the recent fuel price volatility? Multiple response. Base: consumers who drive petrol,

diesel or hybrid vehicles, n=1,058. Qualitative interviews, May 2026, n=100.
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Almost a quarter (23%) of consumers shifted trips to public
transport, with substitution particularly evident among
younger consumers. Around a third of consumers under 40
shifted trips, against 11% of over 60s. Similarly, 40% of inner-
city consumers took public transport instead of driving,
compared with just 8% in rural areas, where 38% simply kept
driving because there was no alternative.

“Didn’t have enough money for petrol that week, so ended up
taking the bus, until | next got paid.”

The crisis also reached beyond the daily commute. One in six
consumers (16%) cancelled or changed holiday plans, 14%
called off work or social commitments to avoid driving, and
12% worked from home more often; the pandemic-era habit
revived, this time to save fuel rather than avoid a virus.

“It limited where we go, so we only went to work and to the
grocery stores. We didn't do any leisure driving or anything.”

‘AACAPMA
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Marketers Association

At the same time, nearly a third (31%) said their behaviour
did not change, usually because they had no alternative to
driving (27%) or were able to absorb the extra cost (9%).

“I travel to different sites for my job and there is no way to
avoid travel”

EV owners felt less impact from the crisis

EV owners were notably less affected, often describing
themselves as insulated from the crisis because they did not
rely on petrol or diesel in the same way.

“The fuel crisis didn’t really affect me at all. Since | drive an
EV, | don’t buy petrol or diesel, so the price hikes and supply
issues never impacted my daily commute.”

“It meant deciding not to go out to
meet up with friends or deciding

against going to the cinema.’

Qualitative interview, May 2026

',_’. -
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Main Consumer Frustrations During the Fuel Crisis

Cost & Flow Through to Cost of Living

The most common response by a clear margin was that fuel
simply became too expensive. Consumers described a basic
household expense turning into a source of stress, with specific
prices lodged in memory as markers of how far things had gone.
Some consumers placed it alongside groceries, insurance and
rent as one more cost rising at once, and several described
genuine trade-offs, driving less to afford food, or weighing
whether a shift at work was worth the fuel to get there.

1

"It simply costs too much*
"The cost. At one point | had to pay $3 a litre*

"It has impacted my ability to spend money on
enjoyable things in life. | have had to cut down on
food*

"Definitely the fact that | have to weigh up whether | go
to work or not because | can't afford the fuel"

“I was on placement and when | was earning
practically nothing, the fuel prices made my financial
position very unsteady”

1)

Panic Buying and Behaviour

Some of the strongest feeling in the responses was aimed
not at industry or government but at other drivers.
Consumers described hoarding and jerry-can filling as
selfish, dangerous and unnecessary, and many argued the
shortages were manufactured by the response rather than
caused by the disruption.

1

"Seeing people filling drums & stockpiling*

"The scarcity mindset of people which caused selfish &
entitled behaviour by filling up jerrycan after jerrycan.
Australia had enough stored fuel but people were panic
buying & causing fuel shortages*®

"People needlessly filling drums/containers to store at
home, dangerous and a total waste of time!*

"People hoarding it when they know there is little there"

)J

Volatility and Inability to Plan

Other consumers found it harder to cope with not knowing
what fuel would cost than with the cost itself. Filling the
tank became a decision that could be got wrong - fill now
and prices might drop tomorrow, wait and they might climb
again. Households described budgeting becoming
guesswork, and the constant checking of apps and price
boards as an unwelcome new chore.

f ‘ "l never knew what fuel would cost tomorrow, making it

difficult to budget my weekly driving expenses confidently*

"Not knowing whether to fill up now in case prices rise or
buy a little in case prices get lower®

"The lack of certainty, the fact that prices can change so
rapidly from one day to the next making it extremely
difficult to plan ahead*

“The most frustrating aspect was the sharp increase in fuel
prices and uncertainty about costs. It made budgeting for
transportation and daily expenses more difficult.”

J)

Supply Anxiety

The worry was not only what fuel cost but whether it would
be there. Consumers described arriving at empty bowsers,
driving between stations to find their fuel type, and the
particular absurdity of burning fuel in the search for fuel.
Regional consumers and diesel users felt this most sharply.

1

"Going to the service station to put fuel in only to find
out there is no fuel”

"l live rural and diesel was constantly running out due
to farmers requirements. That wasn't helping my
husband getting to work*

"Driving to a local service station and then notice out
of fuel, so you have to drive further & wait in a queue
for fuel wasting time & fuel”

"Very low reserves of diesel in regional area where |
live"

JJ

Q31. In your own words, what has been the most frustrating or concerning aspect of purchasing fuel during the recent fuel crisis? n=1180
free text comments, Qualitative Interviews, May 2026 = Note: Al coding of interview is subjective, contains overlapping themes. Thematic

analysis of feedback is provided for directional purposes only



Buying fuel became more tactical, with
consumers more actively managing fuel
purchases.

If driving less was the first response to the crisis, buying
smarter was the second. Rather than simply re-fuelling when
the tank ran low, consumers began managing their fuel
purchases.

Compared to before the crisis, 44% of consumers are more
likely to fill a full tank when prices seem lower, 25% rely more
on fuel price apps or signage, 23% refuel less often, 21%
switch between stations more frequently and 19% buy smaller
amounts at each visit.

Only 22% say their purchasing behaviour has not changed,

rising to 34% of over-70s and 30% of those on incomes above
$200,000.

Figure 1: Changes to Fuel Purchasing Since the Fuel Crisis, 2026

Fill a full tank when prices are lower
Rely more on price apps and signage
Refuel less often

Switch stations to chase price

Buy smaller amounts each visit

No change

Figure 2: Methods Used to Shop for Cheaper Prices, 2026

44% 32%

Use fuel price apps, up from
41% in 2024 and 19% in 2019

Reply on street signage,
consistent with 2024
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Purchase discipline shows up most clearly in
how people shop for price.

Fuel price apps are now used by 44% of price-driven
consumers, up from 41% in 2024, 34% in 2022 and 19% in
2019, consolidating their position as the primary price-
shopping tool ahead of street signage (32%).

Government fuel price websites (12%) continue to grow
steadily, while supermarket vouchers (17%) have stabilised
after a long decline.

App use is strongest among under 40s (53%) and diesel
drivers (55%), while rural consumers still rely most on street
signage (52%).

Fuel price apps are more commonly used in Queensland
(56%), while in Western Australia consumers are more likely to
shop based on the day of the week (26%) or using government
fuel websites (24%) .

44%

0

17%

Stay loyal for rewards, down
from 20% in 2024

Q27. Compared to before the current fuel crisis, which of the following best describes how you currently purchase fuel? Multiple response,
n=1,058. Q17. You indicated that price was an important factor in your decision to purchase fuel. How do you most regularly shop for price?

n=858.
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Figure 3: Methods Used to Shop for Cheaper Fuel Prices, 2017-2026

47%
44%
41% m2017 w2019 m2022 w2024 m2026
34% 34%
0/329
30%32 %52% 30%
0,
24 /022%
20%20%20%
19%
17% 17% 18%179% 16%16%

0, 0,
IIII II II11%12%12A) 11%9"/10%10%12/0
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Fuel price apps Street signage Loyalty program Supermarket Day of the week Government fuel

discounts vouchers price websites

Significantly higher / lower than previous year

4,

Use fuel price apps, up
from 19% in 2019

aillll

I
samtang, Doy,
o105, 092

Q17. 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; 2026 n=858
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Where Australians choose to buy fuel

In a high cost of living environment, price continues to be the most important
factor when deciding where to purchase fuel. Loyalty remains, but it is a loyalty
to a handful of stations, and it is increasingly bought with price, not points.

Purchase drivers remain consistent and After falling steadily between 2019 and 2024, single-station
anchored in price loyalty appears to have stabilised the dominant behaviour

remains a repertoire of a few stations, shopped on price.
Price remains the most important factor for 53% of

consumers when deciding where to purchase fuel, down
slightly from 56% in 2024, but still well clear of the location
of the service station (15%) and fuel quality (11%). On a top- . )
three basis, price features for 81% of consumers. Say price most important

(0] . .
The modest recovery in the importance of location (from 53 O factor in Choosmg where

12%) suggests that after months of price volatility, some to purchase
consumers have settled back into convenience-first habits,
particularly where local prices are similar.

Price is the number one factor for consumers across all 6 7 % Use the same few service

demographics, although consumers aged between 25 and stations
40 are significantly less likely to rate it their number one
consideration (41%).

A new option tested in 2026, a personalised loyalty app, was 2 1 O/ Alwa_\ys use_the same
the most important factor for just 2% of consumers. o service station

Loyalty has stabilised, with most consumers 34 O/ Stay loyal for lower
rotating between a few regular stations. 0 prices

One in five consumers (21%) always purchase fuel from the
same service station, in line with 2024 (20%), while 67% 1 3 0/ Stay loyal for rewards
generally purchase from the same few stations. Only 12% 0 program

simply pull into whichever station is most convenient at the
time.

Table 1: Most Important Factors when Deciding Where to Purchase Fuel, 2017-2026

I 20 I S T T

Sample 1,042 1,059 1,005 1,008 1,058
Price of fuel 48% 56% 54% 56% 53%
Location of the service station 17% 13% 13% 12% 15%
Quality / type of fuel 11% 10% 11% 10% 11%
Brand 4% 4% 4% 5% 4%
Supermarket fuel discount vouchers or loyalty card 6% 6% 4% 4% 3%
Ease of entry and / exit 4% 3% 4% 4% 3%
Personalised loyalty app - - - - 3%
Safety 3% 3% 3% 3% 2%
Opening hours 2% 2% 2% 2% 2%
Customer service 2% 2% 2% 1% 2%

Q11. What is most important to you when deciding where to purchase fuel? 2017 n=1042; 2019 n=1059; 2022 n=1005; 2024 n=1008; 2026
n=1058 / Q12. Do you usually purchase fuel from the same service station? n=1,058. Q16. What is the MAIN reason you usually purchase fuel
from this service station(s)? n=926.
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While price and location still drive
loyalty, the influence of loyalty
programs has fallen sharply.

Lower prices remain the main reason 34% of consumers stay
loyal to a particular service station, and proximity to home or
the daily commute for 26%. Price-led loyalty is strongest in
regional (44%) and rural (45%) Australia, and weakest in the
inner city (21%), where convenience and quality carry more
weight.

But the influence of loyalty programs has fallen sharply, from
20% in 2024 to just 13%, the lowest the Monitor has

location barely registers, meaning customers are actively
travelling to reach them rather than stopping at whatever is
convenient.

The major branded networks retain customers on a different
mix. At BP, price is the main reason for only 17%,
significantly below average, with fuel quality (21%) and brand
(12%) doing far more work than at any competitor. Ampol,
Caltex, 7-Eleven and Reddy Express are anchored primarily
by convenience, with around three in ten customers citing
proximity to home or commute.

Loyalty programs are a genuine differentiator for a narrow set
of brands, namely Ampol (24%), Reddy Express (25%) and
EG (33%), while playing almost no role for the price-led

recorded. In an environment where the price of fuel impacts independents.

household budgets, points-based rewards appear to be . . )
losing favour. Convenience-store factors remain marginal
everywhere.

Loyalty drivers are split cleanly along brand
positioning. Only 39% of consumers say they at least sometimes choose
where to fill up based on other items available for purchase,
although this increases to 54% of inner-city consumers and
those aged between 25 and 40. Only 33% make their choice
due to the availability of coffee or café style food, although
this is also significantly higher among these same consumer

segments.

Price-led independents and warehouse operators retain
customers almost entirely on cost - 88% of APCO customers,
78% at Metro, 69% at other independents, and 69% at
United, significantly above average. For these brands,

Figure 4: Fuel Purchase Patterns, 2017-2026

m2017 m2019 m2022 m2024 m2026

71%

67% 67%

26%  25%

21%

10% 14% 13% 13% 129

61% 62%
3 II 3 IIII

Always purchase fuel from same service Generally purchase fuel from same few  Always go to the most convenient service
station petrol stations station

Table 2: Main Reason for Station Loyalty, 2017-2026

2017 2019 2022 2024 2026
Sample 934 916 873 865 926
It usually has lower prices 27% 31% 30% 35% 34%
One close to my work / home 29% 28% 27% 25% 26%
Loyalty program associated with the brand 21% 20% 20% 20% 13%
Quality / type of fuel 10% 9% 1% 8% 11%
The brand of the fuel 5% 4% 4% 4% 5%
Ease of entry & exit 3% 3% 2% 2% 3%
Variety of items in the convenience store 1% 1% 3% 2% 2%

Significantly higher / lower than previous year

Q12. Do you usually purchase fuel from the same service station? 2017 n=1042; 2019 n=1059; 2022 n=1005; 2024 n=994; 2026 n=1058 Q16.
What is the MAIN reason you usually purchase fuel from this service station(s)? 2017 n=934; 2019 n=916; 2022 n=873; 2024 n=865; 2026
n=926



Spending more, visiting less
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Consumers are paying more for fuel than at any point in the Monitor’s history,
while visiting the forecourt less often and spending less freely once they’re

there.

The impact of the crisis shows up directly in
weekly fuel budgets.

Twenty-nine per cent (29%) of consumers now spend more
than $75 a week on fuel, nearly double the 15% recorded in
2019. One in eleven spends more than $100.

This is not because Australians are driving more, they are
demonstrably driving less. It is because every litre costs
more.

Spend peaks among 25-39-year-olds (37% spend more than
$75 per week) and 40-59-year-olds (34%), while a third of
over-60s (32%) spend $25 or less.

Income also affects spend. Consumers on less than $70,000
per annum are significantly more likely (63%) to spend less
than $50 per week. Those earning between $100,000 and
$150,000 are more likely to spend between $50 and $100
per week than other income groups.

Figure 5: Share Spending More than $75 per Week, 2019-2026

28% 29%

26%

15%

2019 2022 2024 2026

Table 3: Amount Spent on Fuel per Week, by Age 2026

Sample 1058 118
$0 - $25 17% 10%
$26 - $50 27% 29%
$51-$75 27% 30%
$76 - 100 20% 22%
More than $100 9% 9%
More than $75 29% 31%

Diesel drivers are the heaviest spenders, with 46% spending
more than $75 per week highlighting the disproportionate
impact of the 2026 price spike on diesel vehicle drivers.

Visits are moving the other way - consumers
are visiting less frequently.

While most consumers visit a service station once a week
(33%) or once a fortnight (31%), the share calling in once a
month or less has climbed to 21%, the highest the Monitor
has recorded. Consistent with prior surveys, only 13% now
visit every few days or more.

Age divides remain notable. Around a quarter of 25-39 year-
olds (24%) visit every few days, compared with just 3% of
those aged 70 or over, a third of whom (33%) visit only once
a month.

Inner-city consumers remain the most frequent visitors (30%
visit daily or every few days), reflecting shorter but more
frequent top-ups.

Spend more than $75
per week on fuel

29%

Visit a fuel and
convenience retailer
once a month or less

21%

Blame fuel prices for not
buying more in store

79%

9% 13% 32%
22% 25% 33%
32% 28% 20%
25% 22% 12%
12% 1% 3%
37% 34% 15%

Significantly higher / lower than previous year

Q10. Approximately, how much do you usually spend on fuel per week? n=1,058.
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Figure 6: Visit Frequency, 2019-2026

m2019 m2022 m2024 m2026

40%
35% 35% 340, 3%
33%
31% 31%
17%
o, o, 14% 14%
1% 13% 10, 19%

o 4%

. . m =B
Daily Every few days Once a week Once a fortnight Once a month Less than once a

month

Table 4: Visit Frequency, by Age and Location, 2026

Inner City Middle Outer Regional Rural &

Suburban | Suburban Remote
Sample 118 257 388 295 196 307 185 297 73
Daily 4% 4% 1% 0% 6% 2% 1% 1% 0%
Every few days 14% 21% 10% 3% 24% 9% 10% 7% 8%
Once a week 38% 35% 39% 21% 29% 34% 36% 33% 36%
Fortnightly 25% 24% 32% 39% 24% 33% 32% 33% 37%
Monthly 14% 14% 13% 28% 14% 18% 15% 22% 15%
Less than monthly 3% 2% 4% 7% 3% 4% 6% 4% 3%

Q9. Approximately, how often do you generally visit a service station? 2019 n=1059; 2022 n=1005; 2024 n=994; 2026 n=1058 *Note: Some
totals may not add to 100% due to rounding. 18



“I usually fill up about
$80 a week. It went up
to $120. That's $40
less | had to spend on
things | wanted or
needed.”

Qualitative interview, May 2026




became
everyone’s
problem

For most of the Monitor’s history, fuel security was an industry and policy
concern. In 2026 it became a household one, and consumers have clear
views about what should be done.

matters.
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What worries consumers most about the fuel crisis

Rising prices dominate consumer
concerns. But for the first time, the fear
of not being able to get fuel at all sits
alongside the fear of what it costs.

Asked to rank what concerns them most about fuel prices and
supply, consumers put rising prices first by a wide margin,
with 45% ranking it their single biggest concern, and 82%
placing it in their top three.

“That there will not be fuel available and what little there is will
be unaffordable.”

Second is the flow-through to everything else - 61% rank
inflationary impacts on other goods and services in their top
three, a recognition that fuel prices arrive twice, once at the
pump and again at the checkout.

“I am concerned because it will affect things like trucks and
freight deliveries, which will raise prices across everything.”

What has changed is the arrival of availability as a
mainstream worry. Around half of consumers now place
running out of fuel locally (49%) or price volatility (54%) in
their top three, and 41% are concerned about supply
disruption.

“The situation might get worse in the future and service

stations will have to close... It would make getting to work and
working impossible.”

Figure 7: Biggest Concerns About Fuel Prices and Supply, 2026

82%

The interviews explain these worries. While most consumers
do not generally fear the pumps running dry tomorrow, many
fear what a supply shock does to prices, and what that does
to the rest of the household budget and their ability to
continue their normal routine.

Over four in five of those interviewed expressed some level of
concern about future fuel supply, and the reasoning was
consistently economic:

“Very concerned — if it happened once it can happen again. |
would go back to not having money for other bills.”

A significant minority also connect fuel to national
vulnerability. Around one in ten respondents interviewed
volunteered war or geopolitical conflict as the source of their
concern.

“Australia imports a lot of fuel so we don’t have a lot of control
over fuel if the war continues.”

Only 4% say they are not concerned at all.

Rising prices

Inflationary impacts on
other goods

m Top 3 concern

Price volatility

Running out of fuel
locally

Supply disruption

H Ranked first

Q32. Thinking about fuel prices and fuel supply in Australia, overall, what are you most concerned about? Ranked; base excludes EV drivers,

n=1,012. Qualitative interviews, May 2026, n=100.



be fuel available and what little
there is will be unaffordable. ...It

difficult. Grocery shopping would
have to be somehow carried home
on public transport. Certain medical
appointments would be near
impossible for me to attend.”
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Consumers want Australia to make more of its own

Asked how to protect Australia’s fuel supply, consumers reach for sovereign
capability, refining, storage and reserves, ahead of every other option.

Expanding domestic refining capacity is the preferred
approach of 44% Australian consumers. Many respondents
believe that Australia needs more domestic fuel production
and refining capacity, arguing that local supply would reduce
exposure to war, shipping disruption, and overseas political
instability.

These consumers describe refining as giving Australia more
independence and greater capacity to withstand external
shocks.

“Australia needs to start manufacturing its own fuel again and
stop relying on imports from other countries. We would no
longer be at the mercy of wars and disturbances that affect
fuel supplies in other parts of the world.”

The next most supported measures are additional domestic
fuel storage (40%) and larger national fuel reserves (39%).

Participants said bigger reserves would allow Australia to
manage short-term disruptions without immediate shortages
or public concern.

Stockpiles are regarded as insurance that could absorb
supply shocks and reduce the risk of empty service stations,
panic buying and rapid price increases.

“‘Maybe keep steadily increasing the reserves when we have
a chance... so if there is another crisis we have plenty to fall
back on.”

Investment in alternative fuels (27%) is the fourth most
common preference, with consumers suggesting we should
reduce our dependence on petrol altogether through EV
adoption.

“The government should invest in expanding the EV charging
network and making electric cars more affordable. This way,
we reduce our dependence on petrol, which would
automatically make our fuel supply more secure.”

Improved government planning (25%) ranks fifth. Consumers
supporting more government planning believe Australia
should strengthen ties with fuel supplying nations to spread
our risk and reduce reliance on single nations.

“Find alternative suppliers. We wouldn't have to rely on a
singular source of fuel. We would always have backups if one
supplier ran out.”

Older consumers show the highest support for refining
capacity, including 66% of those aged over 60, whereas
younger consumers were more inclined towards alternative
fuels and EV adoption.

Support for storage and reserves is also comparatively high
among rural consumers, at 53% and 49% respectively.

Figure 8: Consumer Views on Best Ways to Improve Australia’s Fuel Supply Security, 2026

44%

Increase domestic
refining capacity

27%

Invest in alternative
fuels and energy

40%

Support more domestic
fuel storage

25%

Government planning to
manage risks

39%

Create larger national
fuel reserves

21%

Encourage take up of
electric vehicles

Q28. In your view, what is the best way to improve fuel supply security and reliability in Australia? Multiple response, n=1,179



Support for government intervention is
emphatic, but many consumers expect
security without a surcharge.

Four in five consumers (80%) agree the government should
fund an increase in fuel storage capacity, including 44% who
strongly agree. Only 4% disagree.

It is among the strongest consensus findings in the entire
2026 Monitor, and it aligns closely with the measures
announced in the May 2026 fuel security package.

Strong agreement rises to 59% among those aged 60 years
or over, and 59% among rural consumers, the group most
exposed to supply disruption, while younger consumers agree
at similar overall rates but with less intensity.

While willingness to fund security personally
is slightly more measured than support for
funding it collectively, nearly half would be
prepared to make some contribution.

Fifty-four per cent of consumers would pay at least something
extra per litre for greater certainty of supply - 21% up to two
cents, 25% three to five cents and 9% between six and ten.
But 38% would not be willing to pay anything at all, and 7%
cannot say.

Across demographics, 69% of consumers in the under 40 age
group would be prepared to contribute, compared to a
significantly lower proportion of the over 60s (42%). Inner city

Figure 9: Support for Government Funding of Fuel
Storage Capacity, 2026

2% 2%

m Strongly
disagree

® Somewhat
Disagree

Neither agree
nor disagree

B Somewhat
Agree

m Strongly
agree
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consumers are also more inclined to accept the idea of a
personal contribution towards fuel security (67%) than their
regional counterparts (47%.

The contrast with the 80% who back government-funded
storage is revealing. Consumers accept fuel security as a
national responsibility with a national cost. However, many
are still considerably less willing to see it appear on their own
receipt, a distinction that matters for any policy funded
through the pump.

For industry, and consumers, the practical read is that supply
resilience is unlikely to be able to be monetised at the bowser.

Agree the government
should fund an increase
in Australia’s storage
capacity

80%

Would pay up to 5c per
litre to fund fuel security,
and a further 9% would
pay between 6¢-10c.

46%

Would not be willing pay
more to fund fuel security

38%

Figure 10: Willingness to Pay for Fuel Security, 2026

Up to 2¢ 3-5¢ 6—-10c

Extra amount per litre consumers would be willing to pay for supply certainty

38%

Would not Don’t
pay more know

Q30. To what extent do you think the government should fund an increase in fuel storage capacity in Australia? n=1,058. / Q29. Thinking about
fuel supply in Australia, approximately how much extra would you be willing to pay for fuel if it delivered greater certainty and security of fuel

supply and reduced the risk of shortages and disruptions? n=1,058.



Preferred Methods to Improve Australia’s Fuel Security

1

1. Increase refining capacity

The strongest view is that Australia needs more
domestic fuel production and refining capacity, with
interview respondents suggesting that local supply
would reduce exposure to war, shipping disruption,
and overseas political instability.

“Start making our own instead of relying on overseas*
“The government should start refining our own fuel”

“More refineries in Australia - recently we've been
removing them”

1

3. Diversity fuel partnerships

A smaller group believe fuel security should also
come from diversifying supply partnerships.

“Find alternative suppliers. We wouldn't have to rely
one a singular source of fuel. We would always have
backups if one supplier ran out.”

“I think Australia should strengthen ties with the
middle east in hopes of getting a better deal on oil”

2. Support more fuel reserves

Fuel reserves are the second major theme, reflecting
a desire for a stronger national buffer in times of
crisis. These respondents focus on the need for
larger fuel reserves so the country can withstand
short-term crises without immediate shortages or
panic.

“Maybe keep steadily increasing the reserves when
we have a chance... so if there is another crisis we
have plenty to fall back on.”

“Increase fuel supplies.... by having a stock of it for
when needed”

)J

4. Reduce reliance on petrol

A smaller group (8%) believe Australia should
reduce its dependence on petrol altogether through
EV adoption.

“The government should invest in expanding the EV
charging network and making electric cars more
affordable. This way, we reduce our dependence on
petrol, which would automatically make our fuel
supply more secure.”

“Make hybrid or electric vehicles more available”

J)

Qualitative Interviews, May 2026 = Note: Al coding of interview is subjective, contains overlapping themes and tables do not provide all themes.

Thematic analysis of feedback is provided for directional purposes only

25



The long, uneven
road to

For the first time, most Australians find electric vehicles appealing. Whether
they will buy one is a different question, and the answer depends heavily on
where they live.

matters.
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The transition to electric. A tipping point in sentiment

A majority of consumers now rate electric and hybrid vehicles as more attractive
than petrol and diesel. Enthusiasm, however, is not the same as intention.

In May 2026, the Federal Chamber of Automotive Industries °
(FCAI) reported that electrified vehicles (battery electric,
conventional hybrid and plug-in hybrid combined) accounted
for 46% of new vehicle sales in May 2026. Within that, battery
electric vehicles alone hit a record 20% share.

The CSIRO has projected a likely scenario where EVs will
gradually scale up from 1.8% of the total car fleet in 2025, to
22.5% in 2035 and reach nearly 83% by 2055. ¢

Within that context, the Monitor asked consumers how
attractive EVs are, compared to petrol or diesel vehicles.

Overall, 53% say electric or hybrid vehicles are slightly (25%)
or much (28%) more attractive than petrol or diesel cars. A
further 21% rate them as equally attractive. Only 23% find
them less appealing.

However, the market is deeply segmented. The proportion
rating EVs as more attractive reaches 68% in inner cities,
against 30% in rural Australia. More than half of rural
consumers (55%) are not interested at all.

Age and income are also decisive. Nearly two thirds of
consumers aged between 25 and 39 (64%), as well as those
earning over $200,000 (63%) find EVs more attractive than
petrol cars, but this falls to 44% of over-60s and 42% of
households earning under $70,000.

Figure 11: Attractiveness of Electric and Hybrid Vehicles
versus Petrol and Diesel, 2026

Much less Slightly  About

Slightly ~ Much Don’t
attractive  less equally  more more know
attractive attractive attractive attractive

Experience is also a strong predictor of enthusiasm. Nine in
ten (90%) current EV owners and 82% of hybrid owners say
electric vehicles are more attractive than petrol or diesel.

Three quarters of consumers express some
interest in electric vehicles, but for most
interest is conditional.

For most consumers, affordability and practicality are real
constraints. A quarter (25%) say they are interested but cannot
afford one, and 29% are interested but do not consider an EV
practical for their needs.

“It’s really interesting and better for
the environment, but electric
vehicles are too expensive right
now — | can’t afford it at the
moment.”

Of consumers find EVs
more attractive than petrol
vehicles

53%

Interested and likely to
purchase as next vehicle

22%
29%
28%

Interested but they are not
practical for my needs

Not interested in electrical
vehicles

Q33. Compared with petrol or diesel vehicles, how attractive do electric or hybrid vehicles seem to you overall? n=1,179. Q34. Overall, which
best describes your current opinion of electric vehicles (EVs)? Base: non-EV drivers, n=1,058.

5. Electrified vehicle sales hit 46 per cent in May - FCAI



https://www.fcai.com.au/electrified-vehicle-sales-hit-46-per-cent-in-may/
https://www.fcai.com.au/electrified-vehicle-sales-hit-46-per-cent-in-may/
https://www.fcai.com.au/electrified-vehicle-sales-hit-46-per-cent-in-may/

Only 22% are both interested and likely to buy one as their
next vehicle, while 28% are not interested at all.

These barriers are particularly evident among consumers
who currently drive petrol or diesel vehicles. While seven in
ten express some interest in EVs, 26% say they cannot
afford an EV, and 28% are interested but do not consider an
EV practical for their needs. A significantly higher proportion
(30%) of this group are not interested at all.

Among those who already own a hybrid
vehicle, EV purchase intent is much stronger.
Ninety four percent (94%) of hybrid drivers express interest

in EVs with (40%) saying they are likely to buy an EV as
their next vehicle.

AACAPMA
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Similarly, over four in five inner city and young consumers
express interest in EVs with a third of urban residents (34%)
and 25-39-year-olds (33%) saying an EV will be their next
vehicle purchase.

Affordability is the defining barrier for young consumers, with
37% interested but priced out.

By contrast, 39% of consumers aged over 60 or earning less
than $70,000 say they have no interest .

Table 5: Current Interest in Electric Vehicles, by Age, Location & Vehicle Type 2026

Total
Sample 1058

Interested, but they are not affordable 25%
Interested, but they are not practical for my needs 29%
Interested and likely to purchase as next vehicle 22%
| am not interested in electric vehicles 28%

Under 25 25-39 40-59 60 and over
118 257 388 295
37% 26% 23% 22%
31% 30% 29% 26%
18% 33% 21% 18%
20% 14% 30% 39%

Middle Outer Rural /

Sample 1058

Interested, but they are not affordable 25%
Interested, but they are not practical for my needs 29%
Interested and likely to purchase as next vehicle 22%
I am not interested in electric vehicles 28%

24% 26% 25% 26% 18%
31% 28% 25% 29% 29%
34% 24% 22% 17% 5%
13% 23% 32% 33% 55%

Sample 1058

Interested, but they are not affordable 25%
Interested, but they are not practical for my needs 29%
Interested and likely to purchase as next vehicle 22%
I am not interested in electric vehicles 28%

28% 16% - 17% -
27% 35% - 40% -
20% 18% - 40% -
30% 32% - 6% -

Significantly higher / lower than others

Q34. Overall, which best describes your current opinion of electric vehicles (EVs)? Base: non-EV drivers. n=1058



‘I think they’re great if you
don’t drive long trips or in
remote areas, but | don’t
believe they are a
practical everyday vehicle

for a lot of regions.”

(
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What’s holding buyers back

The barriers to EV ownership are practical and financial, not ideological. Cost
leads, but battery life and charging access are close behind.

Asked what prevents them from buying an electric vehicle, The motivations of those open to an EV are
and practice concerns dominate. Up-front purchase cost iust as practical

leads (40%), followed by battery life (36%) and the availability J P )

of charging stations, particularly on longer trips (28%). Lower running costs lead at 54%, followed by no exposure to

fuel price volatility (44%), a motivation the 2026 crisis has

A second tier of concerns includes charging time (22%), clearly amplified

suitability for long-distance or regional driving (22%), range
anxiety (21%), charging infrastructure reliability (20%), This is followed by the environmental benefits (40%), home
maintenance uncertainty (20%) and safety concerns (19%). charging convenience (31%) and reduced maintenance

0 ) . A .
Rural consumers are far more likely to cite concerns about (25%). Economics, not ideology, is doing the persuading.

suitability for long-distance driving (34% versus 22% While there are few differences in the motivations of
nationally), as are diesel drivers (36%). consumers across different demographic groups, reliability is
a significantly higher motivation for consumers earning

Read together, the charging-related barriers are the largest between $100,000 and $150,000.

single cluster of concerns, and the one the fuel and
convenience industry is best placed to address. A visible, fast,
reliable forecourt charging network speaks directly to four of
the top nine concerns.

Table 6: Barriers to Electric Vehicle Adoption, 2026 Table 7: Perceived Benefits of Electric Vehicles, 2026
Sample 1058 Sample

Up-front purchase cost 40% Lower running costs 54%
Battery life 36% No exposure to fuel price volatility 44%
Availability of charging stations 28% Environmental benefits 40%
Time required to charge 22% Convenience of charging 31%
Suitability for long-distance or regional 22% Reduced maintenance costs 25%
Range anxiety 21% Good driving experience 25%
Reliability of charging infrastructure 20% Advances in EV technology and range 25%
Ongoing maintenance costs 20% Government incentives or rebates 17%

Q37. What are the biggest barriers preventing you from purchasing an electric vehicle? Multiple response. Base: non-EV drivers, n=1,058./
Q38. What are the main reasons for choosing an electric vehicle? Multiple response. Base: consumers considering an EV, n=461.



Barriers to EV Purchase

High Upfront Purchase Costs

Two in five rated high upfront purchase costs as the main barrier
to EV adoption. This was one of the clearest barriers to adoption
discussed in interviews, particularly among people who may be
positive about EVs in principle but do not see them as affordable
for their household.

1

“I think they are too expensive. Not affordable for
regular people.”

“The higher purchase cost of the vehicle.”

“High cost of electric vehicles.”

))

Insufficient Public Charging Infrastructure

Almost a quarter of interview participants mention a lack of
chargers or inadequate public charging coverage as a barrier.
This is not just about charger numbers; it is also about
confidence that charging will be available where and when
needed.

1

“Not enough charging stations or being in rural
stretches of road.”

“I don't want to run out of battery charge halfway to
my destination and there is no recharge station
available in the vicinity.”

“Limited charging stations cause range anxiety and
inconvenience.”

))

Battery Life / Range Anxiety

This is the single most common barrier, mentioned by
nearly three in ten interview participants. Consumers worry
that EVs cannot travel far enough for their needs,
especially for longer trips, regional travel, or spontaneous
driving without careful planning.

1

"The driving range is limit. If power goes down can't
charge vehicle. | like to travel and an EV can only
travel so far. The places | like to go there are
currently no chargers along the way.”

“You can't go as far and if there's no charging
infrastructure along the way to your destination,
you're stuffed.”

“I'm mostly concerned about the long-term battery life
and replacement costs.”

J)

Time Required to Charge the Battery

Rated a concern by one in five and mentioned by just over
10% in interviews, some consumers say charging takes too
long compared with petrol refuelling. Even where people
accept home charging as an option, they still worry about
delays on longer journeys or when charging away from
home.

1

“The charging time when | go on a long trip.”

“It takes longer to charge than refuelling a petrol
car.”

“Running out of battery and taking a long time to
charge the car.”

)J

Qualitative Interviews, May 2026 = Note: Al coding of interview is subjective, contains overlapping themes and tables do not provide all themes.

Thematic analysis of feedback is provided for directional purposes only



Motivations for EV Purchase

Lower Running Costs / Cost of Living Relief

This is the strongest rated benefit of EVs and also the most
commonly mentioned reason why EVs are seen positively.
Consumers link this benefit directly to everyday affordability,
cost-of-living pressure, and better household budgeting. A
smaller but meaningful group mention lower maintenance as a
benefit. This usually refers to needing fewer services, fewer
moving parts, and avoiding things like oil changes.

1

“My own experience has been great - they're cheap to
run, smooth to drive, and totally unaffected by fuel
crises.”

“It will be less of an impact on routine expenses,
especially at a time when the cost of living is so high.”

“Cheaper to use and maintenance with low cost.”

))

Environmental Benefits / Sustainability

Environmental benefits are the third major pillar, mentioned
by one in three interview respondents. People describe EVs
as better because they produce fewer emissions, create less
pollution, and feel like a more sustainable choice. Still, this
tends to be more values-driven than immediately practical.

1

“Less greenhouse emissions and less consumption of
fuel. They're also nice and quiet, which is good for
people who live in high density areas, close to busy
roads.”

“Not needing to fill up with petrol, less environmental
impact... Saving the planet for future generations.”

))

Reduced Dependence on Fuel Supply

A very similar say a key benefit is not needing to buy petrol
at all. This is especially salient as protection from fuel-price
spikes and supply disruption, not just as a source of
savings. In personal terms, one in five explicitly describe
savings from reduced petrol purchases as relevant to them,
while others say the appeal is reduced stress about fuel
prices or shortages.

1

“They’re our saviour on this crisis. Some people don't
have to be worried about the fuel crisis.”

“Best thing | ever did was buy one. It costs me nothing,
it's super responsive to drive and | am not fretting
about petrol prices.”

)J

Convenience of Charging Electric Vehicle

While rated as one of the main benefits by thirty one percent
of survey respondents, convenience was discussed as one of
the main benefits by 10% of consumers in interviews.

1

“It's simple: plug in our own house for the electric,
we don't have to queue.”

“My daughter has one and it's great. Also, not
having to buy petrol will be nice.”

“Charging at home overnight means | always wake
up with a full tank, and | never have to worry about
supply issues or price hikes anymore. It removes a
huge stress from my life.”

)J

Qualitative Interviews, May 2026 = Note: Al coding of interview is subjective, contains overlapping themes and tables do not provide all themes.

Thematic analysis of feedback is provided for directional purposes only



“Overall, I'm very positive
about electric vehicles. My
own experience has been
great - they're cheap to run,
smooth to drive, and totally
unaffected by fuel crises. |
see them as the future of
transport.”
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The next vehicle: petrol leads, hybrid bridges

Most consumers are now open to some form of electrification, with hybrids the
favoured stepping-stone to electrification.

Asked how likely each fuel type is for their next vehicle, 57% years. Instead, 36% of consumers in rural areas say they
of consumers say petrol is likely or very likely, 50% a hybrid, would never consider an EV, with petrol (68%) and diesel
39% an electric vehicle, 33% a plug-in hybrid and 21% (36%) intentions far higher in these communities. It is the
diesel. Petrol still leads, but a majority are now open to some widest geographic gap in the 2026 study.

form of electrified vehicle. Age runs the same way in reverse. EV intention peaks at

On timing overall, 24% of consumers expect to seriously 58% among 25-39 year olds, 56% of whom expect to
consider an EV within three years and a further 21% within consider one within six years and 76% within a decade. It
four to six, meaning 45% within the next six years. A further halves to 23% among those aged 60 and over, who remain
24% will seriously consider an EV within the next decade. anchored to petrol (56%) as their most likely next vehicle
Just 18% say never. choice. Only 6% of 18-24-year-olds rule out an EV entirely,

against around 20% of consumers aged 40 and over.

. . EV intention rises from 22% of households earning under
What_ people drive tOday_ is the strongest $70,000 to 57% of those on more than $200,000 per year,
predictor of what they will buy next. and the share expecting to consider one within three years

imi 1 0, 0,
Ninety-five per cent of EV drivers would buy another, and similarly rises from 14% to 35%.

hybrid owners are now more likely to nominate an EV (51%)
or plug-in hybrid (56%) than to stay with a conventional . . e
vehicle. Among petrol and diesel drivers, though, most intend Hybrids are doing the transitional work.

to repeat their current choice (69% and 62% respectively). The qualitative research shows consumers are treating

Beyond that, the divide is geographic, generational and hybrids as the risk-managed middle — a way to cut fuel use
financial, and it shows up the same way in both what people without depending on a charging network they are not yet
intend to buy and when they expect to act. confident in.

Electric vehicles are a metropolitan proposition. Nearly two "Better fuel efficiency and less reliance on charging stations.
thirds (63%) of inner-city consumers say an EV is likely next, It offers more convenience and peace of mind for long trips.

and 36% expect to consider one within three years. That falls
through the middle (42%) and outer suburbs (33%) to 29% in
regional towns and just 14% in rural and remote areas, where
only 5% see themselves considering an EV within three

"l am not buying fully electric yet... just in case we run out of
battery we can still use the petrol.”

Figure 12: Likelihood of Next Vehicle Type, % Likely / Very Likely 2026

660

=) = 2= I’
57% 50% 39% 33%

Petrol Hybrid Electric PHEV

Table 8: Time to Electric Vehicle Purchase Consideration, 2026

24% 21% 14% 10% 18% 13%

Q35. When you purchase a vehicle next, how likely is it to be...? n=1,179. Q36. When, if at all, do you think you are most likely to seriously
consider an electric vehicle? Base: non-EV drivers, n=1,058.



For fuel and convenience
retailers, the findings suggest
a long period of genuinely
mixed demand. Petrol and
diesel volumes will not fall off
a cliff, and charging demand
will build steadily alongside
them. Most sites will need to
serve both for many years.

Table 9: Likelihood of Next Vehicle Type, by Age & Location 2026

Total Under 25 25-39 40-59 60 and over
Sample 1179 122 306 442 309
Petrol 57% 73% 56% 53% 56%
Diesel 21% 22% 28% 19% 16%
Electric 39% 37% 58% 38% 23%
Hybrid (HEV) 50% 55% 57% 46% 47%
Plug-in hybrid (PHEV) 33% 29% 46% 31% 22%

Total Inner Cit AIERIE Quter Regional Rl
y Suburban | Suburban 9 Remote
220 353 202 330 74

Sample 1179

Petrol 57% 57% 56% 51% 58% 68%
Diesel 21% 21% 19% 14% 23% 36%
Electric 39% 63% 42% 33% 29% 14%
Hybrid (HEV) 50% 65% 51% 50% 45% 28%
Plug-in hybrid (PHEV) 33% 50% 37% 27% 24% 14%

Significantly higher / lower than others

Q35. When you purchase a vehicle next, how likely is it to be...? n=1,179. 35



The of
the future

Drivers are already using fuel and convenience outlets to charge their electric
vehicles. As update increases, wait time and fast charging will determine
where consumers choose to stop.

I Imatters.
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Charging as a forecourt business

Most respondents who drive an EV have already charged at a fuel and
convenience outlet. Among everyone else, almost half say they would.

Among respondents who drive an electric or plug-in hybrid
vehicle, 69% have used a charging station at a fuel and
convenience outlet: 25% frequently and 44% once or twice. A
further 25% would consider it. Only 6% rule it out.

The interviews describe exactly the role these sites play, with
usage primarily framed as ‘convenient’, ‘on-route’, and a road-
trip/backup solution rather than the default everyday option

Home charging dominates daily life for EV
owners, with public charging used for travel,
top-ups and reassurance.

For current EV and PHEV owners, home is the dominant
charging location ahead of shopping centres/retail car parks
and fuel/convenience station.

“Yes, | use them sometimes during road trips when | need a
top up.”
“They’re everywhere, so they’re very reliable on road trips. If |

need a quick charge, there’s usually one nearby. It's a great
backup option.”

Figure 13: Use of Charging Stations at Fuel and
Convenience Outlets, 2026

No and |
would not
consider
this, 6%

Yes, | have
done this No, but |
once or would
twice, 44% consider
doing this,
25%
es, | have
done this
frequently,

25%

Future demand looks similar. Among consumers who do not
currently drive an EV, 46% say they would be likely to use a
fuel and convenience outlet to charge, against just 16% who
say unlikely. Twenty-three per cent sit on the fence and 15%
cannot say, a substantial persuadable middle.

Likelihood is highest among younger consumers (58% of under
40s), inner-city residents (60%) and current hybrid owners
(56%), precisely the segments leading EV adoption. The
opportunity is strongest where the transition is fastest.

Outer ring suburban (34%) and lower income drivers (38%) are
significantly less likely to say they will use fuel and
convenience sites to charge, if they had an EV vehicle.

Fuel and convenience sites already sit where people travel,
with the space, the amenities and the habit of stopping. The
interviews suggest consumers assume the conversion is
inevitable.

“They would probably get turned into charging stations
instead.”

Figure 14: Likelihood of Using a Fuel and Convenience Outlet to
Charge, 2026

34%

Extremely  Unlikely Neither Likely

Q40. Have you ever used a charging station at a fuel and convenience outlet to charge your vehicle? Base: EV / PHEV drivers, n=130. Q41. If
you had an electric or plug-in hybrid vehicle, how likely are you to consider using a fuel and convenience outlet to charge it? n=1,049.

Extremely Don’t know
unlikely likely likely
nor unlikely
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Cost, speed and convenience decide
where drivers charge. Amenities rank
last but they are what turns a charging
stop into a transaction.

Asked what matters most when choosing where to charge,
consumers rank the fundamentals first - cost of charging

(29% number one priority), convenience of the location (26%),

fast charging (23%), and availability of chargers (16%).
Amenities are the lowest priority, the main priority for just 4%.

What stands out is how little this varies across demographics.
Cost, speed, location and charger availability are the top four
for every group in the study, which makes the charging
proposition unusually consistent to plan for.

The differences that do emerge are all about cost and
amenities.

Cost is significantly more important to petrol and diesel
drivers, 76% of whom rate it among the three most important
reasons for choosing a charging site, compared to 59% of EV
drivers.

Interest in on-site amenities falls away sharply with age and
distance from the cities. While 30% of under 40-year-olds
rank amenities in their top three reasons for choosing a site,
this falls to just 13% of those aged 60 or over. It is also
markedly higher among inner-city consumers (31%) than in
the outer suburbs (15%) or regional towns (17%).

Conversations with consumers reinforce this hierarchy. Most
consumers accept that charging takes longer than refuelling,
but they want that time to be as short and predictable as
possible.

“The charging would need to be as fast and easy as simply
refuelling a car. | don’t have time to wait for a car to charge for
an hour or more.”

Among EV/PHEV owners who participated in interviews, one
in three say the top priority in a charging site is fast charging,
followed by convenient location and availability of open
charging spots. The most common calls are for minimal
waiting with fast charging, available bays and no queues
matter more than added extras.

“I hate pulling up to a charger only to find it's broken or out of
service. | need to know it will work when | get there.”

Amenities matter less, mostly as a way to make unavoidable
wait time more tolerable rather than as the primary reason to
choose a charging site. However, this ordering understates
the commercial role of amenities.

Qualitative research suggests food, coffee and clean
restrooms make waiting tolerable and convert dwell time into
spend, but they will not attract a customer to a site that is
slow, unreliable or expensive.

29%

Cost of charging

Convenience of location

26%

Fast charging

23%

16%

Availability of chargers

Amenities while charging

4%

Q42. What matters most / would matter most when choosing a location to charge your vehicle? Ranked, n=1,179.



Expected charging frequency points to
potential forecourt traffic in an electric future.

Over a quarter (26%) of consumers expect to charge at a
fuel and convenience outlet once a week and a further 26%
once or twice a month, while 22% would use such sites
mainly on road trips. Only 10% say never.

Most consumers expect an average dwell time of 25.8
minutes, with 35% expecting a stay 15-30-minutes, A further
21% expect a stay of 10—15 minutes and 17% 30-45
minutes. Notably, with an average of 31.1 minutes, current

Table 10: Forecourt Charging Expectations, by Age & Location 2026

Sample
Expect to Use Fuel & Convenience to Charge Weekly
Average Expected Dwell Time (in minutes)

Amenities Ranked in Top 3 Decision Drivers

AACAPMA
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EV owners, with real charging experience, expect longer
stays - 45% expect 30 minutes or more, versus 31% of all
consumers.

That dwell time is the industry’s emerging retail opportunity.
In interviews, around 60% of participants said they would
usually buy something while waiting for a fast charge, most
often snacks (31%) and coffee (24%).

“Yes, | usually would. It's the perfect amount of time to grab a
coffee, some snacks, or use the restroom.”

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

1179 122 306 442 309

26% 27% 31% 28% 19%

25.8 25.5 26.9 24.9 26.0
22% 32% 29% 20% 13%

L3 Suburban Suburban gl Remote

Sample
Likelihood to Use Fuel & Convenience to Charge Weekly
Average Expected Dwell Time (in minutes)

Amenities Ranked in Top 3 Decision Drivers

36% 27% 26% 22% 18%
254 24.7 24.6 26.3 32.5
31% 22% 15% 17% 27%

Significantly higher / lower than others

“There will be a few fuel pumps and

a lot more charging stations. There

will be more seating inside, where

people can have a coffee, charge

their phone or laptop and do some
work whilst waiting.”

Q42. What matters most / would matter most when choosing a location to charge your vehicle? Ranked, n=1,179. Q43. How often do you / or
would you consider charging your vehicle at a fuel and convenience outlet? n=1,179. Q44. How much time do you spend / or would you expect
to spend charging your vehicle at a fuel and convenience outlet? n=1,179.



Drivers of Charging Location Choice

The ideal charging proposition is built around speed first, convenience second,

and amenities third.

Home remains the centre of everyday charging for current EV/PHEV owners, but public charging at fuel and convenience sites
has a meaningful role as a travel, top-up and backup solution. If retailers want to win in this space, the basics need to work
first, meaning fast chargers, reliable equipment, good availability, convenient locations and minimal queueing. Amenities can
then add value by making the wait more pleasant and commercially productive.

Cost of Charging

Everyday charging is still largely built around the home, with
public locations used more selectively. Avoidance is largely
driven by ‘no need’ (home charging) and perceived cost.

1

“I mainly charge my vehicle at home using a wall
charger.”

“I haven’t needed to because | can charge it at home.’

“Probably the cost - why pay when | can charge it at
home for free.”

))

Convenience of Charging Location
Convenient location was the most common reason non-EV

owners would expect they would choose fuel and
convenience store charging.

1

“The main reason is convenience during long trips.
They are along major routes so i don't have to go out
of my way to find a charger.”

“At the local Coles shop. It's fast and easy to use and
can charge it while I'm shopping.”

“How close the charging site is to my house.”

)J

Fast Charging

Wait time is one of the core tensions in the EV charging
experience. Among EV/PHEV owners who participated in
interviews, most say the top priority in a charging site is fast
charging.

1

“Quick charging.”

“l don't want to have to wait an hour just to charge
the vehicle, which means | have to wait even longer.”

“Maybe, but that's why | would rather charge at home.
| wouldn’t wait that long.”

))

Availability of Chargers

Availability of chargers was another theme in interviews with
many drivers concerned by the prospect of not only spending
longer to charge their car than fill up with fuel, but of having
long wait times to access a charger first.

1

“Reliability is the most important thing. | hate
pulling up to a charger only to find it's broken or
out of service. | need to know it will work when |
get there.”

“Making sure there were enough charges for
everyone, and that | could charge up quickly.”

J)
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Waiting to charge is potentially shopping time

Three in five consumers say they would buy something while their car charges,
most commonly coffee and a snack - but what stops them is the price.

The qualitative research put a simple scenario to consumers -
you are away from home, waiting 15 to 30 minutes for a fast
charge. Would you buy anything?

Sixty percent said they usually would, while approximately
one in five said either no or it would depend.

“Yes, | usually would. It's the perfect amount of time to grab a
coffee, some snacks, or use the restroom.”

What they described buying is the existing convenience
range, not a new one. Snacks and confectionery led at 31%,
coffee at 24%, fresh ready-to-eat food such as a sandwich or
light meal at 10% and cold drinks at 9%. Small top-up
groceries followed at 7%.

“Yeah, probably a drink and a sandwich.”

When asked how much they expect to spend, the most
common answers clustered at $10-$15 and $20-$30, with a
sizeable group expecting to spend under $10. This is not a
shopping trip, but it is repeatable and it happens at a moment
when the customer has nowhere else to be.

Among those who would not buy, 41% cited price and cost-of-
living pressure, while 18% said they simply buy only when
they need something, and 14% would rather charge at home
than wait at the site at all.

0 ... Cost of living pressures.”

“Maybe, but that’s why | would rather charge at home. |
wouldn’t wait that long.”

Asked whether they would accept a slightly higher charging
price at a site with better amenities, consumers split three
ways - 27% would, 23% said it depends, and 38% would not.

When explaining why, resistance is partly financial and partly
a matter of principle. Twenty-eight per cent said they simply

could not afford it or were trying to save money. But 22%
argued amenities should be included as standard and another
22% rejected the idea outright.

Among those open to paying more, the availability of quality
food and drink was the main reasons, closely followed by
clean, well-maintained restrooms at and a comfortable place
to sit. The convenience of a genuine one-stop location was
also mentioned.

“I would be willing to pay more because I'm already stopped
to charge, so having food and restrooms makes it more
convenient.”

Three in five

Consumers say they would
buy something while waiting
to charge an electric vehicle.

Qualitative interviews, May 2026, n=100. Consumers were asked what, if anything, they would buy while waiting 15-30 minutes for a fast
charge at a fuel and convenience outlet. Al-assisted thematic coding is subjective and contains overlapping themes; these findings are

directional and should not be read as precise population estimates.
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Has the crisis
changed the
value of

Charging creates dwell time. Dwell time creates retail opportunity. But the
convenience offer has to earn its place in a household budget that has just
been squeezed hard.

matters.
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Young drivers and EV owners lead convenience

Many consumers continue to attach convenience purchases to fuel visits, and
the habit is strongly led by younger drivers, inner city residents and EV owners.

While more consumers are purchasing

convenience when they fill up, planned 0 Of consumers only buy fuel
purchases and convenience only trips have 7 8 /0 or charge their car when
fallen. they visit a service station

More than one in five consumers (22%) generally purchase

other items when they visit a service station to buy fuel or (o) Of consumers also buy
charge their vehicle, up from 20% in 2024 and continuing 2 2 /0 convenience when thev visit
the slow recovery from the 2019 trough. y

Of note, however, is that planned purchases have fallen .. .
significantly, down from 28% in 2024 to 18% in 2026. 0 Of consumers visit a service
Instead, most purchases are classified by consumers as 34 A) station to purchase
convenience purchases (56%), or impulse buys (27%) convenience onIy

Purchase behaviour is strongest among 25-39-year-olds

(33%) and weakest among consumers aged 60 and over Of EV owners buy
.(9%). By Iocgtipn, propensity to purchase additional items 42 % convenience items when
is strongest in inner-city (26%) and rural (24%) areas.

they charge their car
However, one group stands out. EV drivers are almost

twice as likely as the average consumer to buy something
on a forecourt visit (42% versus 22%), a potential early
signal that that longer dwell times convert into retail spend.

. . Table 11: Purchase Type, 2024-2026
Conversely, convenience-only shopping has retreated from
its 2024 peak as younger urban consumers tighten their _
belts. A third (34%) of consumers sometimes visit a service
station to buy items without buying fuel or charging. This is Sample 198 245
down from 38% in 2024, but still above the 33% recorded in

o, 0,
2022, 29% in 2019 and 30% in 2017. Planned purchase 28% I
Convenience purchase 48% 56%
Impulse buy 24% 27%

Figure 15: Purchase Behaviour, 2017-2026 Significantly higher / lower than previous year

80% 82% 79% 80% 78%
0,
- 33% 38% o
° 29% 34%
20% 18% 21% 20% 22%
2017 2019 2022 2024 2026

e Pyrchase Fuel Only e==Puyrchase Fuel & Convenience === Convenience Only Shoppers

Q45. When you visit a service station to buy fuel or charge your car, do you generally: 2017 n=1042/ 2019 n=1059; 2022 n=1005; 2024 n=994;
2026 n=1139 / Q52. Do you ever visit a service station to buy items WITHOUT buying fuel or charging your car? 2017 n=1042; 2019 n=1059;
2022 n=1005; 2024 n=1008; 2026 n=1179 / Q51 When you buy other items from the service station, is it most often a: 2024 n=198, 2026 n=
245
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Table 12: Purchase Convenience, 2024-2026

Fuel and Convenience Visit Convenience Only Visit

Total 20% 22% 38% 34%

Petrol 19% 19% 37% 33%

Diesel 23% 21% 38% 28%

Hybrid 31% 24% 34% 29%

EV - 42% - 46%

Inner City 28% 26% 51% 41%

Middle Suburban 23% 23% 40% 35%
Outer Suburban 15% 18% 26% 28%
Regional 15% 19% 35% 30%

Rural and Remote 21% 24% 44% 36%
Under 25 24% 24% 53% 44%

25-39 24% 33% 46% 45%

40-59 24% 22% 35% 34%

Over 60 7% 9% 22% 17%

Significantly higher / lower than previous year

EV drivers are twice as
likely as average to buy
other items when they
visit a service station,
potentially an early
signal of the dwell-time

dividend from vehicle
charging.

Q45. When you visit a service station to buy fuel or charge your car, do you generally: 2024 n=994; 2026 n=1139 / Q52. Do you ever visit a
service station to buy items WITHOUT buying fuel or charging your car? 2024 n=1008; 2026 n=1179
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Among consumers who do buy other
items, purchase frequency has
softened noticeably.

Under half (46%) buy often or always, down from 58% in
2024, while 49% now buy only sometimes (up from 39%).
This is consistent with the qualitative finding that
discretionary add-on purchases were an early casualty of
household belt-tightening during the fuel crisis.

Frequency is highest among under-25s (59% often) and
inner-city consumers (45% often), and lowest in rural areas,
reinforcing that the convenience opportunity remains
concentrated in younger, urban segments.

Figure 16: Frequency of Other Purchases when Charging or Buying

Fuel, 2019-2026

49%

39%

349 6%

Sometimes

1% 3% 3%
— I

Rarely
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The qualitative research shows the crisis accelerated this
discipline. Around two in five respondents interviewed said
they cut convenience spend during the fuel crisis, often
packing drinks and snacks from home.

As the report will highlight in coming pages, winning back
these customers requires improved price perception on
everyday items and a range worth crossing the forecourt
for.

“I usually buy a drink too but was
unable to during the crisis as |

could not afford it. Now | pack my
own drink and snack from home.”

Qualitative interview, May 2026

m2019 m 2022 m2024 m 2026

56%

49%  48%

I I 36%

Often

1%  10% 10%

Significantly higher / lower than previous year

Table 13: Always or Often Purchasing Other Iltems when Charging or Buying Fuel, by Age & Location 2026

Total Under25 25-39 40-59

Sample 245 29 95 93

Purchase Often or Always 46% 69% 48% 35%

60 and

Middle
Suburban

Outer
Suburban

Rural /
Remote

Inner
over City

28 55 76 35 62 17
46% 53% 46% 37% 47% 35%

Regional

Q48. How often do you buy other items? 2019 n=186; 2022 n=208; 2024 n=198; 2026 n=245

45
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The convenience offer has to earn its place
Price is an ever-bigger barrier to convenience purchases, but range and quality

constraints are rising too.

The barrier to convenience shopping is
overwhelmingly price.

Among the 78% who buy fuel and nothing else, a record 79%
say the prices are what stops them, the highest figure the
Monitor has recorded.

But two other factors have risen significantly. The proportion
of consumers citing a limited product range (25%, up from
19%) and poor product quality (14%, up from 6%) are both
higher for the first time. Consumers are not only priced out,
but a growing number are not finding anything to interest
them.

Range and quality complaints are most common among
higher-income consumers (40% cite limited range) and inner-
city shoppers (29% cite poor quality), the segments most

Despite the increase in average spend, only one in three
buyers (32%) say they are spending more on convenience
than 12 months ago, down from 43% in 2024, while 45%
spend the same and 18% less. With prices higher across the
board, flat nominal change in spend implies smaller baskets -
consumers are managing their convenience spend as
deliberately as their fuel spend.

Table 14: Change in Spend on Convenience Items over Last 12
Months, 2024-2026

I TN T

exposed to strong grocery and food-service alternatives. Sample 198 245

Average Spend $14.60 $18.90
Despite this, transaction values are holding Up to $10 53% B2
up, with average spend increasing from $14.60 $11-$20 33% 39%
in 2024 18.90 in 2026.

024 to $18.90 026 $21 - $50 12% 12%
Thirty-nine per cent (39%) of buyers spend $11-$20 per visit o o
and 38% spend $5-$10, broadly in line with 2024 at 33% and More than $50 2% 4%
44% respectively. The proportion spending under $5 has Chanae in Spend
fallen from 9% in 2024 to 4% in 2026. e sl

Spending More 43% 32%
Spending the Same 41% 45%
Spending Less 14% 18%
Figure 17: Barriers to Convenience Shopping, 2019-2026
77% 9% m2019 w2022 w2024  m2026
68% 0%
25%
o o, 19%
17% 18% 197 14%
8%
lI I - i 3% 3% 5% 6% 30 4% 4% ©%
The prices Limited product range Poor product quality Poor store presentation / Poor customer service
layout

Significantly higher / lower than previous year

Q46. What prevents you from buying other items when you purchase fuel? 2019 n=873; 2022 n=797; 2024 n=796; 2026 n=894 / Q49. Aside
from fuel or charging your vehicle, approximately how much do you usually spend on other purchases when you visit a service station? 2024
n=198; 2026 n=245 / Q50. Thinking overall about your convenience spending aside from fuel or vehicle charging, do you think that you are

spending more now than 12 months ago? 2024 n=198; 2026 n=245
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What shoppers want from the store

Nine in ten forecourt purchases fall into
three categories. Which three depends
almost entirely on how old the
customer is.

Among consumers who buy something alongside their fuel or
charge, the range that matters is narrow. Cold drinks lead at
65% (up from 56% in 2024), followed by chips, lollies and
snacks (56%, up significantly from 41%) and coffee or a hot
drink (55%%). Fast food (38%, up from 35%) and energy
drinks (37%) form a clear second tier, with café-style meals
(31%) and top-up groceries (30%) close behind.

Everything else, newspapers and magazines (14%), non-
food items (9%), is marginal.

What looks like a stable picture is really two
different stories separated by age.

Coffee is the clearest divide in the entire convenience
dataset. Just 21% of 18—24-year-olds buy a hot drink with
their fuel, rising steadily to 55% of 25-39s, 57% of 40-59s
and 82% of consumers aged 60 or over.

Energy drinks run in precisely the opposite direction: 51% of
under 40s buy them, against 28% of 40-59s and just 7% of
over-60s. Snacks follow the same downward slope, from
66% of under-25s to 32% of over-60s.

The result is that the two age groups want almost opposite
things. For older consumers the forecourt is a coffee stop
that sometimes involves fuel, 82% buy a hot drink and 50% a

Figure 15: Items Purchased from Convenience Stores, 2019-2024

64%

56% 570/‘560/155%

48%
39./‘I/.41 % |

Coffee

31%

Cold drinks Chips, lollies

39%

35%

Fast food

takeaway meal, the highest of any age group. For
consumers under 40 it is a drinks-and-snacks destination,
with energy drinks and confectionery doing the work that
coffee does for older consumers.

Location adds a second layer.

While small samples mean many of the differences are not
significant, outer suburban consumers appear to be the
heaviest buyers of cold drinks (77%) and snacks (63%),
while inner-city consumers over-index on top-up groceries
(40%) and non-food items (18%), consistent with using the
service station as a substitute convenience store rather than
a refreshment stop.

Rural consumers buy the least coffee (41%) and the fewest
snacks (35%), but the most fast food (47%), a pattern that
reflects distance and trip purpose rather than preference.

Vehicle type points to where potential growth
lies.

Diesel drivers are the strongest cold drink buyers (76%),
while hybrid drivers report higher likelihood to purchases
café-style food (45%) and energy drinks (45%), the segment
most likely to treat the stop as a break rather than an errand.

As dwell times lengthen with charging, that café-style
demand is the one most likely to scale — although again the
sample dictates that results should be treated as directional
only.

m2019 m2022 m2024 m2026

8% 37%

0,
28%28% 30%

230/023%I I II23%I

Café style food

Energy drinks Groceries

Significantly higher / lower than previous year

Q47. What other products do you purchase? 2019 n=186; 2022 n=208; 2024 n=198



Cold drinks, coffee and snacks remain
the leading convenience-only
purchase.

A third of consumers (34%) visit a service station without
buying fuel at all, down from the 38% peak in 2024.

The retreat is concentrated in exactly the segments that
drove the earlier growth. Under-25s fell from 53% to 44%,
and inner-city consumers from 51% to 41%. This is
consistent with the crisis-driven belt-tightening described
throughout this report.

The purchases themselves are unchanged,
remarkably consistent across the last two
years and consistent with purchases made
with fuel.

Cold drinks (37%), coffee (33%) and snacks (29%) lead, with

use of facilities rising to 23% and fast-food steady at 17%.

Figure 16: Reason for Convenience Only Visit, 2019-2026

o . 37
3% 3750
33%

209297

23%

2./|||

Cold drink

29%30 %
24%‘|

Coffee / hot Snack
drink takeaway meal

26%
19%| |

Use facilities

Fast food /

8% 17%
14%
1% I
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But the mix divides sharply by age. Half of consumers under
25 call in for a cold drink and more than four in ten for a
snack. For consumers aged 60 and over, coffee dominates
at 54%, while cold drinks fall to just over one in ten.

Asked what they would prefer the outlet offered, 32% want
greater variety and more grocery items and 21% more food
and dining options, while 48% say they only ever buy fuel or
charge.

By location 46% of inner-city consumers want greater variety
and more grocery items, against 23% in regional and rural
areas, where 54%-56% say they only ever buy fuel.

m2019 m2022 m 2024 m 2026

24%

17%

o, 0,
15/014025@
11% 10%
109 10%
%% > ) 8% 8%

IIII III7A) IG% 1 IIIG%

Buy ‘topup’ Café style food / Other non-food Newspaper /
groceries meals items magazine

Significantly higher / lower than previous year

Q52. Do you ever visit a service station to buy items WITHOUT buying fuel or charging your car? n=1,179. Q53. When you visit a fuel and
convenience outlet without buying fuel or charging your car, what is the usual reason for your visit? Multiple response, n=396. Q55. Which of the

following options would you prefer the convenience outlet offered? n=1,179.
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Quality has caught up with price as leading demand

Two years ago price was rated as more important than quality by six in ten
consumers, but in 2026 consumers are split down the middle, and in the
segments that spend most, quality now wins outright.

Asked directly which matters more about the convenience and
food items at a service station, consumers divide almost
exactly in half - 49% say quality and 51% say price. In 2024
the same question produced a 40/60 split in favour of price.

That is a significant shift, and it happened during a cost-of-
living squeeze which makes it more notable.

The explanation is visible elsewhere in this chapter. Poor
product quality as a barrier to convenience purchases has
more than doubled since 2024, from 6% to 14%, and limited
range has risen from 19% to 25%.

Quality is the decisive preference among 25-39-year-olds
(63%), while price is more important to 18—24s (64%), 40-59s
(59%) and over 60s (53%).

By location, 59% of inner-city consumers put quality first,
against 44% in regional areas and 41% in rural Australia,
where price remains the deciding factor.

Nearly half of Australians are prepared to pay a
small premium at a convenience store. They
are buying back time, and they are younger,
urban and increasingly electric.

Forty-seven per cent of consumers are prepared to pay a little
more for products at a convenience store, up from 40% in
2024. The dominant reason is time, with 34% saying it saves
them time and 16% that it is simply an easier way to shop than

a supermarket. Fifty-three per cent are not willing to pay more,
but that figure has fallen seven points in two years.

Two thirds of 25-39 year olds (67%) will pay a premium, as
will 63% of inner-city consumers and 62% of EV drivers.
Among consumers aged 60 or over the figure is 29%, and
among households earning under $70,000 it is 38%.

Those groups overlap almost perfectly with the segments
driving convenience-only visits, dwell-time purchasing and
charging demand. The premium customer, the charging
customer and the convenience-only customer are largely the
same person - young, urban, time-poor and comfortable
paying for the saving.

Say price is more
important than quality

51%

(down from 60% in 2024)

Say quality is more
important than price

49%

(up from 40% in 2024)

Of consumers are willing
to pay more for products
at a convenience store

47%

(up from 40% in 2024)

Table 17: Relative Importance of Price versus Quality, by Age & Location 2026

Under 60 and Inner Middle Outer . Rural /
617 74 214 246 83 154 195 90 144 34

Sample
Quality 49% 36% 63% 41%
Price 51% 64% 37% 59%

47% 59% 48% 47% 44% 41%
53% 41% 52% 53% 56% 59%

Significantly higher / lower than others

Q56. Which is more important to you? Base: consumers who buy convenience items, n=617.
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Figure 20: Preparedness to Pay More for Products at a Convenience Store, 2024-2026

60%

Yes, it saves Yes, easier than Yes, other No
me time a supermarket reason
m2024 m2026

Significantly higher / lower than previous year

Table 18: Preparedness to Pay More for Products at a Convenience Store, by Age & Location 2026

Under 60 and Inner Middle Outer Rural /

Yes, it saves me time 34% 40% 49% 31% 20% 48% 35% 27% 30% 28%
Yes, easier than 16%  18%  25% = 16% = 6%  25% 17% 7% 14% 15%
supermarket

Yes, other reason 3% 1% 2% 3% 4% 0% 3% 4% 3% 3%
No 53% 48% 33% 55% 71% 37% 51% 62% 59% 55%

Significantly higher / lower than others

Q54. Are you prepared to pay a little more for products at a convenience store? Respondents could choose more than one reason. n=1,179
(2024 n=1,008). 51
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Support for alcohol sales remains a minority position

Only three in ten consumers would The conditions attached to support have also hardened.

su pport fuel and convenience retailers Every safeguard tested is now demanded by more
consumers than in 2024, including a separate section within

expandlng their range to sell alcohol. the store (51% would like to see this, up from 47%), limits on
product quantities (46%, up from 41%) and limits on trading
hours (40%, up sharply from 31%). Preference for a
connected store with its own entry rose from 25% to 28%.
Consumers who would permit alcohol increasingly want it
When the Monitor first tested alcohol sales in 2024, 34% kept at arm’s length from the forecourt.

were supportive and 47% opposed. These findings suggest
that support has edged down three points and opposition has
risen four. Setting aside those without a firm view, opposition
has grown from 58% to 62%, a small shift but in the opposite

Among these,10% support sale without restrictions and 20%
with some restrictions, while half of all consumers (51%)
oppose and 19% hold no opinion.

direction to the one the category would need. Of consumers support
In 2024, opposition was driven overwhelmingly by concern 1 O 0/ aICOhOI_SaleS at fuel ar.'d
about drink driving (56%), followed by a belief that alcohol o) convenience stores, with

belongs only in dedicated liquor stores (43%), that availability no restrictions
encourages greater consumption (31%) and that it would
bring anti-social behaviour to the site (31%). Support, where Of consumers support
it existed, was for convenience of location (38%), one-stop

shopping (31%) and meeting last-minute needs (29%). 2 O % alcohol sales at fuel and

convenience stores, with

In 2026, support, where it exists, is strongly generational.

Among consumers under 25, 45% support alcohol sales, restrictions
34% with restrictions and 11% without, and the pattern is
near-identical among 25-39s. Support falls to 15% of over Of consumers oppose
60s. By location, 4.2% of inner—city consumers suppor_t 5 1 0/ alcohol sales at fuel and
alcohol sales, against 62% opposition in rural Australia. .

0) convenience stores and

19% are unsure

Table 19: Additional Restrictions with
Alcohol Sales, 2024-2026

Sample 209 241

Within the store, separate section 47% 51%
Limits on product quantities 41% 46%
Limits on trading hours 31% 40%
In a connected store, separate entry 25% 28%

Q57 Would you support fuel and convenience retailers expanding their product range to sell alcohol? 2026 n=1179 / Q58. What additional
restrictions do you think should be in place? 2024 n=209; 2026 n=241



Fuel prices —
what consumers

In the most volatile year in fuel prices in two decades, public understanding of
what they pay for fuel improved. But education on where the money goes
needs to improve.

matters.
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What consumers believe about pricing

Australians understand the global forces behind fuel prices. Yet they still credit
their local retailer with far more control, and far more profit, than the retailer has.

The price of petrol at Australian fuel outlets is influenced by a
range of global, national and local factors. At the global level,
crude oil prices, driven by geopolitical events, decisions and
exchange rates, play the most significant role, a reality made
vivid by the 2026 Middle East conflict and its near-50 cent per
litre impact on Australian fuel prices.

Government fuel excise and GST add directly to the price per
litre, while at the local level the market operates in regular
price cycles, shaped by competition, transport costs and
retailer pricing strategies.

The 2026 Monitor again tested consumer understanding of
these factors, the level of control fuel retailers have in setting
prices, and the share of the pump price consumers believe is
retailer profit.

The results show consumers have a strong grasp of the
global and governmental drivers but continue to significantly
overestimate the control and margins of local retailers,
sustaining the case for industry-level pricing transparency.

Sixty-three per cent say global oil prices have a major impact
on the price at their local outlet (up from 54% in 2024), while
55% say the same of taxes and government excise, down
marginally from 2024.

Given the challenges of the last six months, more consumers
think that transportation and logistics costs have a major
impact prices (34%, up from 28%).

Over a third (34%) believe retailer profit margins have a major
impact on price, despite retail margins comprising around 5%
of the price per litre. Of interest, rural consumers are the most
likely to recognise that retailers have minimal control (29%),
reflecting closer familiarity with independent operators in their
communities.

Factors Impacting Local Fuel Prices
% Major Impact

Say global oil prices have a
moderate or major impact on
the pump price

(up from 54%)

63%

Say taxes and excise impact
the price of fuel

(down from 57%)

55%

Transportation and logistics
costs impact prices
(up from 28%)

34%

Believe retailer margins have
an impact on fuel prices

(down from 37%)

34%

Q18. How much do you think each of the following factors impacts the price of fuel at your local fuel and convenience outlet? n=1,058.
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Consumers persistently overestimate of
the influence of retailers on the price
they pay for fuel.

Thirty-two per cent of consumers believe the manager, owner
or operator of their local outlet has considerable or complete
control over the price charged for fuel, up from 27% in 2024,
while only 27% believe they have little or no influence.

Margin perceptions follow the same pattern. Asked what
percentage of the price per litre is profit for the fuel retailer,
37% of consumers believe the margin exceeds 10%,
including 11% who believe it is more than 20%.

Figure 21: Influence of Owner/Manager on Fuel Price , 2024- 2026

36%

32%

25%

0,

No control

20%

Minimal control Some control

Considerable control
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Only 21% place retailer profit in the realistic
range of 5% or below, and 20% concede they
don’t know.

Estimates are broadly consistent across locations, although

regional consumers are the most likely to say they don’t know
(25%).

These misperceptions matter. Exaggerated views of retailer
margins directly undermine trust in pricing and remain a core
communication opportunity for the industry.

m 2024 m 2026
26%
22%
0,
I 5% 6% 7% 5%

Complete control Don’t know

Significantly higher / lower than previous year

Table 20: Percentage of Price per Litre of Fuel Assumed to be Profit, by Location 2026

Middle Outer Rural /

Sample 1058
Less than 1% 2% 2%
1% - 5% 19% 15%
5% - 10% 22% 26%
10% - 15% 16% 19%
15% - 20% 10% 12%
20% - 25% 6% 8%
More than 25% 5% 4%
Don’t know 20% 15%

3%
17%
21%
20%

9%

7%

5%
19%

2% 2% 4%
21% 23% 18%
19% 22% 26%
16% 12% 10%
1% 7% 10%
7% 3% 4%
7% 5% 5%
17% 25% 22%

Q19. Thinking about the manager/operator/owner of the fuel and convenience outlets you visit, how much control do you think they have in
setting the price they charge for fuel? n=1,058. Q20. Thinking about the cost per litre of the fuel you buy, approximately what percentage of the

price per litre do you think is profit for the manager/owner/operator of the fuel outlet? n=1,058.

55



What fuel excise raises, and
why it is shrinking.

Fuel excise raised around $23.0 billion in 2025-26, a figure held down
by the temporary excise reduction between April and June - before
that measure, MYEFO had forecast $26.6 billion. 7

Receipts are projected to reach about $31.2 billion by 2029-30 as the
relief unwinds and volumes recover. *

The longer trend runs the other way. The Parliamentary Budget Office
projects fuel excise falling from 0.91% of GDP in 2026-27 to 0.78% by
2036-37, a downgrade it attributes explicitly to increased electric
vehicle uptake. 8

Sources: Australian Government, Budget 2026-27, Budget Paper No. 1, Statement 5: Revenue
Table 5.7; Parliamentary Budget Office, Medium-Term Budget Outlook.



https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
https://budget.gov.au/content/bp1/download/bp1_bs-5.pdf
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Australians know what fuel tax costs them, not what
it buys.

Consumers are close to the mark on the size of the tax they pay for fuel. On
what that tax actually funds, only a third get it right.

Asked what fuel excise is mainly used for in Australia, just largest single group of respondents close to correct.
33% correctly identify general government revenue. More
than a quarter (28%) believe it is dedicated to roads and
transport infrastructure, an arrangement that most recently
ended in 1992. ° A further 15% think it maintains Australia's
fuel reserves, and 15% simply do not know.

The most accurate group is the one that understands the tax
least. Consumers aged 60 or over are the most likely to
estimate the tax share at more than 30% (43%, against 23%
of under-40s) and also the most likely to believe that money
is quarantined for roads. They have a good sense of what
The "roads funding" belief is strongly generational. More they are paying, and a poor sense of where it goes.

than two in five consumers aged 60 or over (43%) hold this
view, against 19% of those under 40. By location, inner-city
consumers are the least likely to think excise is dedicated to

roads (18%), while rural consumers are the most likely to That combination matters for any reform

correctly identify general revenue (42%). Younger debate around fuel excise and road user
consumers are the least certain, with a quarter of 18-24s charges.
uncertain.

Consumers who believe they already pay a dedicated road
tax will reasonably read a road-user charge as a second
one, which helps explain why 32% of consumers worry

On the size of the tax, consumers do about paying both a charge and the excise during any

considerably better. transition, and why 15% say outright that they do not
understand how a road-user charge would work. Any

A third (33%) estimate that more than 30% of the pump price replacement for the excise will need to begin by explaining

is government tax and excise, 23% put it at 20—30% and the tax it replaces.

19% at 10-20%, while 12% cannot hazard a figure. With
excise at 53.7 cents per litre 10 tax currently accounts for
roughly a third of what consumers pay, which places the

Table 21: Amount of Petrol Price Consumers believe is

Figure 22: What Consumers Believe Fuel Excise Funds, 2026 Government Taxes, 2026
I
33% Sample 1058
Less than 5% 3%
5-10% 9%
10-20% 19%
20-30% 23%
30-40% 19%
40-50% 8%
50-60% 4%
General  Roads and Fuel reserves Emissions Public ~ Don’t know More than 60% 3%
government transport and security reduction transport
revenue infrastructure programs  services Don’t know 12%

Q21. To the best of your knowledge, what is the fuel excise mainly used for in Australia? n=1,179. Q22. Approximately what share of the price
you pay for fuel do you think is made up of government taxes and fuel excise? n=1,058.



A road-user charge divides the country.
Support narrowly outweighs opposition,
but the fault lines run between men and
women, city and country, and petrol and
electric.

Views on replacing the fuel excise with a road-user charge
are fairly evenly split - 34% support the idea, 29% oppose it,
22% sit in the middle and 15% say they do not understand it
well enough to answer.

Beneath the total, however, there are divisions, particularly by
gender. Men support the charge at nearly twice the rate of
women (44%, versus 24%).

Consumers aged 60 or over are the most supportive age
group (42%), while rural consumers oppose it most (39%) and
so, unsurprisingly, do EV drivers (42%), the group with the
most to lose financially from a shift away from a fuel-based
tax.

With almost four in ten consumers either neutral or unsure, a
significant education task precedes any reform.

Concerns are overwhelmingly about fairness
rather than principle.

The dominant concerns about a road-user charge are
fairness-based. Over two in five (43%) worry it would unfairly
impact people living in regional and rural areas, rising to 64%
of rural consumers themselves and 54% of consumers aged
over 60.

Over a third (37%) fear higher transport costs would flow
through to the price of goods and services, and 36% say it

Figure 23: Views on a Potential Road-User Charge, by Gender 2026
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would unfairly impact people who need to drive more.

A third are simply concerned that it will increase the cost of
driving (33%), rising to 39% of those aged under 40. A similar
proportion (32%) are concerned about paying both a road-
user charge and fuel excise during any transition, and 30%
about how vehicle usage would be monitored or recorded.

One in five drivers (19%) are concerned that a road user
charge will simply be used to raise more revenue by
motorists, a concern particularly prevalent among male
drivers at 24%, compared to just 19% of females.

Only 6% have no major concerns. Any reform proposal will be
judged on regional fairness, transition arrangements and
privacy safeguards.

Of consumers support
replacing the fuel excise
with a road user charge

34%

Of consumers oppose
replacing the fuel excise
with a road user charge

29%

Of consumers don’t
understand how a road
user charge would work

15%

30%

Somewhat Neither

oppose

Strongly
oppose

Don’t
understand

Somewhat
support

Strongly
support

m Male ®mFemale

Significantly higher / lower than others

Q23. Which best describes your view of a potential road-user charge as an alternative to the fuel excise? n=1,179. Q24. What are your main
concerns about a road-user charge instead of the fuel excise? Multiple response, n=1,179. Q25. What do you think is the main benefit of a

road-user charge instead of the fuel excise? Multiple response, n=1,179.



The perceived benefits of a road-user charge
mirror the fairness logic of the concerns.

Nearly a third (32%) believe drivers would contribute based
on how much they drive, 30% that it would be fairer as more
electric vehicles enter the market, and 29% that it would more
accurately reflect actual road use. A quarter (23%) value that
all vehicle types would contribute in a similar way.

Rural consumers are the most likely of any group to see no
benefit at all (31%, against 21% nationally) and the least likely
to accept the long-term argument (3% versus 14%), while
inner-city consumers are consistently the most receptive on
nearly every rationale, including a sustainable revenue base
(24%) and a better long-term system (22%).

Table 22: Concerns about a Road-User Charge, by Gender & Age 2026

Total

Sample 1179

Unfair impact on regional and rural areas 43%
Increase the cost of goods and services 37%
Unfair impact on people who need to drive more 36%
Increase the cost of driving 33%
Could pay both a road-user charge and fuel excise 32%

How vehicle usage would be monitored or recorded 30%
Used to raise more revenue from motorists 19%

| do not have any major concerns 6%

Table 23: Benefits of a Road-User Charge, by Gender & Age 2026

Total

Sample 1179

Drivers contribute based on how much they drive 32%
Fairer as more electric vehicles enter the market 30%
More accurate way of reflecting actual road use 29%
Ensure all vehicle types contribute in a similar way 23%
More transparent way of charging motorists 17%
More sustainable source of government revenue 16%
Better long-term system than the fuel excise 14%
| don'’t think there is any benefit 21%
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Men are significantly more likely to agree that it will provide a
fairer system as more electric vehicles enter the market (35%)
and that it will ensure all road users contribute in a similar way
(29%)

Over-60s are also drawn to the equity argument as EVs enter
the market (42%, against 22% of under-40s), while younger
consumers accept the need for accuracy, transparency and
long-term reform.

One in five consumers (21%) see no benefit at all, rising to
31% among both rural consumers and EV drivers, confirming
that acceptance of usage-based charging is far from settled.

Male  Female Under25 25-39 4959  ©0and
over
581 593 122 306 442 309
42% 44% 39% 38% 39% 54%
36% 38% 34% 37% 35% 41%
34% 39% 33% 39% 37% 34%
32% 33% 38% 40% 36% 19%
34% 31% 25% 36% 33% 32%
30% 30% 35% 30% 25% 35%
24% 14% 19% 24% 18% 15%
7% 5% 5% 6% 6% 6%
Male  Female Under25 2539  49.59  ©002nd
over
581 593 122 306 442 309
35% 29% 34% 27% 34% 34%
35% 24% 26% 21% 28% 42%
31% 27% 35% 32% 26% 29%
29% 18% 21% 23% 21% 26%
19% 14% 12% 24% 16% 12%
16% 16% 21% 19% 15% 12%
16% 11% 19% 20% 11% 9%
19% 23% 15% 22% 24% 20%

Significantly higher / lower than others

Q24. What are your main concerns about a road-user charge instead of the fuel excise? n=1179 / Q25. What do you think is the main benefit of

a road-user charge instead of the fuel excise? n=1179



The
from
a tough year.

While it could have been reasonable to expect the opposite, in the most
expensive year at the pump in two decades, public regard for fuel and
convenience retailers improved considerably.

matters.




Trust rose in a difficult year

Positive perception of the industry
climbed from 39% to 51%, and trust
from 38% to 46% through the most

expensive year for fuel in two decades.

The 2024 Monitor established baseline measures of public
perception and trust. In 2026 both have improved markedly,
a notable result given the year’s record prices.

It would have been reasonable to expect the opposite.

Instead, both headline measures improved markedly.
Excluding those unsure, 51% of consumers now believe the
Australian public views fuel and convenience retailers
positively, up from 39% in 2024, while negative perception
fell from 29% to 18%. Trust that retailers act in the
community’s best interests rose from 38% to 46%.

One possible explanation is visible performance under
pressure. Through the crisis, sites stayed open, supply held,
and the excise cut was passed through quickly, and where
consumers could see it. Reliability, delivered publicly,
appears to have counted for more than the price on the
board.

The customer experience data supports that reading.

Figure 24: How Consumers think the Public views
Fuel and Convenience Retailers, 2024—2026.

m2024 m2026

. 36%
33%319, 30%

25%
15%
8%
4% oo,
i

Very Somewhat Neutral Somewhat Very
negatively  negatively positively positively
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Around nine in ten consumers agree stations were
conveniently located (88%), easy to enter and exit (89%)
and completed their transaction quickly (90%).

Safety (83%), waiting times (83%) and cleanliness (81%) all
remain strong, though cleanliness and staff friendliness
(77%) each slipped slightly.

Believe fuel and
convenience retailers are

5 1 % viewed positively by the

Australian public
(up from 39% in 2024)

Trust fuel and
convenience retailers to

4 6 % act in the best interests

of the community
(up from 38% in 2024)

Transparent pricing most

4 5 OA) important to improve

public trust

Figure 25 - Trust to Act in Community Best Interest,
2024-2026

m2024 m2026

37%
33% 0
30% 32%
24%
20%
9%

5% 5% 6%
ompletely Somewhat Neutral Somewhat ompletely
distrust distrust trust trust

Significantly higher / lower than previous year

Q59. Thinking about the last time you purchased fuel, please tell us how much you agree that: 2026 n=1179. Q60. Overall, how do you think
fuel and convenience retailers are viewed by the Australian public? 2024 n=1,008; 2026 n=1,179 (Don’t know excluded). Q61. How much do
you trust fuel and convenience retailers to act in the best interests of the community? 2024 n=1,008; 2026 n=1,179 (Don’t know excluded).
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Asked what would most enhance trust
in the industry, consumers name
pricing transparency four times more
often than anything else.

Forty-five per cent of consumers say the single most
important thing fuel and convenience retailers could do to
build trust is to ensure transparent pricing strategies. Nothing
else comes close - product quality follows at 11%, customer
service at 9%, sustainability commitments at 7% and
community engagement at 6%.

Placed alongside the findings earlier in this chapter, it
appears that consumers know global prices and taxes drive
the price at the bowser, but a third still believe the local
operator holds considerable sway, and 37% overestimate
the margin.

This was clear in consumer frustrations during the fuel crisis,
which reflected a belief that prices rose faster than costs
justified and then fell far more slowly than they should have.

Frustration was also apparent about the inconsistency
between neighbouring stations, which many read as
opportunism rather than the ordinary price cycle.

"Fuel suppliers jacking up the price before the flow on effect
from the middle east war. They were still using old supplies
at a previous price*

"That service stations increase price when fuel goes up but
don't reduce when prices of fuel goes down"

The demand for pricing transparency is remarkably
consistent across every age, income and location group in
the study. The rare finding with almost no demographic
variation.

That points to a need for education about how a price is set,
what proportion is tax, why the cycle behaves as it does, and
what a retailer actually earns from a litre.

The timing is favourable. Trust has just risen eight points,
attention on fuel pricing is higher than it has been in many
years, and consumers have demonstrated through the crisis
that they will give credit where performance is visible.

“Consumers see stockpiles as insurance...
but at the pump, what people want to

know is simply why the number is what it

Qualitative interview, May 2026

Table 24: Most Important Action to Enhance Trust, 2024-2026

2024 2026
Ensure transparent pricing strategies 46% 45%
Focus on product quality 10% 11%
Improve customer service 7% 9%
Demonstrate commitment to sustainability and environmental initiatives 11% 7%
Enhance communication with the community about business practices and benefits 4% 6%
Engage with the local community 7% 6%
None of the above 5% 5%

Significantly higher / lower than previous year

Q62. What is the most important thing fuel and convenience retailers could do to enhance the level of trust in them? 2024 n=1008, 2026

n=1,179.



2026 National Monitor of Consumer Attitudes

D/
W

ACAPMA

Australasian Convenience and Petroleum
Market

fers Association

63



AACAPMA

' Australasian Convenience and Petroleum
Marketers Association

Customer Experience Framework, 2017-2026

The fundamentals of the customer experience remain strong — the retail offer
is the frontier.

Since 2015 the Monitor has tracked a consistent framework of standard through a turbulent year. Roughly nine in ten
customer experience measures spanning location, consumers agree stations are conveniently located, easy to
environment, efficiency and service. enter and exit, and complete transactions quickly.

These fundamentals underpin the industry’s license to The weakest element remains the retail offer. Fewer than half
compete - consumers will not reward an expanded (46%) agree the store offered items they were interested in
convenience or charging offer at sites that feel slow, unsafe or purchasing, although this rises to 82% of consumers who buy
hard to access. convenience items, and the measure continues its steady

The 2026 results show the experience holding at a high improvement, up nine points since 2017.

Table 25: Customer Experience Index, 2017-2026

Location
There is a petrol station in a convenient location 87% 84% 89% 89% 88%
It is easy to enter and exit the forecourt 88% 82% 88% 89% 89%

Environment

The petrol station is clean and well presented 87% 82% 86% 84% 81%
| feel safe at the petrol station 90% 83% 87% 87% 83%
Efficiency

The time | had to wait to access a pump was reasonable 88% 82% 87% 87% 83%
My purchase transaction was completed quickly 91% 87% 91% 91% 90%
Service

Staff were friendly and helpful 80% 76% 78% 79% 7%
Products | was interested in purchasing 37% 42% 42% 41% 46%

Significantly higher / lower than previous year

Q59. Thinking about the last time you purchased fuel, please tell us how much you agree that: 2017 n=1042; 2019 n=1059; 2022 n=1005; 2024
n=994; 2026 n=1179. Top 2 = % Agree/Strongly Agree
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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 comprised two phases. A qualitative phase of 100 in-depth
online interviews with Australian consumers (70 petrol/diesel
drivers, 17 hybrid, 9 EV and 4 PHEV) was conducted from

25 to 31 May 2026 using an Al-enabled conversational
methodology.

A quantitative phase, an online survey of n=1,179 Australian

adults who hold a driver’s licence, was conducted in June

ACT 27 2%
NSW 400 34%
NT 8 1%
QLD 211 18%
SA 90 8%
TAS 33 3%
VIC 312 26%
WA 98 8%
Inner City 220 19%
Middle Suburban 353 30%
Outer Suburban 202 17%
Regional 330 28%
Rural or Remote 74 6%
o | com ||
18-24 122 10%
25-39 306 26%
40-59 442 37%
60 or over 309 26%
Male 581 49%
Female 593 50%
Non-binary /

0,
Prefer not to say 5 D

AACAPMA

' Australasian Convenience and Petroleum
Marketers Association

2026, with quotas to reflect the Australian population by age,
gender and location. Questions relating to fuel purchasing
were asked of the n=1,058 respondents who drive petrol,

diesel or hybrid vehicles.

Results are unweighted. Significance testing applies a False
Discovery Rate correction (p = 0.05). Trend comparisons
draw on previous waves conducted in 2015, 2017, 2019,
2022 and 2024. Thematic quantification of qualitative
interviews is indicative and directional only.

Less than $40,000

$40,000 - $70,000 208
$70,001 - $100,000 205
$100,001 - $150,000 265
$150,001 - $200,000 170
Over $200,000 145
Prefer not to say 58

1%
18%
17%
22%
14%
12%
5%

Last visited fuel outlet %

Today 103
In the last few days 373
In the last week 318
In the last fortnight 162
In the last month 68
In the last 3 months 34

10%
35%
30%
15%
6%
3%

Petrol 815
Diesel 141
Electric 121
Hybrid (HEV) 90
Plug-in Hybrid (PHEV) 9
LPG 3

69%
12%
10%
8%
1%
0%



AACAPMA

' Australasian Convenience and Petroleum
Marketers Association
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About
Survey Matters.

Survey Matters is a research and strategic insights agency that works exclusively with associations and member-
based organisations. Our deep understanding of the unique dynamics of associations truly sets us apart. Whether it is
research designed to understand retention rates, improve engagement levels, support advocacy and policy
development or raise awareness, our insights serve as the cornerstone of meaningful impact and change.

Over fifteen years we've worked with countless associations across healthcare, legal, financial services, insurance,
property, transport, small business and community sectors. We've surveyed hundreds of thousands of respondents.
And we've produced research that's been cited in government policy, driven media coverage, changed how sectors
recruit and retain people, and given CEOs the evidence they needed to take difficult decisions to their boards.

Survey Matters is managed by Co-Founders Brenda Mainland and Rebecca Sullivan and supported by a team of
research experts and support personnel.

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 39452 0101

Rowan Lee

CEO

ACAPMA
rowan@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.

I Imatters.
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