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This research was commissioned by ACAPMA.

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

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

ACAPMA’s members comprise 90% of Australia’s fuel distribution and 
storage businesses who, in turn, supply fuel to approximately 3,500 of 
the 6,400 retail fuel outlets operating in Australia.  The profile of 
ACAPMA’s membership ranges from small Australian businesses, to 
medium sized Australian owned enterprises, to large multinational 
corporations.
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We hope the outcomes of the study help ACAPMA’s 
members determine the products and services that 
consumers value and would pay for beyond fuel.  A 
focus on location provides further insight into where 
consumers would be most receptive to upgrades or 
modifications to existing outlets.

Fuel Purchase Monitor

Overall, the 2019 Monitor found that consumers are 
visiting the outlet more frequently and, like in 2017, 
most consumers are loyal to one of a few service 
stations. Eighty seven percent (87%) of consumers 
purchase fuel from the same or one of a few service 
stations. Loyalty to a single service station has 
increased.  

Price and location continue to be the main reasons 
for retailer loyalty. While the 2017 Monitor of Fuel 
Consumer Attitudes found that the importance of 
price in the fuel purchase decision was diminishing, 
this fall has been reversed in 2019. An increasing 
proportion of motorists indicate that the cost of fuel 
drives their decision about which retailer to frequent.  
Up from 48% in 2017, 56% of consumers indicate that 
price is the most important driver of where to 
purchase fuel. 

Perhaps explaining the increasing focus on price, one 
in two respondents believe they are spending more 
on fuel that they were two years ago.  While some 
consumers attribute the increase to changing travel 
habits, a majority (69%) of those motorists spending 
more believe increasing fuel costs are the cause.  
Perhaps due to comparatively shorter travel 
distances, inner city residents are the least likely to 
cite higher fuel prices as the reason they are 
spending more on fuel.

In 2017, the research investigated fuel purchase 

behaviour, price sensitivity and consumer attitudes to 

the total fuel retail experience. We also initiated 

tracking of the factors involved in choosing a fuel 

outlet and focused on understanding the extent that 

the convenience offer has on the choice of outlet.    

While the 2019 Monitor continues to track consumer 

attitudes to fuel prices and how motorists decide 

where to buy fuel, we also increased our focus on 

consumer behaviour in the convenience store.  What 

product categories are attractive to consumers? 

Would an expanded convenience offer attract more 

customers? Is there a role for service stations to 

provide “more than fuel” ?

The research was commissioned by the Australasian 

Convenience and Petroleum Marketers Association 

(ACAPMA), the peak body representing the interests 

of petroleum distribution and petrol retail businesses. 

Comprising a series of online focus groups, a 

nationally representative online survey of 1,000 

respondents and ten in-location personal video 

interviews with consumers, it was conducted 

between July and August 2019.

Executive summary
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While the National Monitor of Fuel Consumer Attitudes continues to 

track fuel purchase behaviours, the topic for 2019 is “Service 

Stations – More than Fuel”
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To understand how consumers manage fuel costs, 
the research continues to track how consumers shop 
for fuel. And it seems that supermarket fuel discount 
vouchers are losing traction. A dominant theme in the 
2015 and 2017 research when 42% and 30% of 
consumers respectively indicated they use 
supermarket fuel discount vouchers, only 24% of 
consumers indicated they use fuel discount vouchers 
to ensure they are getting the best price for fuel. In 
contrast to prior studies, discount vouchers were 
rarely mentioned in focus groups and interviews. 

Conversely, use of fuel price apps is increasing. Up 
from only 8% in 2017, 19% of consumers now 
indicate that they use fuel price apps to find the best 
price. Suggesting continued future uptake, this 
increases to 24% of consumers under 30.

It is worth noting, however, that despite increasing 
focus on price, the cost of fuel ranks only fourth 
amongst consumers’ most concerning household 
expenditures. Only 12% of consumers rate fuel costs 
as their most concerning expense.

Convenience Monitor

There has been little change in the proportion of 
consumers who make convenience purchases when 
they buy fuel. Eight in ten (82%) consumers generally 
only purchase fuel when they visit a service station. 
The proportion of consumers who use their fuel 
retailer for ‘convenience only’ shopping also 
remained constant at one in three. 

Despite this, there are pockets of consumers who are 
increasingly using the convenience store at their local 
fuel retailer. These consumers are generally young, 
and live in the inner city. Compared to 18% of all 
consumers, 33% of consumers in the inner city also 
purchase convenience items with their fuel.

Amongst consumers who do buy ‘more than fuel’
there is also a propensity to make more frequent, 
planned purchases. Eight in ten (80%) of convenience 
purchases are planned rather than impulse buys with 
focus group participants suggesting the reason is 
convenience as  “it saves me a trip to a different 
store”.

While cold beverages remain the most commonly 
purchased convenience item, the research found 
there has been a decline in the traditional 
“convenience” categories’ of cold drinks, chips, 
snacks and lollies. Down from 57% in 2017, the 
proportion of consumers who make additional 
purchases with their fuel who buy cold drinks has 
fallen to 49% in 2019. Similarly, the proportion of 
these same consumers who purchase chips, lollies or 
other snacks has fallen from 45% in 2017 to 39% this 
year.

Conversely, coffee and café style food are the fastest 
growing categories of convenience purchases, with 
the proportion of consumers who purchase coffee up 
from 43% in 2017 to 48% this year. Moreover, 23% of 
consumers have purchased café style food, an 
increase from 17% in 2017.

Consumers living in inner-city areas and aged under 
30 are significantly more likely than other consumers 
to purchase coffee when they buy fuel. Inner city 
consumers are also more likely than those in 
suburban, regional or rural areas to buy takeaway 
food, groceries, and café style food when they fill up.

Inner city residents are 

significantly more likely to 

purchase other items when 

they buy fuel – particularly 

coffee, takeaway food, 

groceries and café style food.
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Despite increasing uptake of the convenience offer in 
inner-city areas, price continues to be a barrier to 
more widespread use of the convenience store at 
fuel retailers. The 2019 National Monitor of Fuel 
Consumer Attitudes again reveals that competitive 
pricing is the factor most likely to encourage a 
greater proportion of consumers to shop for 
convenience items at fuel retailers.  Focus group and 
interview participants consistently indicated that that 
unless products at the convenience store were priced 
on par with supermarkets, they would not change 
their behaviour.

Looking to the future.  Service Stations – More than 
Fuel?

With many fuel retailers investing in significant 
upgrades to facilities and convenience stores 
expanding the range of products on offer, the 2019 
Monitor was expanded to investigate consumers 
attitudes towards these changes and to the role of 
fuel retailers in the convenience sector. Designed to 
provide retailers with insight into the consumers and 
locations most attracted to the convenience offer, 
the research sought to understand how fuel retailers 
can remain relevant to today’s consumer, and tested 
ideas about new products and services that might 
provide value.

Support for an expanded range of items has 
increased since 2017, with the greatest change being 
to the proportion of consumers who would consider 
buying grocery products such as milk, bread and 
toiletries. Up from just 14% in 2017, 42% of 
consumers would consider buying groceries at their 
fuel retailer. 

While many focus group participants suggested that 
the “shopping centre is close by so I would prefer to 
get these (grocery products) from there” or that “the 
servo is not big enough to compete with varieties’”, 
many did see the benefit of the convenience of 
buying grocery items at the service station. In 
particular, consumers noted it was convenient “if I 
need one or two products and couldn’t be bothered 
going to the supermarket.” Again, many focus group 
participants indicated grocery line staples “would 
need to be the same price as the supermarket” for 
them to consider purchasing from the convenience 
store.”

Many consumers also indicated that they would 
consider buying coffee and other hot drinks from the 
service station. Bakery, healthy food items and café 
style food also attracted higher likelihood to purchase 
ratings than in 2017. Focus group participants spoke 
positively of the availability of “healthier food 
options” and “cheap coffee” at some service stations.  
Others indicated they would be more likely to 
purchase these items if “there is somewhere to sit 
and consume it comfortably.”

Of new service offerings tested, the introduction of 
banking services, particularly ATMs or “banking 
services similar to those offered by Australia Post” 
found favour amongst four in ten consumers. Parcel 
collection services were also reasonably popular, with 
close to one in three indicating support due to the 
“more convenient opening hours.”

Overall, the research highlights that while most 
consumers only make occasional convenience 
purchases, young, inner city consumers are 
increasingly using their fuel retailer for more regular 
convenience shopping. This group is also the most 
likely to see a role for an expanded convenience 
offer, with nearly six in ten supportive of service 
stations providing “more than fuel”.  

So the question remains, is this openness to ‘more 
than fuel’ in inner city areas a function of location, 
lifestyle or income? Or is it that exposure to the new 
breed of fuel retailers providing an expanded and 
enhanced convenience offer has changed the 
attitudes and behaviours of inner-city consumers? 



Fuel Purchase Monitor

• Consumers are visiting the service station more frequently, with 
55% visiting at least once a week – up from 49% in 2017.

• Up from 19% in 2017, over a quarter (26%) of consumers are 
loyal to a single service station. 

• Price remains the main driver of choice of fuel outlet and 
motivation for station loyalty and appears to have increased in 
importance.  

• Nearly a third (31%) of consumers are loyal to a particular service 
station because it usually has lower prices (up from 26% in 2015 
and 27% in 2017).

• Up from 48% in 2017, 56% of consumers indicate that the price 
of fuel is the most important driver of their decision about where 
to purchase fuel.

• Declining in importance, only 12% of consumers indicated that 
the location of the service station is the most important factor in 
their decision about where to purchase fuel (down from 22% in 
2015 and 17% in 2017).  Despite this, discussions with 
consumers revealed that location is usually their first 
consideration when deciding where to purchase fuel. 

• Almost half (49%) of consumers believe they are spending more 
on fuel than they were two years ago.  

• A majority (69%) of motorists believe that the increase in weekly 
fuel expenditure is being driven by higher fuel prices.

• While use of supermarket fuel discount vouchers fell (24% in 
2019, down from 30% in 2017), more consumers are using fuel 
price apps than in 2017 (19%, up from 8% in 2017).

Key findings
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Convenience Shopping

• Consistent with 2017, eight in ten (82%) consumers generally only 
purchase fuel when they visit a service station.

• Inner city residents are significantly more likely to purchase other 
items when they buy fuel – particularly coffee, takeaway food, 
groceries and café style food. 

• While cold beverages remain the most commonly purchased 
convenience item, the proportion of consumers buying cold drinks, 
chips, snacks and lollies is declining

• Coffee and café style meals are the fastest growing category of 
convenience purchases.  Up from 43% in 2017, 48% of consumers 
who make purchases at the convenience store buy coffee or other 
hot drinks.  A further 23% have purchased café style food, up from 
17% in 2017.

• Consumers are spending more per transaction on convenience than 
in 2017, with 47% of consumers indicating they spend more than 
$10 per transaction in 2019 – up from 34%.

• 68% of consumers indicate that high prices prevent them from 
making purchases at the convenience store of the fuel retailer.

• Similarly, 46% of consumers indicated that more competitive pricing 
would be the factor most likely to encourage greater convenience 
shopping.

• Consumers with the highest convenience spend, inner city and outer 
suburban residents, are also more likely to indicate that the reason 
for their higher spend is that prices are more competitive.

• Over four in ten (44%) consumers believe there is a role for an 
expanded convenience offer at fuel retail outlets.
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Fuel Purchase Monitor
Tracking Consumer Behaviours and 

Preferences at the Pump
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The 2017 National Monitor of Fuel Consumer Attitudes found that price was becoming less important in the 
fuel purchase decision and that convenience was becoming increasingly important to consumers. To test 
whether this trend has continued, the 2019 survey asked a series of questions to test consumer behaviour 
and preferences both at the pump, and in the convenience store.

The tracking questions were designed to monitor consumer purchase behaviours and the drivers of choice of 
fuel retailer, and included:

• How often do consumers visit a service station?
• Do consumers generally visit the same service station?  
• What factors influence consumers’ choice of service station? 
• What is the average transaction value?
• Are consumers spending more on fuel that over the last two years?
• Do consumers shop around for the best price?

Overall, the 2019 Monitor found that consumers are visiting a fuel retailer more frequently, and most believe 
they are spending more. Price is seen by a majority of motorists as the main reason for their increased weekly 
fuel expenditure. 

Consequently, price has again increased in importance. While most consumers remain loyal to a couple of 
petrol stations, up 8% since 2017 nearly six in ten consumers indicate that price is the most important factor 
in their decision about where to purchase fuel.

Providing ongoing insight for the industry, the 2019 National 

Monitor of Fuel Consumer Attitudes continues to track fuel 

consumer purchase behaviours and preferences.

A National Monitor
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Fuel Purchase Monitor
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Figure 1.0:  Visit Frequency, 2017 - 2019

Visit frequency has increased since 2017.

Up from 49% in 2017, over half (55%) of respondents reported visiting a petrol station at least 
once a week. Of these, 2% visit daily, 13% every few days and 40% once a week.  

Young consumers and those in inner city areas visit service stations much more frequently. Sixty 
six percent (66%) of respondents aged under 30 visit a service station at least once per week, 
with 19% visiting every few days. Consumers living in inner city areas also make more visits to the 
service station, with 63% visiting at least weekly. Seven percent (7%) of inner-city consumers visit 
daily, while 24% visit at least every few days.

Of interest, convenience shopping also drives visit frequency. While only 11% of motorists who 
purchase fuel only visit every few days, this increases to 34% of consumers who also purchase 
convenience items when they visit the service station.  

2019 ACAPMA Monitor of Fuel Consumer Attitudes

49%

36%

14%

2%

55%

31%

12%

2%

At least once a week Once a fortnight Once a month Less than once a month

2017 2019

Fuel Purchase Behaviour

Young consumers and those in inner 

city areas visit service stations much 

more frequently. 
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The 2017 Monitor of Fuel Consumer Attitudes found the importance of price was diminishing, with fewer 
consumers indicating that price has the biggest influence on their decision about where to purchase fuel.  
However, with cost of living pressures higher, this has been reversed in 2019 with nearly six in ten (56%) 
consumers again rating price as the most important factor in their decision about where to purchase 
fuel.  

Price is significantly less important to inner city consumers.  Only 41% of consumers living in inner city 
areas rated price as the most important factor in their decision about where to purchase fuel.  
Conversely, consumers aged over 60 were more likely (67%) to suggest that price has the biggest 
influence on their fuel purchasing decision.

Consumers who only purchase fuel at the service station are also much more likely to be concerned by 
the price of fuel above all else.  Nearly six in ten (59%) fuel only consumers rate price as the number one 
influence on their decision about where to fill up.  This compares to only 39% of consumers who also 
purchase other items at the service station.

Table 1.0:  Most Important Factor in Decision About Where to Purchase Fuel, 2015 - 2019

Up significantly since 2017, price drives the fuel purchase decision for 

nearly six in ten consumers.

2019 2017 2015

Sample 1,059 1,042 1,000

Price of fuel 56% 48% 60%

Location of the service station 12% 17% 22%

Quality / type of fuel 10% 11% -

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

Brand 4% 4% 9%

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

Safety 3% 3% 2%

Opening hours 2% 2% 1%

Customer service 2% 2% 1%

Cleanliness 1% 1% 0%

Availability of prepared food and coffee 1% 1% -

Availability of rest rooms 1% 1% -

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

13
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29%

60%
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71%
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14%

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

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

2015 2017 2019

Figure 1.1: Fuel Purchase Patterns, 2015-2019
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Retailer loyalty has also improved since 2017

Like in 2017, a majority of consumers are loyal to one of a few service stations. Eighty seven percent (87%) 
purchase from the same or one of a few service stations. Loyalty to a single service station has also 
increased.  Up from 19% in 2017, over a quarter (26%) of consumers are loyal to a single service station and 
always purchase their fuel from the same retailer.  

Despite this, there has been a rise in the proportion of consumers who use the most convenient service 
station when they need fuel. Up from 11% in 2015 and 10% in 2017, 14% of consumers in 2019 purchase fuel 
from the most convenient retailer.

While the difference is not significant, consumers in inner city (33%) and remote areas (38%) are the most 
likely to be loyal to a single retailer.

Interestingly, there appears to be little impact on retailer loyalty between ‘fuel only’ consumers and those 
who also purchase convenience items at the service station.

Choice of Retailer

n=1059



Price and location continue to determine retailer loyalty

Price and location continue to be the main reasons for retailer loyalty. Most consumers choose the retailer from 
whom they purchase fuel based on either the convenience of the service station location or the price at which 
fuel is offered. 

Up slightly from 2017, 31% of consumers indicate that they generally choose a particular service station because 
it “usually has lower prices”. A further 20% choose the retailer they frequent based on the loyalty program 
associated with the brand. Price driven purchase behaviour is most evident amongst consumers who usually 
purchase fuel from discount retailers.  

The convenience of the location is also important. Consistent with prior surveys, 28% of consumers choose the 
service station they use based on its proximity to their work or home. The importance of location was also 
evident in focus group conversations, with participants frequently indicating that they purchase fuel from the 
same retailer “because it is close to home”. Interestingly, despite quantitative results suggesting that price 
dominates the decision about where to purchase fuel, focus group participants usually mentioned location first, 
with price the secondary consideration, determining choice between several convenient service stations.

Of interest, price is a less important to consumers in inner city areas. Only 18% of inner city residents choose the 
service station they frequent because it usually has lower prices. Conversely, this group is more likely than 
others to choose the fuel retailer based on brand (9%), and the cleanliness and quality of the convenience store 
(3%). 

Consumers aged over 60 are the most likely to choose a fuel retailer based on price (40%).

15
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2019 2017 2015

Sample 916 934 1000

It usually has lower prices 31% 27% 26%

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

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

Quality / type of fuel 9% 10% 12%

The brand of the fuel 4% 5% 0%

Ease of entry & exit 3% 3% 8%

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

Layout of the service station 1% 1% 2%

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

Table 1.1: Main Reason for Station Loyalty, 2015-2019

“Yes I usually purchase from the same petrol 
stations due to price.  The ones I go to regularly 

are usually the cheapest in my area”  NSW



“Yes I usually purchase from 

the same few stations due to 

price. The ones I regularly go 

to are usually the cheapest in 

my area.”

- NSW
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With price so often the topic of conversation around fuel, this year 

the research sought to understand how much consumers really 

worry about the price of fuel – and what they do about it. 

To do this, the 2019 National Monitor of Fuel Consumer Attitudes tested consumer attitudes to the price of fuel 
and the behaviours they adopt to manage their fuel expenditure. Finding that fuel is the most concerning 
household expense for only 12% of consumers, the research asked consumers to consider:

• How much they generally spend when they visit the service station?
• Whether (and why) fuel expenditure has changed over the last 2 years?
• How they manage their spending on fuel?

The Importance of Price
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Most Concerning Household Expenditures

40% 17% 15% 12%

Food FuelMedicalUtilities
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2019
Inner 
City

Middle 
Suburban

Outer 
Suburban

Regional
Rural / 

Remote

Sample 1,059 153 351 260 222 73

$0 - $25 21% 16% 19% 23% 26% 18% 

$26 - $50 37% 39% 35% 39% 41% 32%

$51 - $75 26% 29% 31% 24% 20% 23%

$76 - 100 11% 10% 11% 9% 10% 23% 

More than $100 4% 5%  3% 4% 3%   4% 

Table 1.2:  Average Spend per Visit by Location

Average Spend per visit 

Overall, more than three in five (63%) consumers spend between $26 and $75 each time they visit the service 
station. Thirty seven percent (37%) spend between $26 and $50, while just over a quarter (26%) spend 
between $51 and $75 per transaction.

As might be expected, consumers in rural and remote areas have the highest average spend, with 27% 
spending over $75 each time they visit the service station. Middle age consumers (30-59) also spend more on 
fuel, with 48% spending more than $50 per visit. Older consumers spend the least, with a third (33%) spending 
less than $25 each time they visit the service station.  

12%        

49%        

36%        

2%        

Less More About the same Don’t know

Figure 1.2:  Change in Amount Spent on Fuel over last 2 years

Nearly half of consumers believe their weekly fuel expenditure has increased over the 

last two years.

Almost half (49%) of all consumers believe they are spending more on fuel than they were two years ago. A 
further 36% believe they are spending about the same as they did two years ago. Perceptions of increasing fuel 
expenditure are consistent across consumers in all locations and of various demographics. 

Significantly higher / lower than the total 
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2019
Inner 
City

Middle 
Suburban

Outer 
Suburban

Regional
Rural / 

Remote

Sample 523 65 178 131 110 39

The price of fuel has increased 69%  48% 72% 72% 70% 77% 

My travel habits have changed 13% 25% 10% 14% 12% 10% 

I have a different vehicle 7% 8% 7% 7% 7% 5%

My family is travelling more 6% 14% 7% 2% 9% 0%

My family size has increased 3% 6% 3% 2% 1% 8% 

Consumers believe price is the main reason for higher fuel expenditure.

While some consumers attribute the increase in their weekly fuel expenditure to changing travel habits, a 
majority (69%) believe that the increase in weekly fuel expenditure is being driven by higher fuel prices.  

More than seven in ten consumers who live in suburban, regional and rural areas believe they are spending 
more on fuel due to higher prices.  In contrast, only 48% of consumers in inner city areas believe this to be 
the reason their expenditure on fuel has increased; when compared to other consumers inner-city residents 
are significantly more likely to cite changing travel habits (25%) and increased family travel (14%) as reasons 
why they are spending more on fuel than they were two years ago.

An overwhelming majority (88%) of consumers over 60 attribute increased expenditure to higher prices.
Conversely, over half (52%) of those aged under 30 cite changing travel patterns as the reason for increased 
expenditure on fuel.

Of note, consumers who purchase fuel only when at the service station are more sensitive to price 
fluctuations than those who also purchase convenience items, with 72% of those who purchase fuel only 
attributing higher prices to their increased weekly expenditure. 

69%        

13%        
7%         6%         3%        

The price of fuel has
increased

My travel habits have
changed

I have a different vehicle My family is travelling
more

My family size has
increased

Figure 1.3:  Reasons for Increase in Weekly Fuel Expenditure, 2019 Spending more on 
fuel than 2 years ago

49%

19

Table 1.3: Reasons for Increase in Weekly Fuel Expenditure by Location

N=1,059

Significantly higher / lower than the total 
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While supermarket discount vouchers are losing traction, fuel apps are 

increasingly being used by consumers to find the best price for fuel.

With price the most important factor in consumers’ choice about where to shop for fuel, the National 
Monitor of Fuel Consumer Attitudes continues to track how consumers find the best deal. Would 
consumer's travel out of their way for a cheaper price? And how do they find the cheapest fuel price? 

Reflecting past research, few consumers indicate they would travel very far out of their way to find a 
cheaper fuel price. One in five (20%) consumers would not travel at all to find a cheaper price, and 45% 
would only travel 5 minutes out of their way.  

While street signage remains the most common way consumers shop for price, other means are 
increasing in importance. Down from 47% in 2017, only 34% of consumers now rely on street signage to 
find the best price for fuel.  

Use of supermarket fuel discount vouchers also seem to be losing appeal. A dominant theme in the 2015 
research when 42% of consumers indicated they use supermarket fuel discount voucher, only 24% of 
consumers now rely on supermarket discount vouchers to ensure they are receiving the best price for 
fuel.  

Conversely, use of fuel price apps is increasing. Up from only 8% in 2017, 19% of consumers indicate they 
use fuel price apps to find the best price. This increases to 35% of consumers who most regularly shop for 
fuel at 7 Eleven, and 24% of consumers aged under 30.

Motorists in middle ring suburbs are the most likely to indicate they shop for fuel on particular days of the 
week.

Figure 1.4: Methods Consumers Use to Shop for Cheaper Fuel Prices, 2017 - 2019
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Convenience Monitor
Tracking Consumer Behaviours and 

Preferences in Store



While service stations have always offered cold drinks, fast food and snacks, an increasing number are 
offering an expanded product range. The availability of coffee, café style food and grocery products lines 
is now relatively common.

Despite this, the 2017 National Monitor of Fuel Consumer Attitudes found the convenience store was the 
aspect of the fuel purchase experience with which consumers were least satisfied. Only 37% of 
consumers indicated that the service station offered products they were interested in purchasing.  

So has this changed? With many fuel retailers investing in significant upgrades to facilities and 
convenience stores expanding the range of products on offer, the 2019 Monitor investigated consumers 
attitudes towards these changes and to the role of fuel retailers in the convenience sector. 

Designed to provide retailers with insight into the consumer and locations most attracted to the 
convenience offer, the research highlights that while a majority of consumers only make occasional 
convenience purchases, young, inner-city consumers are increasingly using their fuel retailer for more 
regular convenience shopping. 

A number of questions were included to monitor consumer purchase behaviours in the convenience 
store:

• Do consumers make convenience purchases when buying fuel?
• What do they buy?  Are purchase patterns changing?
• How often do consumers make convenience purchases?
• Are convenience purchases planned, or made on impulse?
• Does the convenience offer impact choice of fuel retailer?
• Do consumers use fuel retailers for convenience only shopping?

Is there a role for service stations to offer “more than fuel”?

Tracking Convenience

22
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2019 2017 Change

Cold drinks 49% 57% -8%

Coffee 48% 43% +5%

Chips & lollies 39% 45% -6%

Café style food 23% 17% +6%

Convenience Monitor
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Figure 1.5:  Purchase Behaviour, 2017-2019

Convenience Store Purchase Behaviour

There has been little change in the proportion of consumers who make 

convenience purchases when they buy fuel.

Consistent with 2017, 82% of consumers are ‘fuel only’ customers. That is, when they visit a service station they 
generally only purchase fuel. Despite little overall change, however, purchase behaviour varies between groups of 
consumers.

Inner city consumers are significantly more likely to purchase other items when they buy fuel, with 33% also 
purchasing convenience items when they fill up. Consumers in outer-ring suburban areas (13%) and regional towns 
(10%) are the least likely to make additional purchases from the service station.  

Convenience purchases are also more frequent amongst younger consumers. A quarter (25%) of consumers aged 
under 30 also usually buy something else when they purchase fuel.
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2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 1,059 153 351 260 222 73 291 558 260

Purchase fuel only 82% 67% 80% 87% 90% 86% 75% 80% 94%

Purchase fuel and 
other items

18% 33% 20% 13% 10% 14% 25% 20% 6%

Table 1.4:  Purchase Behaviour by Location and Age

Significantly higher / lower than the total 
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While there has been a decline in traditional convenience categories, increasing 

numbers of consumers are buying coffee, takeaway and café style food. 

Reflecting the Australasian Association of Convenience Stores “State of the Industry Report” 2018, more consumers 
who use the convenience store at the service station are buying coffee, fast / takeaway food and café style food and 
meals in 2019 than in 2017. There has also been a decline in traditional convenience categories, with the proportion 
of consumers purchasing cold drinks, chips and lollies falling from 2017.

Coffee and hot drinks are the fastest growing category of convenience purchases. Up from 43% in 2017, 48% of 
consumers who make purchases from the convenience store purchase coffee when they buy fuel. Similarly, those who 
purchase products other than fuel are more likely in 2019 to purchase café style food than they were in 2017 (23%, up 
from 17%).

Conversely, the proportion of ‘fuel and convenience shoppers’ who purchase cold drinks has fallen from 57% to 49% 
between 2017 and 2019. Similarly, the proportion of these same consumers who purchase chips, lollies or snacks 
when they buy fuel is down from 45% in 2017 to 39% this year.

Snack and cold drinks were the most commonly mentioned convenience store purchases amongst focus group 
participants, although many also specifically mentioned the convenience of being able to buy bread and milk when 
they fill up. Others also mentioned the availability of ‘cheap coffee’ at specific service stations. 

When analysed at a population level, those living in inner-city areas and aged under 30 are significantly more likely 
than other consumers to purchase coffee when they buy fuel. Similarly, young consumers are more likely than their 
older counterparts to purchase a cold drink when they fill up. 

Inner-city consumers are also more likely than those in suburban, regional or rural areas to buy takeaway food 
groceries and café style food along with their fuel purchase.

Cold drinks Coffee Chips, lollies Fast food Groceries Café style 

food

2019 49% 48% 39% 31% 28% 23%

2017 57% 43% 45% 28% 29% 17%

Consumers Who Make Convenience Purchases



23%
27%

50%

31% 32%
35%

Always/usually Often Rarely/occasionally

2017 2019

While a similar portion of consumers are buying other items with their fuel 

as in 2017, those who do buy other items are buying them more 

frequently.

While a similar portion of respondents are buying other items with their fuel as in 2017, those who do buy 
other items are buying them more frequently. Up from 23% in 2017, a third (31%) of ‘fuel and convenience 
shoppers’ always or usually purchase other items when they buy fuel. 

Similarly, the proportion who ‘rarely’ or ‘occasionally’ buy other items fell from 50% in 2017 to 35% this year.  
In focus groups, nearly half of participants who purchase convenience items do so at least once a month.

Also reflecting greater use of the convenience store, 80% of purchases of items other than fuel are planned 
or convenience purchases rather than impulse buys. While some focus group participants indicated that 
purchases tend to be “impulse buying, it is almost never planned”, many others suggested that they make 
purchases for “convenience at the time (as it) saves me a trip to a different store”.

Consumers in focus groups and interviews also mentioned the increased likelihood to make purchases whilst 
travelling. Many mentioned that they “tend to buy more if away on trips” or “if I am on a road trip, then I 
might consider snacks like ice-cream or snacks if they are on special.”

Figure 1.7: Frequency of Convenience Purchases with Fuel, 2017 - 2019
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Convenience spend per transaction is up from 2017.

Consumers are spending more per transaction on convenience in 2019 than 2017, with 47% of people 
spending more than $10 per transaction in 2019. This compares to just 34% in 2017. This aligns with the 
Australasian Association of Convenience Stores ‘State of the Industry Report’ 2018, in which the average 
transaction value was $9.90.

Consumers also believe they are spending more. When asked directly, 58% of consumers indicate they 
are spending more on convenience items than they were two years ago.  

While 40% of consumers attribute their increased expenditure to higher prices, a quarter (25%) indicate 
that convenience is driving them to spend more at the service station. A further 12% believe that that 
quality of items has improved, while 9% suggest the range of products available is better. Over one in ten 
(12%) believe that prices are more competitive.

Figure 1.8: Convenience Spend per Transaction, 2017-2019
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24%

40%

21%

10%

3%
7%

45%

33%

10%

4%

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

2017 2019

2019
Inner 
city

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 
remote

Under 
30

30-59 Over 60

Sample 186 51 70 33 22 10 61 110 15

Yes, Spending More 58%         61%         61%         58%         32%         70%         62%         55%         53%        

No 28%         24%         29%         36%         32%         10%         21%         30%         40%        

Don’t Know 15%         16%         10%         6%         36%         20%         16%         15%         7%        

Table 1.5: Proportion of Consumers Spending More on Convenience than 2 Years Ago, by Location and Age

N=186

Significantly higher / lower than the total 
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2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 107 31 43 19 7 7 38 61 8

Prices have increased 40%   29%         44%         42%         29%         71%         32%         44%         50%        

Convenience 25%  26%         28%         21%         29%         14%         24%         26%         25%        

The quality of the items 
available has improved

12%     16%         9%         11%         29%         0%         13%         11%         13%        

The prices are more 
competitive

12%   23%         7%         16%         0%         0%         16%         11%         0%        

The range of  products 
available has improved

9%         6%         9%         11%         14%         14%         13%         7%         13%        

40%        

25%        

12%         12%        
9%        

Prices have increased Convenience The quality of the items
available has improved

The prices are more
competitive

The range of items /
products available has

improved

Figure 1.9: Reasons for Higher Expenditure, 2019

Reflecting feedback that lower prices would encourage greater 

convenience shopping, those consumers who are most likely to buy 

more than fuel are also the most likely to also indicate that prices are 

more competitive.

Table 1.6: Reasons for Higher Expenditure by Location and Age

N=107

Significantly higher / lower than the total 

58%

Spending more on 
convenience items



While price and location continue to be the main drivers of fuel retailer 

choice, the 2019 Monitor of  Fuel Consumer Attitudes was interested to 

investigate further the influence of other factors on retailer choice. 

Does the availability of other products influence consumers’ choice of which service station to visit? How likely 
are consumers to choose a service station because it offers coffee, café style food, pre-prepared meals or other 
grocery items? Does the layout and presentation of the service station attract particular consumers? 

Product availability impacts choice of retailer in inner city areas

Overall, while a majority (69%) of consumers are never or rarely influenced by the availability of specific 
products, 30% of consumers indicate that the availability of specific products at least sometimes influences their 
choice of fuel retailer. In inner city areas, this rises to 47% of consumers. It is also more prevalent amongst 
young consumers, 42% of whom are at least sometimes influenced in their choice of service station by the ability 
to purchase non-fuel related products.

Focus group participants agreed, with few influenced by product availability to frequent a particular service 
station. Most suggested that they “don’t tend purchase anything additionally when buying fuel”. Of those who 
do purchase other items, products such as the “$1 coffees” at particular chains were mentioned.
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Table 1.7: Influence of Convenience Store on Choice of Retailer by Location and Age

The Impact of Convenience on Choice of Fuel Retailer

2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Never 37% 18% 34% 43% 46% 40% 23% 32% 59%

Rarely 32% 34% 33% 32% 31% 32% 35% 33% 29%

Sometimes 25% 35% 28% 22% 18% 26% 34% 29% 10%

Often 4% 10% 4% 2% 3% 1% 7% 4% 1%

Always 1% 2% 1% 1% 2% 1% 1% 2% 1%

Coffee and café-style food also more attractive in the inner city

A similar picture emerges when consumers are asked to consider whether the availability of coffee, café style 
food, pre-prepared meals and other grocery items influences their choice of fuel retailer. While at an overall 
level a majority (59%) of consumers indicate that such items are unlikely to influence their choice, consumers in 
inner city areas (38%) are significantly more likely than others to choose a fuel retailer who offers coffee, food 
and other grocery items.  

Consumers in Sydney (30%) and young consumers (31%) are also more likely to choose a service station based 
on the availability of coffee and café style food products.

Significantly higher / lower than the total 
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Table 1.8: Likelihood to Choose Fuel Retailer Due to Availability of Coffee, Café Style Food, Pre-prepared Meals and Other Grocery Items by 
Location and Age 

Table 1.9: Frequency Choose Fuel Retailer Based on the Layout / Presentation of the Convenience Store by Location and Age

The presentation of the convenience store also has some impact.

The layout / presentation of the convenience store was also shown to have some impact on the choice of 
fuel retailer in some locations. While more than a third of consumers (36%) never consider the layout or 
presentation of the convenience store when choosing where to purchase fuel, this falls to just 18% of inner 
city consumers. Further, suggesting that the convenience store has some impact on particular consumers, 
nearly half (47%) of inner city consumers at least sometimes take the presentation of the convenience store 
into consideration.

Again, younger consumers are more likely to be attracted by the presentation of the convenience store, with 
45% indicating it influences their choice of retailer at least sometimes.

2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Never 36% 18% 34% 41% 41% 44% 23% 32% 56%

Rarely 31% 35% 31% 31% 30% 32% 32% 32% 30%

Sometimes 27% 34% 28% 25% 24% 19% 36% 30% 11%

Often 5% 11% 6% 1% 3% 5% 7% 5% 2%

Always 1% 2% 1% 2% 1% 0% 2% 1% 1%

2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Unlikely 59% 41% 54% 69% 66% 62% 46% 55% 80%

Neither 19% 21% 22% 14% 19% 21% 23% 20% 14%

Likely 22% 38% 24% 17% 14% 18% 31% 25% 6%

43%

12%

19%
16%

10%

46%

13%

19%
15%

6%

Unlikely Somewhat unlikely Neither Somewhat likely Likely

2017 2019

Figure 2.0: Likelihood to Choose Fuel Retailer Due to Availability of Coffee, Café Style Food, Pre-prepared Meals and Other Grocery Items, 
2017-2019

Significantly higher / lower than the total 

Significantly higher / lower than the total 



Convenience Only Shoppers

Convenience Only Shopping
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Convenience only shopping remains consistent with 2017.

Overall, 29% of consumers indicated they visited a service station without buying fuel in 2019. Shopping for 
convenience items at the service station without buying fuel is much more common amongst inner-city (47%) 
and younger consumers (42%). This compares to only 15% of consumers aged over 60, and 23% of consumers 
in regional areas. 

Consumers who purchase convenience products with their fuel are significantly more likely to later use the 
service station for convenience only shopping. While 21% of ‘fuel only’ consumers use the service station for 
convenience only shopping, this increases to 68% of consumers in the habit of making convenience purchases 
with their fuel. Interestingly, convenience only shopping amongst the latter group is also increasing – up 5% 
from 63% in 2017 – while the proportion of ‘fuel only’ consumers making convenience only purchases 
remains steady at 21%.

Drinks and top up groceries are the main reasons consumers’ visit the service station for non-fuel purchases.   
Twenty eight percent (28%) of consumers indicated that their main mission was to buy a cold drink, while a 
further 24% visit the service station to buy coffee or other hot beverages. The same proportion (24%) of 
convenience only trips are to purchase “top up” groceries.

Reflecting data in the Australasian Association of Convenience Stores ‘State of the Industry Report’ 2018, 
there has been an increase in the propensity of consumers to purchase coffee/ hot drinks and ready meals 
(fast food or café style meals) from the convenience store. Coffee was the fastest growing category, with the 
proportion of consumers going to the service station to purchase coffee up 3% to 24% of ‘convenience only’ 
shoppers.  Confirming the importance of price in the decision to shop at the convenience store, many 
consumers mentioned the availability of “cheap coffee” at particular retailers. 

Conversely, there has been a decrease in consumers who go to the convenience store to buy snack food, 
chips and lollies.

2019 2017

All Consumers 29% 30%

Fuel Only Consumers 21% 21%

Fuel & Convenience Consumers 68% 63%
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Figure 2.1:  Reasons for Convenience Only Shopping, 2017-2019

Table 2.0:  % Convenience Only Shoppers by Location and Age

2019
Inner 
city

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 
remote

Under 
30

30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Yes 29% 47% 30% 24% 23% 26% 42% 30% 15%

No 71% 53% 70% 76% 77% 74% 58% 70% 85%

Significantly higher / lower than the total 
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24%
19%

7% 4% 3%

68%

22%
17%
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presentation / layout
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2017 2019

Figure 2.2: Factors Preventing Purchases from the Convenience Store, 2017 - 2019
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Barriers to Convenience Shopping

Prices remain the biggest barrier to convenience purchases

Consistent with 2017, perceptions of premium product pricing remains the biggest barrier to convenience shopping.  
Over two thirds (68%) of “fuel only” consumers indicated that price is the main factor preventing them from making 
additional purchases when they fill up. 

Feedback provided by participants in focus groups reflects the views of consumers in 2017. While some consumers 
noted the “convenience of buying milk at the same time as buying the petrol”, an overwhelming majority indicated 
it was “way too expensive” for more regular convenience or top up shopping. 

Despite this, there are differences between consumers in different areas. Inner-city consumers (56%) are 
significantly less likely to delay convenience purchases due to the price than those in other areas. Consumers aged 
between 30 and 59 (73%) are the most likely to be sensitive to premium product pricing, with older consumers 
(58%) less likely to avoid making convenience purchases due to price.

Conversely, limited product range (31%) and poor customer service (9%) is more of a concern to consumers living in 
the inner city than suburban or regional and remote areas. Additionally, men are more likely than women to be 
deterred from buying other items when purchasing fuel because of poor product quality and store presentation or 
layout.

2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 873 102 281 227 200 63 180 448 245

The prices 68% 56% 71% 74% 69% 54% 71% 73% 58%

Limited product range 17% 31% 20% 10% 16% 13% 23% 16% 15%

Poor product quality 5% 10% 6% 3% 5% 2% 7% 5% 3%

Poor customer service 3% 9% 3% 2% 4% 2% 4% 4% 2%

Poor store presentation / layout 3% 6% 3% 1% 3% 3% 5% 2% 2%

Other 22% 14% 19% 24% 21% 40% 15% 17% 36%

Table 2.1: Factors Preventing Purchases from the Convenience Store by Location and Age

Significantly higher / lower than the total 
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So, can convenience stores compete with 

supermarkets?

Positively, nearly six in ten (58%) consumers suggested that 
pricing in line with supermarkets would be likely to make them 
shop more frequently at the service station. This increases to 
68% amongst consumers aged less than 30, although it falls to 
only 44% of consumers aged over 60.  

As might be expected, the attraction of more competitive pricing 
is most evident amongst those consumers who already make 
convenience purchases when they fill up. Over three quarters 
(78%) of ‘”fuel and convenience” consumers indicate that prices 
competitive with the supermarket are likely to encourage them 
to buy more from the convenience store.

With many noting the convenience, a similar proportion of 
participants in focus groups suggested that competitive pricing 
would be likely to encourage them to shop for convenience
items at their fuel retailer.

58%20%

22%

Yes No Don’t know

Table 2.2: Factors Most Likely to Encourage Greater Convenience Shopping, by Location and Age 

Figure 2.3: Proportion of Consumers for Whom Prices 
Competitive with Supermarket Would Increase Convenience 
Shopping

Consequently, pricing strategies are most likely to encourage greater convenience shopping. Nearly half (46%) of 
consumers indicated that cheaper prices would be likely to encourage them to purchase more than fuel, while 
25% suggested special offers or discounts would encourage them to shop at the service station. More 
competitive prices will have significantly less impact on the shopping behaviour of inner-city consumers (33%) 
compared to consumers living in other areas.

Product range and quality are less likely to impact behaviour, although a significantly higher proportion of inner 
city residents, young consumers and women are likely influenced by the availability of healthier food options.

Total
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 30 30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

More competitive prices 46% 33% 41% 54% 53% 51% 33% 47% 57%

Special offers and discounts 25% 26% 26% 20% 27% 23% 31% 24% 20%

Better quality products 9% 12% 10% 8% 6% 8% 12% 10% 4%

Healthier takeaway / meals 8% 12% 9% 9% 3% 10% 12% 8% 6%

Shopper dockets 8% 7% 10% 7% 9% 5% 6% 8% 10%

Expanded product range 4% 9% 5% 2% 2% 3% 6% 3% 3%

Significantly higher / lower than the total 
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2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 30 30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Yes 15% 27% 15% 10% 14% 10% 21% 13% 15%

No 71% 58% 68% 78% 76% 74% 64% 75% 70%

Don’t Know 14% 14% 17% 12% 9% 16% 15% 12% 15%

Table 2.3: Awareness of Expanded Product Range by Location and Age

Despite many retailers investing in significant upgrades to facilities and expanding the product range on offer at, 
only 15% of consumers had noticed changes to the range of products available at the convenience store.  
Awareness is significantly higher amongst inner-city (27%) and younger consumers (21%). This is no surprise as 
more service stations in inner-city areas have updated their facilities and product range, and many of these 
changes are specifically targeted at the younger demographic. 

Participants in focus groups were more likely to be able to identify changes that have been made. Over half of 
the consumers we spoke to had noticed that service stations were offering a expanded range of products.  

Consumers spoke of their regular convenience store offering “healthier options such sandwiches, wraps, water 
and food combos” as well as “more of a grocery  line”. Others noted that they were now “cleaner”, with more 
café style food” and offered “more rewards on food items”.  

While most participants in focus groups were positive of the changes occurring at petrol stations, suggesting it 
“makes them appealing”, many still had hesitations. Most commonly, participants suggested that while the 
changes were positive, “they would be better if they weren’t so expensive”, and indicated that unless products 
were competitively priced it would not change their purchase behaviour.

The changing face of convenience. 

Young consumers and the inner-city have noticed the expanded product 

range, but awareness remains low in other areas.

“I think it is better for those people who choose to shop 
at the fuel station.  Again, pricing is the problem.” 

- NSW

35

Significantly higher / lower than the total 
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Layout and design

Consumers also noted changes to the store design and layout, as well as improved signage and lighting. 
Additionally, consumers noticed more rewards and deals available to them.

Just over half of the consumers we spoke to had noticed changes to the look and feel of their service 
station. Mentions were made of improved signage, brighter lighting and a cleaner, more spacious or 
modern feel. Consumers noted that “the layout is better” and that they are more “visually appealing”.

An overwhelming majority believe the changes are positive. Consumers suggested that “the new ones are 
much nicer” and that it is “good that they are giving them a more modern, cleaner fresher feel”.

Reflecting Canstar Blue’s finding that for 28% of consumers appearance and cleanliness is the most 
important driver of customer satisfaction, consumers indicated that the presentation of the convenience 
store has some impact on their decision to go there. While some suggested that “if there are two to choose 
from the same distance away than I will use the nicer one”, others indicated that they would be less likely to 
use a services station that was not well presented. In the words of a couple of consumers, if “it looks really 
awful… I would stay away.”

The importance of lighting was also evident for some consumers. One female motorist noted that she often 
“fills up at night, after work” and that the service station she uses is “really good because it is just down the 
road from my work and it is also very well lit”.



“I think they are 

positive changes.  

Marketing 

towards 

convenience and 

time poor people 

is a step in the 

right direction”  

- NSW
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2019
Inner 
City

Middle 
Suburban 

Outer 
Suburban 

Regional
Rural / 

Remote
Under 

30
30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Yes 44% 58% 48% 35% 41% 42% 57% 45% 31%

No 32% 24% 30% 39% 33% 29% 24% 30% 43%

Unsure 24% 19% 21% 26% 27% 29% 19% 25% 26%

Table 2.4: Role for Expanded Convenience Offerings by Location and Age. 

Do consumers see a role for the more expansive service station?  Well 

that depends; where do you live and how old are you?

Overall, 44% of consumers see a role for an expanded 
convenience offer at the service station. Interest varies 
significantly, based on consumer location and demographics. 

Inner-city consumers are the most likely to express interest in an 
expanded convenience offer. Over half (58%) of consumers in 
inner-city areas see a role for an expanded convenience offer at 
service stations. This compares to only 35% in outer-suburban, 
41% in regional and 42% in rural or remote areas.  

Similarly, young consumers are more likely to see benefit in an 
expanded role for service stations in offering convenience items.  
Fifty-seven percent (57%) of consumers aged under 30 believe 
service stations have a role in the convenience sector, compared 
to only 31% of consumers aged over 60.

Focus group participants were similarly supportive of an 
expanded role in convenience marketing for service stations.  
Many noted that “there is always a need for more convenience 
stores that are quick to get in and out” and that they can take 
advantage “their easy to access locations” and “long opening 
hours”.

Despite the convenience afforded by location and opening 
hours, most consumers felt that price is still more important. 
Many consumers believe that to attract new customers, 
convenience stores would need to offer “price matching close or 
on par with supermarkets”.

Looking to the future.

44%  believe there 

is a role for an 
expanded 
convenience offer

38

Significantly higher / lower than the total 
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What products would consumers consider?

Support for an expanded range of items to be made available at service stations has increased since 2017, 
with the greatest change being to the proportion of consumers who would consider buying grocery products 
such as milk, bread and toiletries. This has increased from just 14% in 2017, to 42% in the latest result. 

While many focus group participants suggested that the “shopping centre is close by so I would prefer to get 
these (grocery products) from there” or that “the servo is not big enough to compete with varieties’”, many 
did see the benefit of the convenience of buying grocery items at the service station. In particular, 
consumers noted it was convenient “if I need one or two products and couldn’t be bothered going to the 
supermarket.” Again, many focus group participants indicated grocery line staples “would need to be the 
same price as the supermarket” for them to consider purchasing from the convenience store.”

Reflecting actual behaviour, there has also been a significant increase in the proportion of consumers 
indicating they would consider buying coffee and other hot drinks from the service station. Up from 36% in 
2017, 44% of consumers indicated they would buy coffee from the service station. 

Bakery (35%) and healthy food items (29%) also attracted higher likelihood to purchase ratings than in 2017.  
Focus group participants broadly supported the introduction of a greater range of healthy food options, with 
interest in options such as “a nice healthy salad or sandwich” or “wraps, sandwiches, salad and fresh juice”.  
Some consumers expressed reservations about quality with indications that “my concern would be freshness 
and turnover”.  Perhaps reflecting easier access to quality alternatives, inner-city consumers are significantly 
less likely to be interested in bakery goods than consumers from other areas

Interest in café style food was also up, from 19% in 2017 to 25% in 2019. Focus group participants also 
overwhelmingly agreed that they would buy coffee or café style food from a convenience store, particularly 
if “it is decent and there is somewhere to sit and consume it comfortably”.  

Positively, the proportion of consumers who indicated that they would not consider purchasing any of the 
listed items from a service station also fell. Down from 29% in 2017, 23% consumers would not consider 
purchasing any products from the convenience store at the service station. 



36%

14%

30%

19% 19%
15% 14%

7%

29%

44% 42%

35%

29%
25%

14% 12% 11%

23%

Coffee and
other hot

drinks

Grocery
products

Fresh bakery
items

Healthy food
options

Café style food Fresh food
items

Pre-prepared
meals

Deli items None of the
above

2017 2019

Table 2.5: Products Consumers Would Consider Buying From a Service Station by Location & Age
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2019
Inner 
City

Middle 
Suburban

Outer 
Suburban

Regional
Rural/ 

Remote
Under 30 30-59 Over 60

Sample 1,059 153 351 260 222 73 153 351 260

Coffee /hot drinks 44% 41%         46%         42%         43%         42%         50% 45% 34%

Grocery products 42% 37%         45%         40%         40%         47%         39% 44% 38%

Fresh bakery items 35% 25%         36%         38%         36%         32%         34% 35% 35%

Healthy food options 29% 35%         27%         30%         30%         27%         39% 29% 22%

Café style food 25% 27%         28%         21%         25%         21%         32% 28% 12%

Fresh food items 14% 14%         14%         13%         17%         8%         15% 14% 13%

Pre-prepared meals 12% 14%         13%         14%         9%         5%         20% 13% 4%

Deli items 11% 14%         13%         10%         8%         4%         13% 12% 6%

None 23% 9%         24%         27%         27%         26%         16% 22% 33%

Figure 2.4: Products Consumers Would  Consider Buying at a Service Station, 2017 -2019

Those consumers most likely to see a role for service stations in the convenience sector, namely young consumers, 
are the most likely to indicate they would consider purchasing most products. Reflecting broader social trends, a 
preference for coffee, healthy food options, café style food options and pre-pared meals is evident amongst 
consumers aged under 30. Women (34%) are also more likely to want healthier food options than men (25%).

In line with their lack of support for an expanded convenience offer, consumers over 60 more are more likely to 
indicate that they would not purchase any of the presented products.

It should be noted that in 2017 respondents were asked which of the listed products “would you be most likely to 
purchase”, while 2019 respondents were asked “which would you consider buying from the convenience store at 
the service station”. This slight discrepancy in wording may account for some of the differences observed when 
comparing the latest figures to the 2017 result, but the questions are similar enough to be used as a guide to 
indicate a change in consumer preference over time.

Significantly higher / lower than the total 
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Total Inner city
Middle 

Suburban
Outer 

Suburban
Regional

Rural / 
Remote

Under 30 30-59 Over 60

Sample 1059 153 351 260 222 73 153 351 260

Banking Services 40% 48% 43% 37% 32% 40% 58% 41% 21%

Parcel Collection Services 29% 37% 33% 25% 23% 23% 39% 30% 16%

Click and Collect Grocery 21% 28% 23% 15% 19% 16% 30% 22% 9%

Printing Services 15% 23% 15% 15% 12% 12% 24% 14% 8%

Telco Products 13% 17% 15% 10% 10% 11% 15% 15% 6%

None of the above 41% 21% 38% 48% 51% 47% 21% 38% 68%

Despite support for the introduction of coffee and an improved variety of 

food options, interest in other new products and services that might be 

offered by service stations was mixed. 

Of the suggestions offered to respondents, the introduction of banking services found the most support. Four in 
ten consumers indicated they would consider using banking services at the service station. Focus group 
participants supported the availability of ATMs in service stations “as long as they are from the bigger banks and 
don’t charge a fee”. Others suggested that “banking service similar to those offered by Australia Post could be 
helpful for those who can’t get to a bank or post office due to opening hours”

Parcel collection services were reasonably popular, and would be considered by nearly three in ten (29%) 
consumers. Many consumers mentioned the convenience afforded by service stations, indicating that “the 
nearest collection point is never convenient” and “opening times are more accommodating than the post 
office.” Inner-city residents and young consumers were significantly more likely to consider using a service 
station for parcel collection or click and collect grocery services.

There is little support for services like printing, with most suggesting they have no need for printing services.  
While some consumers agree there is a need for telecommunications products like pre-paid sim cards, chargers 
and other accessories, most indicated that they manage their telecommunications needs online. 

41% 40%

29%

21%

15%
13%

None of the above Banking Services Parcel Collection
Services

Click and Collect
Grocery Service

Printing Services Telecommunications
Products

Figure 2.5: Interest in Expanded Product Range at the Service Station, 2019

Table 2.6: Interest in Expanded Product Range by Location and Age

Significantly higher / lower than the total 
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Customer Experience Monitor
Tracking Consumer Experience at the Service Station



While customer satisfaction fell across all measures of the fuel 

purchase experience, an increasing proportion of consumers agree 

the convenience store has items of interest to them.

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

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

While fuel retailers continue to do well on nearly all measures of the customer experience, there has been 
a slight fall in satisfaction since 2017.  While it is positive to note that the convenience store offering is 
increasingly meeting consumer expectations, falling satisfaction with customer service is of concern.

Location
• 84% agreed that there was a service station in a convenience location, down from 87% in 2017
• 82% agreed that it was easy to enter and exit the forecourt, down from 88% last year

Environment
• 82% agree the service station was clean and well presented, down from 87% in 2017
• 83% felt safe at the service station, down from 90% 

Efficient
• 82% agree the amount of time that had to wait was reasonable (down from 88% in 2017)
• 87% agree that their transaction was completed quickly and efficiently (down from 91% in 2017)

Service
• 76% agree that staff were friendly and helpful, down from 80% in 2017
• 42% agreed the convenience store had items they were interested in purchasing, up from 37% in 2017

Perhaps reflecting the significant changes to convenience retailers in city areas, inner city consumers were 
more likely to agree that the convenience store had items they were interested in purchasing while
consumers in rural were significantly less likely to find something of interest in the convenience store. 

Like in prior years, older motorists tended to rate most aspects of the customer experience more favourably 
than their younger counterparts.
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Q Thinking about the last time you purchased fuel, please tell us how much you agree that: n = 1059

There is a petrol station in a convenient location

It is easy to enter and exit the forecourt

The petrol station is clean and well presented

I feel safe at the petrol station

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

My purchase transaction was completed quickly

Staff were friendly and helpful

Convenience store had products I was 
interested in purchasing
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Figure 2.6: Customer Experience Framework, 2017-2019
(Top 2 Box - % Agree / Strongly Agree)
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Customer Experience Framework
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Location Count %

ACT 19 2%

NSW 339 32%

NT 11 1%

QLD 191 18%

SA 91 9%

TAS 27 3%

VIC 277 26%

WA 104 10%

Last visit a service station Count %

Today 139 13%

In the last few days 459 43%

In the last week 272 26%

In the last fortnight 136 13%

In the last month 53 5%

Longer than a month ago 0 0%

Don’t know / can’t remember 0 0%

Gender Count %

Male 527 50%

Female 532 50%

Age Count %

18-24 12% 131

25-29 10% 110

30-39 18% 195

40-49 17% 181

50-59 17% 182

60-69 15% 158

Over 70 10% 102

Income Count %

Less than $40,000 214 20%

$40,000 - $70,000 240 23%

$70,001 - $100,000 231 22%

$100,001 - $150,000 177 17%

$150,001 - $200,000 76 7%

Over $200,000 37 3%

Prefer not to say 84 8%

Region Count %

Metro 764 72%

Rural/ Regional 295 28%
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